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From the Cause of all evil to marketing for 
change

Dr. Mila Tarabashkina (UWA Business School, Marketing Department) 



We acknowledge we are situated on Noongar land, 
and that Noongar people remain the spiritual and 
cultural custodians of their land, and continue to 
practise their values, languages, beliefs and 
knowledge.

We pay our respects to the traditional owners of the 
lands on which we live and work across Western 
Australia and Australia.

On Noongar land

Artist: Dr Richard Barry Walley OAM



Origin of marketing

Marketing is the activity, set of institutions, and
processes for creating, communicating, delivering, and

exchanging offerings that have value for

customers, clients, partners, and society at large.
(American Marketing Association)



Origin of marketing

The first marketing course was taught at the University of
Michigan in 1902. At that time, marketing was defined
quite simply: it was about distribution and exchange.

1900s



Origin of marketing

The first marketing course was taught at the University of
Michigan in 1902. At that time, marketing was defined
quite simply: it was about distribution and exchange.

1900s

Understanding the consumer, market segmentation, and
advertising. Borrowing from psychology, anthropology,
sociology, and social psychology. These were the years when
marketers really wanted to understand what makes
consumers tick product diversity:

1930s-1950s



Origin of marketing

The Marketing Mix Era1960s-1980s

4Ps

Product Price Place Promotion



Origin of marketing

Relationship marketing, digital marketing, and global 
expansion

1990s-2000s

Neuroscience FacebookInternet



Origin of marketing

Big data, data-driven digital marketing, personalised 
experience,  tailored messaging

2010s-2020s

Metaverse, VR AIBig Data



Origin of marketing

Oh boy, we are in for a ride!2030s-….

BIG, EXCITING 
UNKNOWN 



Why is marketing considered 

to be the cause of all evil?



Marketing is the activity, set of institutions, and processes for
creating, communicating, delivering, and exchanging offerings

that have for customers, clients,

partners, and society at large.
(American Marketing Association)



Source: 
https://www.bain.com/in
sights/the-elements-of-
value-hbr/



Cognitive
decision-
making

High involvement, 
cognitive processing, 

attention 

Low involvement, 
lower cognitive 

processing, lesser 
attention 

Emotional 
decision-
making



Colour 



Makes you hungry and creates a sense of urgency

Trustworthy, fiscally responsible and dependable 

Optimism and positivity 

Draws attention, colour of passion, movement, 
energy, and luck in some cultures 

Class, elegance, and sophistication

Nature, life, wealth, and privilege

Luxury, creativity, spirituality



Needs or wants hierarchy 

Insights from psychology

Self-
actualisation

Esteem 
(status, 
achieve)

Belongingness
(love, friendship, social)

Safety
(stability, secure surroundings)

Physiological
(food, water, sex)

Gained Avoided

Health and comfort Sickness 
discomfort

Safety and 
protection

Loss, danger, fear

Acceptance

popularity

Rejection, 
embarrassment 

Pride, recognition, prestige Failure, inadequacy

Unfulfilled potential
Creativity, 

accomplishment



Why is marketing considered 

to be the cause of all evil?



Because now consumers tell us 
themselves what they value via:
- engagement: likes, comments, saves, shares, 

private shares in DMs, replays on reels, clicking 
“see more”

- scroll behaviour

- hover/linger behaviour - mouse, finger tracking

Data mining, 
profiling, etc



Planned obsolescence 

Waste 

Negative health outcomes…



Social marketing “seeks to develop 
and integrate marketing concepts with other 

approaches to influence behaviour that 
benefit individuals and communities for the 

greater social good”

(Australia Association of Social Marketing)

Here comes social marketing 

Source: https://aasm.org.au/what-is-social-marketing/



What behaviours is social marketing targeting?

Wearing 
seat belts

Safety behaviours:

Driving 
under the

speed limit

Not using 
mobile phones

while 
driving

Health-related behaviours:

Quitting 
smoking

Increasing 
physical activity

Eating 
healthier foods

Reducing 
alcohol

consumption

DONATE!

Pro-social behaviours:

VOLUNTEER

ANTI
BULLING

Environmental behaviours:

Reduce
Reuse

Recycle

Reducing 
energy

water use

Using 
public 

transport

Buy 
carbon 
offsets



Social marketing “seeks to develop 
and integrate marketing concepts with other 

approaches to influence behaviour that 
benefit individuals and communities for the 

greater social good”

(Australia Association of Social Marketing)

Source: https://aasm.org.au/what-is-social-marketing/



Fear appeal

Sources: 
https://campaignsofth
eworld.com/creative-
print-ads/your-
beauty-up-in-smoke/

And

https://www.health.go
v.au/resources/public
ations/stop-smoking-
start-repairing-health-
benefits-for-
women?language=en



Fear, shame appeals

Source:
https://www.dlgsc.wa.gov.au/racing-gaming-and-liquor/racing-gaming-and-
wagering/gambling-harm/what-is-gambling-really-costing-you



Source: 
https://shortyawards.com/3rd-socialgood/national-geographic-planet-or-
plastic



Source: 
https://www.sustainability.vi
c.gov.au/circular-
economy/household-
education-for-4-stream-
recycling



Source: 
https://www.boredpanda.
com/powerful-social-
advertisements/?utm_so
urce=googlem&utm_medi
um=social&utm_campaig
n=organic 



Challenge #1:  

Funding issues….

Challenges for social marketing 



Source: Australian Association of Social Marketing  https://aasm.org.au/what-is-social-marketing/

Challenge #2:  

Challenges for social marketing 

Complexity of 
interventions….



Challenge #3:  

Behaviours are the 
hardest to tackle…very 
habitual, pleasurable 

Source: 
https://www.kisspng.com/png-glass-
black-simple-broken-glass-effect-
elements-142013/preview.html

Challenges for social marketing 



Challenge #4:  

Are we using the right 
appeals/content to 
change behaviours?

Challenges for social marketing 



Creating value attempt 

Reduce
Reuse

Recycle



Global waste management crisis

due to over-
consumption and a

“throw away” culture
prompted by excessive production
of short-lived disposable products
that require large landfill and
better recycling infrastructure
(O’Brien, 2013).

Recycling proposed as a
solution

Reduce
Reuse

Recycle

The state of waste 

Allwood, J.M. (2013), Squaring the Circular Economy the Role of Recycling within a Hierarchy of Material Management Strategies, Elsevier Science and Technology.
Blue Environment (2016), “National waste report”, available at: www.environment.gov.au/system/files/ resources/d075c9bc-45b3-4ac0-a8f2-6494c7d1fa0d/files/national-waste-report-2016.pdf 
(accessed 25 October 2019) 
O’Brien, M. (2013), “Consumers, waste and the ‘throwaway society’, thesis: some observations on the vidence”, International Journal of Applied Sociology, Vol. 3 No. 2, pp. 19-27.
Sun, M. and Trudel, R. (2016), “The effect of recycling versus trashing on consumption: theory andexperimental evidence”, Journal of Marketing Research, Vol. 54 No. 2, pp. 293-305.

Recycling - the increasing cost of waste
collection, management, and reprocessing makes
recycling unsustainable as the sole solution to
reduce humans’ environmental impact (Allwood,
2013).

Recycling - is not always effective due to many
countries’ lack of recycling facilities and over-
reliance on “waste export” to other countries for
reprocessing (Blue Environment, 2016).

Recycling - when consumers know that products
can be recycled, they counter-intuitively use more
resources, overconsuming and producing more
waste (Sun and Trudel, 2016)



Reduce
Reuse

Recycle

The state of waste 

Reduce – is very challenging to accomplish due
to planned obsolescence and

Reuse?

Two types:

- upcycle (repurpose or
transform old products into
objects with new uses) or

- reuse (find novel uses) for
finished products (Wilson,
2016).

Wilson, M. (2016), “When creative consumers go green: understanding consumer upcycling”, Journal of
Product and Brand Management, Vol. 25 No. 4, pp. 394-399.



Reduce
Reuse

Recycle

Reuse?

• It reduce the amount of waste entering landfill/recycling 
system and resources/labour required to process it

• It reduces the need for new resources

• Consumers can reduce their overall consumption levels, 
as well as their individual carbon footprint

• It offers psychological benefits, such as enjoyment 
associated with the re-consumption process (Wilson, 
2016). 



What do we know about the factors 

that stimulate reuse and upcycling?

Our study 



• Only creative individuals
engage in this behaviour (Wilson,
2016)

• Financially 
disadvantaged consumers 
will engage in this behaviour (Trujillo 
and Rosa, 2017)

Past research 

Trujillo, C.A. and Rosa, J.A. (2017), “Consumer creativity influenced by hope, integral emotions and
socio-economic status”, International Journal of Consumer Studies, Vol. 41 No. 5, pp. 576-586.Wilson, M. (2016), “When creative consumers go green: understanding consumer 
upcycling”, Journal ofProduct and Brand Management, Vol. 25 No. 4, pp. 394-399.



How can we encourage more 
people to engage in reuse or 
upcycling? 

Tarabashkina, L., Devine, A., & Quester, P. G. (2022). Encouraging product reuse and upcycling via 
creativity priming, imagination and inspiration. European Journal of Marketing, 56(7), 1956-1984. 
https://doi.org/10.1108/EJM-06-2020-0442



We need new 
interventions –
focusing  on value, 
easy to execute and low-cost



Interventions 

Creativity 
priming

Environmental 
message 

Control group 

Creativity priming:

“To confirm that you are eligible to take part in this
research on product creativity, please recall and
briefly describe a situation when:

1) you purchased a product and modified it to
suit your needs, or

2) created a new product using an existing product
In both cases, the examples could relate to
product modification when you changed the
product’s colour, function, shape or any other
attribute (glued something to it, painted it, etc)”



Creativity 
priming

Environmental 
message 

Control group 

Environmental appeal:

Interventions 



Creativity 
priming

Environmental 
message 

Control group 

Control group:

Please describe your typical daily routine
on weekdays

Interventions 



Creativity 
priming

Environmental 
message 

Control group 

Interventions 

Imagine the process 
task:

You have purchased
canned tomatoes and
have used the sauce up.
Please think of as many
as possible alternative
ways you could use
a metal can from tomato
sauce:

We counted and 
coded the number 
of ideas and their 

quality

We 
measured 
inspiration 
from the 

task 

We 
measured 

future reuse 
and 

upcycling 
intentions 



Creativity 
priming

Environmental 
message 

Control group 

Study 1

Number of ideas 

Inspiration 
from the 

task 

We 
measured 

future reuse 
and 

upcycling 
intentions 

Quality of ideas 

Highly creative people performed well in 
any intervention, did not need a push



Creativity 
priming

Environmental 
message 

Control group 

Study 2

Inspiration 
form the 

task 

We 
measured 
reuse and 

upcycling in 
the past 8 

weeks

We 
measured 
past reuse 

and 
upcycling 

behaviours

8 weeks later:

Imagine the process 
task:

You have purchased
canned tomatoes and
have used the sauce up.
Please think of as many
as possible alternative
ways you could use
a metal can from tomato
sauce:



Creativity 
priming

Environmental 
message 

Control group 

Study 2

Number of ideas 

Inspiration 
form the 

task 

We 
measured 
reuse and 
upcycling 

intentions in 
the past 8 

weeks

Quality of ideas 

Highly creative people performed well in 
any intervention, did not need a push

We 
measured 
past reuse 

and 
upcycling 

behaviours

8 weeks later:



Study 3

Those who recalled a time
they were creative,
imagined reuse or
upcycling, and generated
creative ideas, felt inspired
— and reported greater
intention to reuse or upcycle
in the future.



So where does 
this leave us?

Value



Thank you! 
Any questions?

Where no image source is explicitly provided in this presentation,
the images were obtained from the Microsoft PowerPoint image
library.



Copyright acknowledgement: 
Images used in this presentation were sourced from https://magic.piktochart.com


