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5.8: ACHIEVING GROWTH AND 
PROFITABILITY IN WAYS THAT ARE 

CONSISTENT WITH UNITED NATIONS 
SDGS: RESPONSIBLE 
PRODUCTION AND 

CONSUMPTION



CONSUMPTION AND THE 
CONSEQUENCES: LABOR AND THE 

ENVIRONMENT





1.THE GROWTH IMPERATIVE
2.WHY WE DON’T CARE

3.SOLUTIONS
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CAPITALISM: THE GROWTH 
IMPERATIVE



INCREASE CONSUMPTION



INCREASE NUMBER OF CONSUMERS



FINITE RESOURCES





NEGATIVE EXTERNALITIES



FOSSIL FUEL AIR POLLUTION 
RESPONSIBLE FOR 1 IN 5 DEATHS 

WORLDWIDE HARVARD 



CONSUMPTION: THE ULTIMATE 
DRIVER



SHOULD THE BURDEN BE ON :

1.CONSUMERS: SUSTAINABLE CONSUMPTION
2.COMPANIES: SUSTAINABLE PRODUCTION
3.GOVERNMENTS: REGULATION



AS CONSUMERS CAN WE 
CHOOSE TO CONSUMER LESS? 

CAN WE CONSUME MORE 
SUSTAINABLY?



BATTLING THE GROWTH 
IMPERATIVE



MARKETING CREATES NEEDS





DIAMONDS



$80 BILLION GLOBAL MARKET
$39 BILLION ENGAGEMENT RINGS



LAB CREATED DIAMONDS SELL FOR 1/10 
OF THE PRICE

EQUIPMENT TO DETECT NATURAL VS. LAB 
CREATED COSTS $20,000-$40,000



RESALE MARKET: SELLERS ARE ABLE 
TO SELL FOR BETWEEN 5% AND 30% 

OF THEIR ORIGINAL PRICE







WHY DO PEOPLE PAY FOR 
DIAMONDS?



MOTIVATIONS: 
FUNCTIONAL
EMOTIONAL

SYMBOLIC ( IDENTITY/STATUS)



THEORY: POSSESSIONS AS 
THE EXTENDED SELF, BELK



THEORY: CONSPICUOUS 
CONSUMPTION, WASTEFULNESS VEBLEN



WE COMPETE WITH EXPENSIVE 
SYMBOLIC PRODUCTS



“WE ARE DEALING WITH A 
PROBLEM IN MASS PSYCHOLOGY. 
WE SEEK TO STRENGTHEN THE 
TRADITION OF THE DIAMOND 

ENGAGEMENT RING – TO MAKE 
IT A PSYCHOLOGICAL 
NECESSITY CAPABLE OF 

COMPETING SUCCESSFULLY AT 
THE RETAIL LEVEL WITH 
UTILITY GOODS AND 

SERVICES”







https://www.vogue.com/article/best-celebrity-engagement-rings-kim-kardashian-kate-middleton


10% U.S. BRIDES RECEIVED A 
DIAMOND ENGAGEMENT 

RING IN 1939 

BY THE END OF 20TH

CENTURY 80% OF BRIDES 
RECEIVED THEM



WHAT IF THIS 
CAMPAIGN WASN’T 

SUCCESSFUL?



WE ARE 
SOCIAL 

CREATURES



COULD THE SAME 
FORMULA BE APPLIED 

TO OR OTHER 
PRODUCTS?





$9.99 vs. $100



FUNCTIONAL, EMOTIONAL, 
AND SYMBOLIC BENEFITS



NEEDS ARE 
MANUFACTURED 
BY MARKETING



WHAT IS THE VALUE OF A 
SYSTEM WHERE LABOR IS 

EXPENDED AND 
ENVIRONMENTAL HARM 

IS CREATED, PURELY IN THE 
PURSUIT OF A SYMBOLIC

PRODUCT…



…ONE THAT HAS NO 
AESTHETIC OR FUNCTIONAL 

BENEFITS BEYOND 
ALTERNATIVES?



MARKETING CREATES NEEDS









1.THE GROWTH IMPERATIVE
2.WHY WE DON’T CARE

3.SOLUTIONS



BATTLING THE GROWTH 
IMPERATIVE





FINITE RESOURCES



NEGATIVE EXTERNALITIES



DO CONSUMERS CARE ABOUT 
ETHICAL ISSUES (SUSTAINABILITY: 

ENVIRONMENT, LABOR)?



A PARADOX: THE MAJORITY OF 
SURVEYED CONSUMERS CLAIM TO 

PREFER SUSTAINABLE PRODUCTS OVER 
NON-CERTIFIED ALTERNATIVES, AND TO 

BE WILLING TO PAY A PRICE PREMIUM 
FOR SUCH PRODUCTS. 



HOWEVER THE MARKET FOR 
SUSTAINABLY-PRODUCED 

PRODUCTS REMAINS SMALL. 



WHY?



SURVEYS ARE WRONG? MAYBE 
PEOPLE ARE NOT BEING 

HONEST.



PROJECTIVE: THIRD 
PERSON TECHNIQUE



SURVEYS ARE WRONG?

WOULD YOUR 

NEIGHBOR PAY 

MORE FOR 

SUSTAINABILITY?



INFORMATION PROBLEM?

INFORMATION: CONSUMER MAY 

NOT KNOW ABOUT PRODUCTION 

CONDITIONS.



INFORMATION PROBLEM?

“THE ODDS ARE SUBSTANTIAL THAT A 

CHOCOLATE BAR BOUGHT IN THE US IS THE 

PRODUCT OF CHILD LABOR” WASHINGTON POST 2019



INFORMATION PROBLEM?

MAYBE THEY DO KNOW…

IN OTHER CASES CONSUMERS DO KNOW THAT 

COMPANIES HAVE BEEN THE TARGET OF PUBLIC 

CRITICISM…



MAYBE IT’S A CHICKEN 
AND EGG PROBLEM? 

NOT ENOUGH CHOICE



PSYCHOLOGICAL DRIVERS: 
QUALITY INFERENCES ( L U C H S E T  A L .  2 0 1 0 )



PSYCHOLOGICAL DRIVERS: 
DURABILITY NEGLECT ( S U N ,  B E L L E Z Z A ,  A N D  

P A H A R I A  2 0 2 1 )



PSYCHOLOGICAL DRIVERS: WILLFUL 
IGNORANCE ( E H R I C H A N D  I R W I N  2 0 0 5 )

MAYBE THEY ARE MOTIVATED TO BE 

WILLFULLY IGNORANT?

PEOPLE ARE “WILLFULLY IGNORANT” AND ARE 

MORE LIKELY TO USE ETHICAL INFORMATION 

WHEN THEY HAVE IT, BUT ARE MOTIVATED NOT 

TO ASK FOR IT.  EFFECT IS STRONGER FOR PEOPLE 

WHO CARE ABOUT THE ISSUE. 



PSYCHOLOGICAL DRIVERS: ECONOMIC 
JUSTIFICATIONS ( P A H A R I A ,  V O H S ,  A N D  D E S H P A N D E  2 0 1 3 )

1. SWEATSHOPS ARE THE ONLY REALISTIC SOURCE OF 

INCOME FOR WORKERS IN POORER COUNTRIES.

2. WITHOUT SWEATSHOPS POORER COUNTRIES 

COULD NOT DEVELOP.

3. THE USE OF SWEATSHOP LABOR IS OKAY BECAUSE 

OTHERWISE THESE PRODUCTS WOULD NOT BE 

AFFORDABLE TO LOW-INCOME PEOPLE.



PSYCHOLOGICAL DRIVERS: INDIRECTNESS 
AND A DIFFUSION OF RESPONSIBILITY ( P A H A R I A  E T  A L .  2 0 0 9 )



PSYCHOLOGICAL DRIVERS: AGENCY ( P A H A R I A  

2 0 2 0 )

OUR ECONOMY IS SET 

UP FOR MASS 

PRODUCTION, WHICH 

LIMITS CONSUMER 

AGENCY



WOULD YOU LOCK A 

CHILD IN YOUR 

BASEMENT AND HAVE 

THEM MAKE YOUR 

CLOTHES? WOULD YOU 

HIRE A COMPANY TO 

DO IT FOR YOU? 



MARKETING 
MANUFACTURES 

NEEDS



THE SYSTEM 

IS SET UP SO 

WE DON’T 

CARE ABOUT 

THE COSTS



1.THE GROWTH IMPERATIVE
2.WHY WE DON’T CARE

3.SOLUTIONS



FINITE RESOURCES



NEGATIVE EXTERNALITIES



SHOULD THE BURDEN BE ON :

1.CONSUMERS: SUSTAINABLE CONSUMPTION
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SHOULD THE BURDEN BE ON :

1.CONSUMERS: SUSTAINABLE CONSUMPTION
2.COMPANIES: SUSTAINABLE PRODUCTION
3.GOVERNMENTS: REGULATION



Citizen:

Civic spaces

Vote

Civic Activities

Consumer:

Commercial 

Spaces

Purchase based on 

needs



Citizen 

Consumer:

Civic activities in 

the marketplace

Voting with our 

dollars





IF COMPANIES PRODUCED 
PRODUCTS SUSTAINABLY 

(WITHOUT EXTERNALITIES) 
WOULD CONSUMERS PAY?



A LIVING WAGE WOULD REQUIRE 
40% INCREASE, BUT WOULD ONLY 

ADD 10% TO THE PRICE OF A 
CANDY BAR.

YOUR HERSHEY BAR WILL COST 
$1.10 INSTEAD OF $1.00. 



COUNTER FACTUAL: WHAT IF WE 
HAD NO LABOR OR ENVIRONMENTAL 

REGULATION IN THIS COUNTRY?



SHOULD CONSUMERS HAVE THE 
RESPONSIBILITY?



SHOULD THE BURDEN BE ON :

1.CONSUMERS: SUSTAINABLE CONSUMPTION
2.COMPANIES: SUSTAINABLE PRODUCTION
3.GOVERNMENTS: REGULATION



“WE DON’T NEED LEGISLATION TO 
DEAL WITH THE PROBLEM. WE ARE 

ALREADY ACTING” CHOCOLATE 

MANUFACTURERS ASSOCIATION



Choice (having options)

Making it Easy (reducing monetary/behavioral costs) (White, Habib, and Hardisty 2019)

Information and Transparency (Mohan, Buell, and John 2020)

Segmentation (Kilbourne and Beckmann 1998; Choi, and Feinberg 2021)

Quantification and Concreteness (Camilleri et al. 2019; Winterich, Nenkov, and Gonzales 2019)

Certification/Eco-Label (Manget, Roche, and Munnich 2009)

Connection (White, Habib, and Hardisty 2019; Paharia et al. 2009)

Ownership and Agency (vs. Diffusion of Responsibility) (Peck et al. 2021, Paharia 2020)

Social Influence via Conspicuousness (Goldstein, Cialdini, and Griskevicius 2008; Habib et al. 2021)

Status (Griskevicius, Tybur, and Bergh 2010)

Business Models

Dematerialization (minimalism, experiences) (Csikszentmihalyi 2000; Wilson and Bellezza 2022) 

MARKET BASED STRATEGIES
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SEGMENTATION: LOHAS
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FOOD PRODUCTION: 
LIGHTBULB MINUTES
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SHOULD THE BURDEN BE ON :

1.CONSUMERS: SUSTAINABLE CONSUMPTION
2.COMPANIES: SUSTAINABLE PRODUCTION
3.GOVERNMENTS: REGULATION



THERE IS A MORAL 
RESPONSIBILITY…FOR US NOT TO 

ALLOW SLAVERY, CHILD SLAVERY, IN THE 
21ST CENTURY” REP ELIOT ENGEL (NY)



WE HAVEN’T ELIMINATED CHILD LABOR (IN THE 
CHOCOLATE INDUSTRY) BECAUSE NO ONE HAS 

BEEN FORCED TO” VOICE NETWORK



INCENTIVES/TAXES



EV REGULATION



FASHION SUSTAINABILITY AND 
SOCIAL ACCOUNTABILITY ACT



GOVERNMENTS CAN SET A FLOOR SO 
THAT NO COMPANY CAN UNFAIRLY 
CREATE NEGATIVE EXTERNALITIES 
WITHOUT PAYING FOR THEM



GOVERNMENTS CAN SOLVE A 
COLLECTIVE ACTION PROBLEM FOR 

CONSUMERS



POLITICAL ECONOMY: INVEST IN 
SUSTAINABLE TECHNOLOGIES



Regulation
Consumer 

Demand
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