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Abstract
     Sustainability leadership is essential for the development of effective marketing campaigns by incorporating sustainable principles into the foundation of an organization's strategy. Instead of merely advocating for goods that are environmentally friendly, genuine sustainability leadership incorporates sustainability into the organization's DNA, thereby influencing decision-making, processes, and the brand's message This research investigates the influence of sustainability leadership on marketing effectiveness, establishing how leaders who prioritize sustainability as a fundamental business value can develop campaigns that resonate deeply with consumers and cultivate long-term brand loyalty.
     The background, research problem and theoretical information gathered from scholarly journals, books, websites, and news stories is presented to the reader in this research. The research problem revolves around the disparity between typical traditional sustainability initiatives, which are frequently limited to green product marketing, and a more holistic strategy that matches an organization's purpose, values, and communication strategies with sustainability. The goal of this research is to investigate how sustainability leadership influences marketing campaigns that are not only persuasive, but also relevant and long-lasting.
     Ultimately, the findings suggested that incorporating sustainability into an organization's culture produces authentic, compelling marketing strategies capable of generating both corporate success and meaningful social change. Organizations can increase consumer trust, build brand reputation, and contribute to a more sustainable future by moving away from isolated sustainability programs and toward a comprehensive leadership strategy. Consequently, the findings indicate that firms with a strong focus on sustainability leadership are better positioned to design innovative, ecologically responsible marketing strategies that connect with their intended demographic (Mariadoss et al., 2011).
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The Influence of Sustainability Leadership in Designing Effective Marketing campaigns at Guardsman SVG Ltd
1.0 Introduction

     In today's rapidly evolving environment, the incorporation of sustainability concepts into company practices has become a critical concern where consumers are becoming increasingly selective and holding companies responsible for its effects on the environment. This change can go beyond conventional sales techniques whether by helping to enhance a company’s image with the existing customers that align themselves with the company’s values. Sustainability has evolved into an important component of business operations, and firms are implementing it into their marketing, communication, and corporate reporting strategies (Silvius and Schipper, 2014). A successful campaign begins with a thorough awareness of your target audience's changing needs, preferences, and challenges. As their preferences change, so should their marketing message. Aftab et al., (2022) explains that organizations must now incorporate ecological issues into their strategy plans for sustainable performance due to the rise in environmental degradation. A major trend in marketing efforts is the incorporation of sustainability leadership, as customers place a higher value on ethical and ecologically responsible firms.
     In this perspective, sustainable leaders are professionals that prioritize human development and the preservation of nature while balancing economic considerations. Furthermore, they strengthen the organization's internal resources to address social and environmental concerns, providing value for the business while also being accountable for the development of the communities in which they operate (Voltolini, 2011). Nonetheless, addressing sustainability-related issues calls for skills that employees within the company can acquire. In this part of the study, the background, research problem, purpose of research, significance, objective of research, aim of research, research questions and rationale for the research proposal will be included in this introduction.
1.1 Background 
    In today’s era, Bendell et al., (2015) assert that "sustainability leadership is essentially ethical behavior aimed at assisting groups in attaining significant environmental or social outcomes that they would not have achieved independently" (p. 16). Essentially, Sustainability standards are crucial since firms are progressively required to exhibit openness, accountability and transparency their stakeholders regarding strategic decisions and activities (Rainey, 2013). It is constantly altering the economy and including sustainability into corporate marketing plans, can be a great way for business success where companies may effectively show their dedication to sustainability by including sustainability into their marketing strategy to express their success. “Sustainable leadership highlights the development of current and future revenues for an organization, as well as improving the quality of life for all stakeholders” Iqbal et al., (2020). Effective sustainable leadership demands passion, patience, creativity, and the ability to handle complexity which may create a shared vision, increase stakeholder trust, and promote a sustainable culture within the firm. Organizations may use sustainability leadership to build marketing initiatives that connect with customers, increase profitability, and contribute to a more sustainable future. Sustainable leadership results from the amalgamation of sustainable development and leadership, characterized by management practices that address stakeholder needs while advancing the company's core business, thereby generating long-term value for all stakeholders (Liao, 2022). This statement suggests that sustainable leadership emphasizes the development of current and future long-term value for an organization. For businesses to understand this, they ought to focus on how sustainability can engage customers on a deeper level by appealing to their values and beliefs. 

1.2 Research Problem 
      “Organizations are facing environmental, social, and financial challenges, and leaders need to respond to and manage these differing priorities to enhance and create value in their firms” (Boeske, 2023). While there are many marketing tactics that companies follow to achieve a stronger grasp on their respective markets the growing demand for sustainable products and services affects how sustainability leadership influences the creation and execution of effective marketing campaigns. This study seeks to provide evidence-based guidance to the extent to which sustainable leadership influences the performance of marketing campaigns by identifying important leadership attributes, methods, and obstacles that influence consumer perception, brand loyalty, and overall campaign success.

1.3 Purpose of Research
    The purpose of this research project was to investigate the intricate connection that exists between effective marketing campaign creation and sustainability leadership. This study attempted to shed light on the subtleties of sustainability-driven marketing strategies by analysing how businesses with strong sustainability leadership position themselves in the market and how this positioning effects consumer perceptions and behavior.

1.4 Significance of Research
     The significance of this research was to make data available to provide informed information about the research findings and examine how sustainability leadership affects marketing campaigns which can assist companies in understanding how to incorporate sustainability into their marketing plans and attain long-term success. It also has the potential to positively influence consumer behavior, business practices, and societal norms in the direction of a more ethical and sustainable future.


1.5 Research Objectives
1. Exploring the role of authenticity and transparency in building consumer trust and loyalty towards sustainability-oriented brands in today's current state.
2. To investigate the relationship between marketing efficacy and leadership in sustainability.
3. Investigate the role of transparency into sustainable marketing.
4. Examining how consumer views of sustainability leadership and its applicability to marketing campaigns are shaped by corporate social responsibility (CSR) initiatives.
5. Identifying possible practices and suggestions for businesses intending to use sustainable leadership in the planning and execution of successful marketing campaigns.

1.6 Aim of Research
     The aim of this research was to investigate and uncover how sustainability leadership within businesses influences the design and execution of marketing campaigns. Particularly, it was aimed towards identifying the challenges, outcomes and strategies associated with incorporating sustainability concepts into marketing campaigns. By examining this relationship, the research primary focus was to shed light on how businesses can influence consumer perceptions and behavior, effectively inform consumers about their sustainability efforts, and ultimately develop marketing campaigns that are both powerful and in line with the sustainability objectives.
1.7 Research Questions 
1. How does sustainability leadership affect the design and effectiveness of marketing campaigns? 
2. What impact does sustainable leadership have on stakeholder participation in marketing campaign design and execution? 
3. What barriers and challenges do businesses encounter when incorporating sustainability leadership into marketing campaigns? 
4. What is the difference between the marketing strategies employed by companies with strong sustainability leadership and those without it? 
5. Which sustainability leadership components are most important for campaign success? 

1.8 Rationale for the Research 
     The rationale of this research proposal was to aid organizations that are looking to maximize their sustainability strategies and take advantage of new commercial opportunities that are fuelled by social and environmental consciousness. It will also contribute to information for Guardsman SVG Ltd to explore the relationship between efficient marketing campaigns and sustainable leadership which can either be successful or unsuccessful for the business.

1.9 Conclusion
     This section provided an overview of the background of the study that was researched. It outlined the significance, rationale, purpose, aims, research questions and objectives of the study of what the researcher seeks to investigate. The literature presented within the next section will give insights into Sustainability Leadership in Designing Effective Marketing campaigns and theoretical framework that can be used to support the evidence found.
2.0 Literature Review 
Introduction
     The importance of sustainability leadership has been increasingly acknowledged in several industries, including marketing, in recent years. As a result, sustainability leadership is critical in creating effective marketing campaigns that appeal to this new generation of environmentally sensitive consumers. Businesses looking to develop successful marketing strategies nowadays can give sustainability leadership careful consideration to improve their brand image and support social and environmental causes by implementing sustainability ideas into their plans which must change in response to the increasing significance of sustainability in customer decision-making. Burns et al., (2015) believes that “A new and enlarged definition of leadership is known as "leadership for sustainability," which includes acting with sustainability principles in mind, leading from a living processes paradigm, and developing a leadership process that is inclusive, cooperative, and reflective”. Businesses can show their dedication to environmental and social responsibility by integrating sustainability ideas into their marketing campaigns which can appeal to the increasing number of consumers who considers sustainability a priority when making purchases. With this strategy, businesses may exceed customer expectations while also making a beneficial impact on the world. As a result, to encourage customers to engage in more responsible consumption, businesses must complement their sustainable offers with relevant communication campaigns (Khan et al., 2019). Similarly, “the need for sustainability in business has grown and corporate leadership is now expected to take the lead in addressing societal major issues that continue to affect people on a personal, organizational, community, and national level”. 
     This section's main objective is to present an overview of the literature about how sustainability leadership influences the creation of successful marketing campaigns. Sustainability in marketing has been investigated in a variety of academic research. These studies have emphasized the possible inconsistencies and reciprocity between marketing and sustainability, underlining the importance of a transformative marketing approach that is consistent with sustainability principles. Understanding the rationale, methods, and impact of sustainability leadership on businesses to incorporate sustainability principles into marketing campaigns that can improve brand reputation and loyalty, differentiating the company from competitors, and, in the final part of this section, offering a theoretical framework to explain the research problem examined.
     This literature review explores the role of sustainability leadership in shaping marketing campaigns, highlighting key themes such as leadership influence, brand authenticity, consumer response, and the integration of sustainability into marketing strategies and so much more. 
2.1 Sustainability Leadership
     According to Sajjad et al., (2023) “Over the past few decades, scholars have extensively investigated the topic of leadership, contributing to the development of diverse leadership theories and contemporary managerial practice”. Likewise, sustainability leadership is simply the proactive and strategic direction given by individuals or groups inside an organization to incorporate sustainability concepts into its basic values, strategies, operations, and decision-making procedures. Sustainable leaders within a company are increasingly expected to discover methods to help solve the world's environmental and social concerns by addressing how organizational practices can have environmental and social benefits, including cost savings and a better public image. Avery and Bergsteiner (2011) explains that sustainable leadership encompasses actions and approaches that generate lasting benefits for all parties involved, including the environment, society, and the next generation. This could mean that by establishing a sustainable culture throughout the entire organization and supporting initiatives that successfully balance social responsibility, environmental preservation, and financial gain businesses who genuinely care about sustainability can use this leadership to their advantage when it comes to marketing.  Iqbal and Ahmad (2021) suggest that sustainable leadership can provide a competitive edge for businesses and offers opportunities in the form of long-term success, innovation, continuous development, and sustained competitive advantage. Similarly, Mccann and Holt (2020) agrees that by adopting sustainability principles this could provide an organization with a competitive edge and a means of continuously enhancing performance which can be the key to use sustainability as the driving force behind any new inventions, technologies, or business procedures.
    “ In general, sustainable leadership is essential for navigating contemporary complicated commercial and environmental landscapes, going beyond traditional paradigms and incorporating sustainability into company strategy and culture. This leadership style strengthens brand image, operational efficiency, and adds considerably to societal welfare” Cheah and Mei Ooi (2024). It is critical for directing the creation of effective marketing campaigns that incorporate sustainability concepts. Sustainability-focused leaders can assist firms in redefining their marketing objectives, managing the marketing environment, and developing strategies that prioritize environmental and social factors. Companies may create campaigns that genuinely represent their dedication to social and environmental responsibility, win over new customers, and help ensure a more sustainable future. “Making decisions with a long-term view in mind, encouraging systemic innovation targeted at boosting customer value, and cultivating a knowledgeable, devoted, and extremely engaged workforce are all necessary for sustainable leadership” Hallinger and Suriyankietkaew (2018). It's all about coming up with solutions that satisfy current demands without jeopardizing the capacity of future generations to satisfy their own.

2.2 Integrating Sustainability Leadership into Marketing Campaigns
     In today's world, sustainability is a major concern that forces businesses to account for the impact it may have on the economy, society, and environment. Business owners need to include sustainable practices into their campaigns and communications to effectively manage these duties. Over time, various stages of marketing strategy have been observed, with sustainability emerging as a key issue. These issues have led to the evolution of green or environmental issues in marketing strategy, and currently, sustainability has taken place at the forefront. Charter et al., (2006) believes that organizations ought to keep in mind that sustainability is no longer an option—it is now a need. It was a choice, but nowadays, businesses need to take advantage of it to get a competitive edge (Kumar et al., 2012). 
     Marketing campaigns should genuinely convey the company's sustainability objectives and emphasize the leadership's genuine dedication to social and environmental responsibility.  To remove skepticism and develop credibility, organizations should embrace a stakeholder-centric strategy, invest in sustainable product innovation, and readily share their work (Udeh and Dugba, 2025). Leaders can incorporate sustainability into their campaigns by highlighting the environmentally friendly qualities of their goods or services they are offering to the public. Similarly, Park et al., (2022) explains that the success of sustainability initiatives hinges on customers' recognition of the benefits of purchasing items that are produced in a way which preserves the environment and society. This may entail showcasing the usage of eco-friendly packaging, energy-efficient methods, or sustainable materials. According to Choudhary & Gokarn, (2013) “Influential customers want to do business with companies that have established their green credentials, so companies are launching hefty advertising and web campaigns, publishing extensively documented sustainability reports, cooperating with external sources to communicate transparently, and communicating their efforts internally. Now we see that most of the consumers, both individual and industrial, are becoming more concerned about environment friendly products”. This suggests that by incorporating sustainable leadership into their marketing campaigns, companies might be able to contribute to a healthier environment and enhance the public perception of their company.
2.3 Factors/Challenges Integrating Sustainability Leadership into Marketing Campaigns
     Although there are many advantages to sustainability leadership in marketing campaigns, there are drawbacks as well. One of the biggest challenges is conveying the true commitment to sustainability in an effective way without coming across as greenwashing. Customers are become more astute and can spot deceptive attempts to take advantage of the sustainability craze. Choudhary & Gokarn (2013) describes green marketing as satisfying two objectives mainly improved environmental quality and customer satisfaction. They continued to demonstrate how overemphasizing at the expense of the latter can be termed “green marketing myopia” which might have failed because of marketers' narrow concentration on the "greenness" of their products rather than the larger expectations of customers or other market competitors. Despite its growing popularity, some studies contend that green marketing practices are more expensive and cause corporate operations to underperform and consequently has a detrimental effect on the economic performance and core competitiveness of businesses (Kirgiz, 2021). Furthermore, some of the drawbacks include the fact that consumers occasionally see the green label as a gimmick and that it is still in its infancy, taking some time for consumers to fully adopt it (Khatri, 2021). 
     Creating a successful sustainable marketing campaign requires emphasis on honesty and transparency. Customers are interested in a brand's actions as much as its words. This drawback can be a challenge for companies with unsustainable activity frequently experience cognitive dissonance from consumers, who regard sustainability branding as deceptive if it is not honest and transparent. By concentrating on recognizing and addressing difficulties, brands may better navigate the complexities of sustainability marketing. Admit mistakes and engage in communication with customers and followers. Transparency guides a company's standards for disclosing information to employees, the public, or specific recipients (Schnackenburg & Tomlinson, 2014). Honesty and honesty are catalysts for cultural change. They can create a ripple effect affecting corporate behaviours and instilling principles of trust and integrity in the culture. It can be difficult for companies to compare their performance with competitors in the sector and prove the efficacy of their sustainability-focused marketing campaigns in the absence of widely recognized standards. Also, Epstein & Buhovac (20210) believes that uncertainty about how diverse stakeholders will react to varied sustainability activities and performance over time adds to the challenge.

2.4 Consumer Response to Sustainability-Focused Marketing Campaigns
     In today's market, consumers' reactions to sustainability-focused marketing initiatives are becoming more and more important due to a shift in consumer values and increased knowledge of environmental challenges. Businesses must implement ethical marketing strategies that align with these principles as a result of research showing that consumers are growing increasingly aware of the environmental impact of the products they purchase (Mandung, 2024; Anjorin et al., 2024). Likewise, Balan (2020) suggests that the increasing amount of research that examines how marketing campaigns can successfully encourage customers to adopt sustainable consumption patterns reflects this change.
     A systematic study of the literature identifies the many marketing tactics used by retailers to encourage sustainable consumption (Balan, 2020). These techniques include educational efforts that promote knowledge about the importance of sustainability, which have been found to have a considerable impact on consumer attitudes and actions toward environmentally conscious goods (D. J. U, 2024). For example, research have shown that consumers who are informed about the environmental benefits of products are more likely to acquire favourable views and, as a result, engage in sustainable purchase habits (Ceylan, 2019). This association highlights the need of transparency and clear communication in sustainability marketing activities, as customers seek greater authenticity from brands (Ngo et al., 2024).
     Furthermore, the importance of consumer sentiments in affecting purchasing decisions cannot be emphasized. According to research, there is a positive association between customers' favourable sentiments about sustainability and their actual buying habits (Wijayanti et al., 2021). However, the association is frequently modest, indicating that while awareness and positive attitudes are important, they are not necessarily enough to drive long-term purchasing decisions (Ceylan, 2019). According to Banytė et al. (2023), societal norms and perceived product quality significantly impact customer behavior towards sustainable products and play a key role in encouraging customers to choose sustainable solutions. Effective communication of sustainable practices is crucial for building consumer trust especially in this new generation. Nonethless, consumers may be hesitant to choose eco-friendly products due to their perceived higher cost (Rasic et al., (2024). In conclusion, consumers' reactions to sustainability-focused campaigns are influenced by a complex interplay of awareness, attitudes, societal norms, and perceived product value.

2.5 Sustainable Leadership and Organizational Change
     Companies can possibly face environmental, social, and financial issues, and management must find a way to respond and manage these divergent goals to enhance and generate value in their companies. Sustainable leadership contributes significantly to the development of organizational learning (Al-Zawahreh et al., 2019). The relationship between sustainable leadership and organizational efficiency has undergone investigation in a variety of areas, with research consistently demonstrating its benefits. Based off reading through various research materials it suggests that sustainable leadership improves overall performance, demonstrating the beneficial relationships between sustainable leadership and environmental performance across a wide range of organizational conditions (Ahsan and Khawaja, 2024). Sustainable leadership necessitates organizational change, which involves shifting the organization's mentality if they want to introduce new sustainability procedures. Bakar et al., (2024) state that empirical research shows a favourable relationship between sustainable leadership and organizational sustainability results, particularly in small and medium-sized firms (SMEs). On the other hand, sustainable leadership highlights the need of integrating individual and organizational views, which allows leaders to connect their sustainability goal with the organization's progress (Liao, 2022). By fostering positive working relationships inside a company sustainable leadership encourages employee involvement leading to improved performance and sustainability (Cuhadar & Rudnak, 2022). Similarly, Gerard et al., (2017) suggests that leaders must build interconnected relationships and encourage dialogue rather than exerting control. This transition is necessary not just for practical application, but also to establish organizational culture with sustainable goals. Organizational change for sustainability entails integrating sustainability into a company's operations which involves a transformation in culture, practices and mindset, but it is necessary for long-term success in any organization. For example, Lee (2017) research shows that sustainable leadership enhances organizational effectiveness throughout US federal agencies, implying that it has greater relevance beyond the private sector. Furthermore, Galpin and Whittington, (2012) backs this by suggesting that sustainable leadership gives a structured pathway for executing sustainability efforts across different organizational sizes, highlighting the role of leadership by converting strategy into practical results. 

2.6 Theoretical Framework
     This section will explain the theoretical framework that this research will be focused on. The Triple Bottom Line (TBL) theory coined by John Elkington in 1997 focuses on long-term strategies for companies making the transition to sustainability, based on three important dimensions of sustainable development: environmental quality, social equity, and economic benefits (Correia, 2019). By promoting goods or services that have positive effects on all three dimensions, sustainability leadership in marketing campaigns can be in line with the TBL strategy and create shared value for the business and society. The three dimensions namely, environmental dimensions, economic dimensions and social dimensions can be used to illustrate how all three dimensions overlap.
 Economic Dimension
     This focuses on the value that the company creates and considers the social impact of its operations and economic performance in addition to its financial performance and financial terms like cash flow, sales growth, and shareholder value (Correia, 2019). The TBL promotes companies to use profitable, environmentally, and socially responsible business models that are sustainable.
 Environmental Dimension
    Correia (2019) suggests that the organization's efforts to lessen its ecological footprint by using less energy and producing lesser waste, as well as minimizing its influence on the environment can cause the rise in popularity of eco-labelling and green products is one indication that the market is going green. Businesses that implement sustainable practices reduce their impact on the environment and promote a healthy planet.


 Social Dimension
     This includes an organization's effects on the welfare of its workforce as well as the community, addressing matters such as fair fare policies, community engagement, education support, and charity activities (Correia, 2019). This dimension also highlights how critical it is to promote justice, fairness, and human rights in the workplace and includes community service and moral supply chain management outside of the workplace.
2.7 Conclusion
     Sustainability gives businesses a great chance to stand out in a competitive market which may create campaigns that genuinely represent their dedication to social and environmental responsibility and help ensure a more sustainable future. Sustainability leadership shapes current marketing campaigns by incorporating environmental and social responsibility into brand narratives, encouraging authenticity, and integrating marketing tactics with fundamental organizational principles. Effective integration of sustainability leadership into marketing campaigns helps close coordination between leadership and marketing teams to ensure that sustainability activities are conveyed transparently and consistently across all channels. Additionally, this integration faces obstacles such as balancing environmental messaging with economic aims, overcoming consumer skepticism resulting from greenwashing, cost implications and the requirement for supply chains to be transparent. Ultimately, sustainable leadership necessitates pushing organizational transformation from within, cultivating a culture in which sustainability is more than simply a marketing ploy, but a true commitment that leads to long-term positive outcomes for both the company and the environment.

3.0 Methodology
     This study examined the Influence of Sustainability Leadership in Designing Effective Marketing campaigns at Guardsman SVG Ltd and provides a thorough explanation of all the techniques that were employed. The researcher conducted interviews to acquire relevant points of view and insights on the topic. This strategy was utilized in conjunction with the literature review, which gave background on sustainable leadership and its influence on campaigns. Research design, data collecting instruments and sources, setting and participants, data analysis and interpretations, and ethical issues that are relevant to this portion of the study are all covered in this section.
3.1 Research Design
     The research design made use of qualitative research and has been established up to offer a suitable framework for this proposal to be conducted. Bhandari (2023) explains that qualitative research focuses on ideas, opinions, or experiences are investigated through the collection and analysis of non-numerical data (written, video, or audio, for example) and can be applied to provide new concepts for investigation or gather in-depth understanding of a problem. It is designed in a way that makes the behavior and perspective of the intended audience toward a given issue more apparent. The purpose of this was to provide access about details about the phenomenon from the perspectives of specific employees and managerial staff on the research problem. 
     Qualitative research, such as in-depth or one-on-one interviews was the major technique of acquiring information, allowing the researcher to expose the participants' perceptions and emotions. It allowed the researcher to be aware of the issue at hand, and Teams interviews was conducted for the convenience of the participants. The goal of this approach was to review any current ideas and then construct a research strategy to test the theory. Using this strategy, the researcher was also able to gain deeper information about the influence of sustainability leadership in designing effective marketing campaigns to unearthed data.


3.2 Setting and Participants
     This interview was conducted to approximately ten (10) Guardsman SVG Limited employees and managers in St. Vincent and the Grenadines. The ten (10) participants who was selected for the research was chosen based on their position in the company and those who are passionate about sustainability and have a strong understanding of its significance for the company. The study was not limited by gender (male or female), demographics, or race. 

3.3 Data Collection Instruments and Sources
     Data collection instruments in simple terms can be defined as the techniques utilized to gather empirical research data. Interviews were employed as the data collection instruments for this qualitative research. Reddy (2020) explains that an interview is a dialogue between two or more people during which questions are posed to elicit the necessary responses or answers. This instrument is inexpensive and easy to review which will allow the researcher to obtain several responses. Additionally, the statistical instrument can be readily reviewed to facilitate information because it is easier to administer where the respondents share his/her opinion on the questions asked and can be valid information for the researcher. The interview questions will follow open ended questions.
          There are two main instruments to be used for the research which is primary and secondary data. Ajayi (2017) describes primary data as direct information gained by a researcher and includes interviews, whereas secondary data uses instruments that would be analysed in the literature review through journals, scholarly papers, reports, and other related documents collected by someone else. The researcher would benefit from both sources because, while secondary data comes from publications or other researchers who may have observed, experienced, or have specific knowledge on the research problem, primary data will give the researcher a more direct approach and raw information about the research problem at hand.

3.4 Data Collection Techniques
     The data for this research was collected between the 1st - 24th of September 2024 and included both primary and secondary data. The interviews were conducted with Guardsman SVG Ltd employees which included managers as well. The interviews were done online instead of face-to-face due to issues that occurred from hurricane Beryl which posed some challenges. The data was analysed individually to provide an in-depth analysis of the research topic, identifying challenges, opportunities, and problems. Finally, the purpose of the interviews results would be used to answer the research objectives. 
3.5 Data Analysis and Interpretations 
     In this section of data analysis and interpretation, the research concluded with the use of Microsoft Excel to create a summary of all the data obtained. The data obtained from the interviews was interpreted using thematic analysis of interview data. The data received from the selected tools would be compared to see whether the information gathered by the researcher corresponds to the literature provided.


3.6 Limitations
     This research, like many others, had a number of limitations, which the researcher ascribes to the relative inadequacy of interviews in presenting accurate, credible, and reputable empirical evidence. Since this research used a qualitative approach, sample size is not a major concern, despite the relatively small number of interviewees. The emphasis has been on obtaining insights into the views of sustainable leadership and its influence on marketing campaign. Since in-depth interviews were used as the primary method of data collection, the effectiveness and efficiency of this study will rely in part on the researcher's capacity to help participants extract their ideas, emotions, and experiences regarding how they perceive sustainable leadership. Some of the limitations that occurred during this research were:
1. One of the main limitations that was faced, despite the freedom online interviews may provide, it was impacted by technological issues like slow internet connections or software glitches where the Teams app was cutting off for a few of the interviewees. 
2. Coordinating dates with the interviewees was a bit difficult, especially since each of the participants had professional obligations that required most of their time which caused at least four (4) of the participants to change the date several times just to accommodate them around their work schedule.
3. Some of the participants seemed as though they did not read through the interview questions since they had the questions beforehand and they were not able to  answer all the questions by commenting “Not sure, prefer not to answer” or just a vague answer to the questions asked.
4. Some of the interviewees was asked to list at least One (1) example in some of the questions but they insisted on providing more than one answer which made the process incredibly time-consuming to the transcribe interview questions. This caused considerable delays in the analytical process.


3.7 Ethical Considerations
     Engaging in research, regardless of the discipline—be it social sciences, natural sciences, or others—it requires ethical obligations. Protecting participants' rights and well-being is a basic ethical aspect of research which includes obtaining participants' informed consent, protecting their privacy and confidentiality, and limiting potential harm or dangers. The researcher was transparent about the nature of the research, potential risks and benefits, and participants' freedom to withdraw at any time. One must pause, think about how one's actions will affect the person one is proposing to study, and contemplate what one would do in the future if ethical consideration or other problems develop during fieldwork (Haynes, 2019). Respondents would be under no obligation to include any personal information other than the answers to the research questions. It is also ethically right for the researcher to avoid lying or misrepresenting their findings and perform their work with honesty and integrity with accurate data collection, analysis, and reporting of results are required. 

3.8 Conclusion
     This part examined the research approach that the investigator employed to get the data required for the research. It included a summary of the instruments, sources, methods, and processes that would be applied and also limitations and ethical consideration. 
















4.0 Analysis and Discussion of Results
Introduction
     In this chapter, the results of the data analysis are presented from the secondary collection which is interviews. This section provides an explanation of the study findings that are displayed in tables, charts, and graphs. As indicated in the sections above, the study population consisted of 10 research participants who finished the interviews and had a 100% response rate. 

4.1 Question One
Can you explain what sustainability leadership means to Guardsman SVG Ltd marketing department and list at least one key element to support this?
     Tideman et al., (2013) believes that the concepts of sustainable leadership remain to be a complex and confusing to grasp for employees, leaders and organisations. Most of the participants had the same idea when it came to their understanding of what sustainability leadership meant to the Marketing department of Guardsman SVG Ltd. Just to state a few, Participant A1 stated that “ Sustainability leadership provides the capacity to improve a diverse range of metrics for success while also contributing to organizational and social resilience over time”. Likewise, participant F6 explained that “one of the new challenges that the leaders at Guardsman SVG face is to successfully manage the company through uncertain economic times while dealing with the problem of sustainability since it was implemented within the company goals” and on the other hand, participant J10 stated that the company have stepped up their social responsibility efforts which can exemplify their ecologically sustainable and societal practice which has become a key goal in bolstering the credibility and confidence of Guardsman stakeholders. Some key elements listed by the participants that they believe can lead the way in driving sustainability within the organization is listed in below:
     Each participants listed a key element in which they believe will support what sustainability leadership means to the company. Participant A1 stated that that Consumer Education should focus on sustainability and the effects of consumers' purchasing decisions. Campaigns, partnerships, and content marketing with a sustainable focus can all help achieve this with the aim to provide people with the information, awareness, and abilities they need to make wise purchasing decisions. It urges customers to be aware of how their decisions affect the economy, society, and environment. Research suggests that consumers have a significant influence across the product chain and are essentially decision-makers which is the creation of sustainable global resource systems in both developed and developing countries depends on figuring out how to make environmental issues a top priority for customers when making purchasing decisions (Sibbel, 2003).
     Participant B2 explained that sustainability leadership supports innovation in product creation, packaging, and marketing campaigns which could be developing campaigns that encourage sustainable behaviours, utilizing eco-friendly products, or implementing digital marketing strategies to cut down on paper waste. Participant B2 further listed an example, where the company (Guardsman SVG Ltd) is now using a digital feature where customers get their monthly bill via E-bill as opposed to a monthly paper letter invoice. On the other hand, participant C3 explains that strategic decision making is a key element in making decisions that consider the triple bottom line (people, planet, profit) and are consistent with long-term sustainability goals. Peterlin et al., (2015) argued that strategic leaders mostly base their decision-making on their values which is maintained that a leader's leadership style can influence decision-making due to the subjective nature of strategic decision-making, especially when it comes to values-based leadership styles. Participant D4 directly quoted that “the marketing department may be quite helpful in promoting socially and environmentally conscious sustainable goods and services which draws attention to the advantages and sustainable aspects of the products offered to their customers”. (Houf & Shepherd, 2024) backs that statement that businesses are putting more emphasis on sustainability in their product development and branding efforts as consumers grow more conscious of the effects that their consumption has on the environment and society.
      “Within the company (Guardsman) Ethical Behavior is one of the key elements which is demonstrated by upholding ethical principles and practices that help to promote sustainability and keep employees in check about what is expected of them" (Participant E5). Amisano (2017) supports this by suggesting that leaders may perceive the link between ethical practice and environmental, social, and financial sustainability as a motivation to examine the future of their leadership actions. Subsequently, participant F6 eloquently spoke with confidence that with collaborative partnerships it is a key element aimed at advancing and as a result sustainability will increase and promote community involvement to accomplish shared sustainability objectives and brands will collaborate with NGOs, trade associations, and even with their competition. Participant F6 further listed an example, where the company (Guardsman) partners with a non-profit organization that contributes to the school with special needs every end of year. Participant G7 explains that with stakeholder engagement it builds a sustainable brand that requires interacting with all relevant parties, such as consumers, workers, suppliers, and the community which requires paying attention to their issues, responding to their wants and needs, and incorporating them in environmentally friendly initiatives. According to Stocker et al., (2020), “Stakeholders engaged in a business are much more likely to collaborate and support the activities and strategy of the corporation, positively impacting its sustainability and evolution”. Likewise, Kong et al., (2019) suggests that sustainability entails considering both the demands of the present and future generations and in distinct ways, the foundation of sustainable development is the alignment of the needs of stakeholders.
      On the other hand, participant H8 spoke on the ways that committing to sustainable practices with the marketing department's dedication to incorporating sustainable practices into every facet of their operations is the first step towards sustainability leadership. “Furthermore, this entails lowering the carbon footprint of marketing initiatives, cutting waste, and procuring products responsibly which I believe is key element to sustainability leadership” (Participant H8). Participant I9 stressed on being authentic about the company's sustainability initiatives is crucial which should foresee open and sincere communication regarding the effects of products on the environment and any difficulties encountered. According to Lombard (2012) “In order to discover one’s authentic leadership, according to George et al (2007:135), “the key is to find a balance between your desires for external validation and the intrinsic motivations that provide fulfilment in your work”. Many leaders measure their terms of success against external validations instead of intrinsic motivations (George et al, 2007), even though intrinsic motivations “are more fulfilling than extrinsic motivations” (George et al, 2007:136)”.
     Lastly, participant J10 spoke on how he believes that accountability is a key element of sustainability as it establishes a framework in which businesses, governments, and individuals are held accountable for their effects on the environment and society, which could possibly be crucial to sustainability. Participant J10 also believes that accountability guarantees that sustainability commitments are actions that are tracked, evaluated, and enhanced over time rather than merely being words.
4.2 Question Two
What changes do you see coming for sustainable leadership in the marketing industry?
     Sustainable leadership in the marketing sector is fast evolving as customer knowledge and demand for ecologically responsible practices rise. These changes will require marketers to learn new skills and taking a more holistic approach to their profession. By embracing sustainable leadership, marketers can develop more meaningful and impactful campaigns that help both businesses and society and as these changes occur, marketing departments must remain adaptable and proactive, while constantly altering their strategies to meet changing customer expectations and regulatory needs while making substantial progress toward sustainability goals. 
     In the marketing sector, sustainable leadership is shifting toward a more comprehensive, technologically advanced, and stakeholder-inclusive strategy.  Each participants gave their views on which direction they see in the future for sustainable leadership in the marketing industry. Participant A1 quotes that “with enhancing the products through sustainable packaging which will become increasingly popular where the materials that are recyclable, biodegradable, or derived from renewable resources will be given priority by marketers, who can potentially educate customers about these initiatives”. Berg et al., (2020) believes that as consumer awareness grows and regulatory requirements increase, FMCG businesses and retailers will need to take a more active approach to sustainable packaging going forward. Participant B2 spoke on how Storytelling can be used by brands to truly convey their sustainability journeys. “Coming from a previous sustainability work environment, I know firsthand that storytelling involves giving customers a taste/behind-the-scenes peek at a company’s sustainable business methods, whatever challenges they faced, and achievements to help foster customer loyalty and confidence” (Participant B2). Participant B2 elaborated that marketing leaders at Guardsman will need to establish strict guidelines for confirming sustainability claims and making sure that advertising campaigns accurately represent the company by creating unified narratives that inform and empower audiences. The capability of storytelling to interest audiences cognitively, emotionally, and behaviourally has been extensively evidenced due to its unique structure (Dessart and Standaert, 2023). Influencer partnership as explained by participant C3 believes there will be an increase in partnerships aimed at promoting sustainability in which companies work alongside NGOs and even competitors to promote collective action and achieve mutual sustainability goals while embodying sustainable values and practices. This will help to increase consumer trust and generate more authentic advertisements. Similarly, Kosunen (2020) suggests that “Companies are unable to connect with consumers in the same manner that influencer advertising does. There are influencers in the areas where customers spend their time, gathering knowledge and developing concepts which previous studies has shown that influencers affect attitudes, topics, and buying patterns because people are more likely to follow the advice of people they regard as equals” Valbuena‐Hernandez and Mandojana, (2022).
    Meanwhile, participant D4 describes how green product innovation can create eco-friendly products which would indicate the company's dedication to sustainability, which can improve its image as a socially and environmentally responsible brand. Furthermore, as industries evolve in a saturated market, green product innovation offers a distinct selling point where marketers can use sustainability attributes, such as lower carbon footprints, biodegradable packaging, or energy-efficient designs, to differentiate Guardsman SVG’s products. This way, consumers would grow more environmentally sensitive, with many prepared to pay a premium for sustainable items and may use green innovation to reach this increasing demographic by stressing ethical sourcing, renewable materials, and waste reduction in their campaigns. Dangelico (2016) explains that research on green product innovation (GPI) has increased recently, and collaboration in this area is becoming more and more significant. Subsequently, participant E5 spoke on how prioritizing employee engagement can encourage a thriving culture of sustainability which can be fostered by organizations by actively embracing their knowledge, ingenuity, and unwavering commitment. From E5 words “the company can achieve significant improvements in social well-being and environmental preservation by working together to create collaborative efforts where the marketing leaders at Guardsman are aiming to incorporate sustainability into the company’s principles, engaging staff in sustainable behaviours, and creating an atmosphere in which everyone would be able to contribute”. As a current employee and a millennial, participant E5 understands that an engaged staff can be a strong weapon for creating credible and meaningful campaigns which can contribute to the development of the brand’s identity based on true values. "Millennials" desire to work for environmentally conscious firms; they are extremely concerned about the environment and expect their employers to evolve into more sustainable efforts (Moran and Tame, 2013).
     Participant F6, explained that purpose driven marketing can be seen as the company prioritizing, producing campaigns that are consistent with the company's overall social and environmental objective where the company should use their platforms to advocate for sustainability, participate in cause-related marketing, and support community activities and this change will go from basic greenwashing to having clear information about the environmental impact of their products and operations.  Costantini (2023) supports participant F6 by suggesting that purpose-driven marketing and sustainability are increasingly becoming effective for companies to engage with their audience more deeply, building brand loyalty and promoting social change. Participant G7 talked about technological innovations as one of the biggest changes that will slowly change the marketing industry where more environmentally friendly marketing strategies will be made possible by technological advancements. This includes advancements in digital marketing that lessen dependency on physical supplies, as well as the utilization of AI and machine learning to optimize marketing campaigns for the least possible environmental impact. Participant G7 continues to explain that building sustainability as a competitive advantage requires integrating technology and data from early on, but technology may work as a big accelerant if the company (Guardsman) is willing to think widely about how to progress their sustainability tasks. “Sustainability efforts stand to benefit greatly from developing technology, and utilizing these technologies for good requires collaboration and innovation. As new technologies arise, it is crucial to address sustainability in the development and implementation stage” (Ahmed, 2023). Subsequently, participant H8 spoke on regulation and compliance being seen as stricter rules on environmental claims and greenwashing will develop, requiring marketers to be more rigorous in supporting their sustainability claims and assuring compliance with the current standards and laws. Regulatory compliance and environmental sustainability measures as supported by stakeholder theory, regulatory compliance guarantees that firms obey the laws, concepts, and standards established by the government to promote environmental protection (Gable, 2005).
     Lastly, the last two participants gave their input on where they see sustainable leadership in the future. Participant I9 suggests that with data driven sustainability it will play an increasingly important part in advancing environmental initiatives where marketers will be able to use data to track the success of sustainability programs, grasp customer preferences, and pinpoint areas that may need improvement. Wihelmina (2024) explains that organizations can use tremendous amounts of data to study environmental impacts, find possibilities for improvement, and execute measures to reduce ecological footprints and with worldwide concerns about climate change, resource depletion, and environmental degradation grow, the necessity of green financing becomes more apparent. Finally participant J10 states that 
there will be a greater emphasis on transparency and accountability where the company must be transparent about their sustainability initiatives and willing to address any shortcomings to provide unambiguous, credible information about the environmental impact of their products and operations. 










4.3 Question Three
Is there any marketing campaign that effectively incorporates sustainability principles at Guardsman SVG Ltd? If yes, how did the role of leadership contribute to this achievement?
     Based on the interview it revealed that seven (7) of the participants believe that there are marketing campaigns that effectively incorporates sustainability principles at Guardsman SVG Ltd while the other three (3) believes there is none. The interview concluded that, the (7) participants that said yes each explained their reasoning behind it. Firstly, participant A1 described how vision and commitment played an integral role in establishing the company’s sustainable vision hence prioritizing sustainability which allowed the leaders of Guardsman SVG Ltd to motivate and synchronize their staff with these principles, guaranteeing that sustainability was incorporated into the main business plan and promotional activities. Participant B2 quotes that “performance management contributed to the marketing campaigns as it relates to the managers putting mechanisms in place to gauge how the marketing campaigns incorporates how sustainability efforts are performing which will be able to determine how data-driven decisions continuously hone and improve their strategy by monitoring performance”. According to Sibbel, (2003) “Organizations measure sustainable performance through monitoring performance in relation to economy, society, and environment in parallel. Sustainable performance measures and assesses the performance of the firms from all aspects and for all stakeholders”. 
     Subsequently, participant D4 spoke about how sustainable leadership and risk management go hand in hand to play an integral part where the stakeholders were aware of the long-term dangers of disregarding sustainability, including alterations in consumer preferences, resource scarcity, and legislative changes. Participant D4 further suggested that marketing campaigns that integrate sustainability help to reduce these risks and establish the company as a responsible, forward-thinking entity. Arguably, the organization's capacity to instil a risk-taking culture is a critical innovative capability that supports sustainable innovation thus having a robust risk culture gives the organization the ingredients it needs to innovate (Chukwudum & Fragouli, 2019). In hindsight, participant E5 stated that because of the commitment of the marketing team and team leaders to continuously learn about sustainable leadership, the company ensured that the sustainable leaders make use of the investments in ongoing education and training aimed to incorporate sustainable principles. Meanwhile participant G7 believes that effective communication is an essential component of successful leadership because it allows leaders to communicate their vision, motivate their staff, and develop a unified company culture. G7 suggests that with clear communication customers are more inclined to support firms that are transparent about their environmental initiatives, therefore this can help increase consumer trust. A leader's ability to communicate effectively and simply is critical in ensuring that their orders and expectations are understood by those around them, which adds to organizational success (Cox, 2012).     
     Furthermore, participant H8 discussed how stakeholder engagement encourages leaders to consult with a variety of stakeholders, including employees, customers, investors, and community members, to collect thoughts and comments on sustainability projects. This can potentially guarantee that the marketing effort is balanced and considers a variety of opinions. Bruce and Shelley (2010) believe that “Stakeholder involvement should promote sustainability by highlighting opportunities for improved social, environmental and financial performance. To improve organizational outcomes, organizations must track and analyse the efficacy of their stakeholder engagement activities”. Lastly, participant J10 suggested that employee empowerment can encourage staff members to take charge of sustainability projects which can secure that these values are integrated into the business's everyday operations/culture and that employees that feel empowered are more likely to support sustainable practices in their jobs and offer creative ideas. “Employee creativity, work-life balance, teamwork, and organizational effectiveness are all enhanced by empowerment. Organizations should support empowering leadership in addition to empowering employees” (Vu, 2020).

4.4 Question Four
Do you think that the company fosters a sustainable culture?

     Based on the question, two of the participants thinks that the company does not foster a sustainable culture while the other eight thinks that the company does. When asked to further elaborate why they said the company does not foster a sustainable culture. They both mentioned that they understand what sustainability is and how it can bring about change where a sustainability organizational culture is characterized as shared ideas, values, and beliefs about sustainability that influence an organization's decision-making and activities. However, to differentiate what each participant mentioned, participant E5 quotes that “there are opportunities for improvement within the company” while J10 pointed out that “ there is a lack of existing initiatives and insufficient awareness hence the reason for choosing no”. 



4.5 Question Five
What effects does sustainability focus have on the messaging employed in marketing campaigns?
     The emphasis on sustainability in marketing campaigns has a considerable impact on firms' message strategies, which can either shape consumer perceptions or purchasing behaviours. As customers grow more aware of environmental concerns, the effectiveness of marketing messages is dependent on their alignment with sustainable practices and the veracity of the promises stated. This innovative strategy understands the critical interconnection of sustainable practices and the favourable market perception they can generate, resulting in a strong connection between the brand and the expanding demographic of socially conscious consumers. The participants in the research are quite aware of major environmental challenges and serious social concerns about the services offered at Guardsman SVG Ltd that are consistent with their values and ethical convictions. 
     Participant A1believes that sustainability-focused marketing campaigns not only increase engagement but also encourage environmentally conscious consumers. It is suggested that “Marketers can push people toward sustainable attitudes and behaviours by emphasizing specific final objectives, boosting the likelihood of positive reactions to sustainable consumption messages” Wilkie et al., (2024). Furthermore, participant A1 suggests that by appealing to conscious consumers sustainability-oriented messaging may appeal to a rising audience of environmentally conscious consumers who have concerns about social, ethical and environmental issues.  Participant B2 described sustainability-focused messaging frequently fosters consumer trust where consumers are more likely to trust corporations that demonstrate a commitment to ethical and environmental causes, particularly if the brand is open about its efforts. Companies that successfully include sustainability into their brand narrative are more likely to earn consumer trust and loyalty (Widyastuti, 2019). Likewise, Vlachcos et al., (2013) claim that a CSR initiative's perception can be greatly influenced by the perception of a high-quality service; if a CSR initiative is associated with high-quality services, trust is evoked and the initiative is viewed more favourably; conversely, if a service is perceived as having poor quality, trust is reduced and the effectiveness of the CSR communication is also reduced.
   Participant C3 spoke on how appealing to the younger generation for example millennials and Gen Z on the effects of a sustainability focus on marketing messaging. Participant C3 believes that by appealing to this demographic they tend to be more environmentally and socially conscientious where they prioritize brands that show a true commitment to sustainability and a robust digital presence. Social media, internet platforms, and influencer marketing are critical for spreading sustainability-related messaging among this group. Social media networks are emerging as crucial channels for communicating sustainability messages, with influencers playing an important role in moulding consumer opinions (Stoica, 2021). The use of emotional appeals in social media marketing has been proven to increase message virality and customer interaction, demonstrating that sentimental resonance can be just as significant as information when promoting sustainable products (Kapoor et al., 2021). Likewise, it indicates that marketers should incorporate both emotional and rational elements into their communications campaigns to effectively reach and impact their target consumers (Son et al., 2022). On the other hand, participant D4 believes that marketing campaigns that include educational material result in greater significance interactions, increasing brand trustworthiness, authority, and engagement where it switches messaging from "selling" to "helping," resulting in stronger consumer relationships. Finally, because customers purchase items and services essentially to meet their own needs and desires, businesses should continue to emphasize the direct benefits of their offerings (Ginsberg and Bloom, 2004). This way, companies would be able to educate consumers on the importance of sustainability issues and solutions, the positive effects of eco-friendly products, and how their purchase habits may help preserve the environment.
     Participant E5 spoke on community engagement is frequently utilized in messages focusing on sustainability where the company (Guardsman) may promote their involvement in local environmental projects, collaborations with community organizations, or efforts that benefit local ecosystems and inhabitants. For example, the company partnered with a local company to invest in CCTV cameras that harness solar energy. Subsequently, participant F6 suggested that sustainability-focused marketing campaign highlights the benefits of sustainable products, both for the environment and for the consumer which covers health advantages, economic savings, and quality improvements, demonstrating why sustainable options are preferable. Japutra et al., (2024) believes that this approach improves destination brand quality, perceived green value, and, ultimately, positive behavioral intentions. Additionally, participant G7 stated that the importance of sustainability-focus is to create a long-term commitment with its customers rather than portraying it as an occasional trend that way the company can highlight their continuing efforts and goals for the future, exhibiting a consistent commitment to environmental and social responsibility.
     Storytelling is one of the effects that participant H8 mentioned that has a wealth of storytelling opportunities where the company can share tales about their sustainable practices, their journey to sustainability, and the beneficial changes they have implemented. This can contribute to the development of an emotional connection with consumers. Individuals relate to one another through stories, and products and brands frequently serve as important and peripheral parts in those stories (Woodside et al., 2008). Participant I9 believes that with accountability consumers are more likely to support Guardsman once they can back up their sustainability claims. This means that the marketing messaging must be supported with evidence and verifiable actions.  Lastly, participant J10 said that authenticity should demonstrate how companies “walk the talk” and address consumers who may show their concerned about "greenwashing," so brands must be clear and authentic with their sustainability initiatives. Doorasamy and Baldavaloo, (2016) explains that this alignment helps to reduce the dangers associated with greenwashing, in which organizations overstate their sustainability efforts to attract environmentally aware customers. Furthermore, authenticity is crucial for organization.
4.6 Question Six
What metrics does the company use to measure the effectiveness of sustainability-focused marketing campaigns? Please state any you are aware of.
     As sustainability becomes a more essential factor for both businesses and consumers, corporations are employing marketing techniques that promote their sustainability activities and commitments using a combination of traditional marketing measures and sustainability-specific indicators. However, determining the efficacy of these initiatives can be tricky. Firms must utilize a variety of indicators to assess the impact of their sustainability-focused marketing initiatives on customer perceptions, brand equity, and, ultimately, business results. (Sun and Ko, 2016). (Kim et al., 2015.) Each interviewee was asked this question and to state any metrics that comes to mind that they are aware of and only five of them opted to answer this question. 
     Based on the results from the interview, participant A1 described brand awareness metric as one of the traditional marketing metrics that the company uses which analyses changes in brand awareness and recall which can determine how well the sustainability message is resonating with customers. Participant A1 quotes “that this metric can assess the overall comments whether (good, negative, or neutral) to determine how the campaign is resonating and monitor online conversations and social media mentions to determine public impression of the brand's sustainability activities in alignment with the sustainable standards of the company”. Participant B2 said that website traffic and engagement is an important metric that the company used to measure the effectiveness of sustainability-focused marketing campaigns. This metric track website traffic, page views, time spent on sustainability-related pages, and bounce rates to help to determine how keen as well as informed visitors are about the company's sustainability activities and analyse changes in consumer purchasing behavior after the campaign. Participant D4 explained that social impact metric is one of the KPI’s in place at the company which evaluates the campaign's impact on social concerns like local community engagement, fair work practices, and diversity and inclusion. This could include measuring volunteer hours, donations, and other social impact measures.
     Furthermore, participant E5 noted that employee engagement metric is one of the KPI’s that the company focuses on which assess their employees' awareness and participation in sustainability programs and may include the number of employees engaging in green projects, training completion rates, and employee feedback on sustainability efforts. This helps the company to provide employees with the essential training and resources to understand and promote sustainability to cultivate a sustainable culture, provide employees with the knowledge and skills they need to actively support the company’s sustainability activities. On the other hand, participant G7 gave details of how conversion rate metrics is used within the company, by incorporating sustainability into conversion rate metrics, this way the company may receive a broader view of the impact they have and promote positive change. This can involve purchasing eco-friendly goods, downloading sustainability reports, or subscribing to newsletters.
4.7 Question Seven
How can the company ensure that any statements it makes about sustainability in marketing materials are true and open to the public?
     To guarantee that claims regarding sustainability in marketing materials are true and open, businesses must take a multidimensional strategy that includes strict reporting standards, stakeholder participation, and adherence to established sustainability frameworks. However, this tactic, known as "greenwashing," might mislead the public if the claims are inaccurate or unverifiable (Aggarwal & Kadyan, 2011). This strategy not only increases trust, but it also corresponds with the public's growing need for accountability in business sustainability policies. Some key points that were mentioned as to how the company can achieves this are: 
1. To get the ball rolling one of the participants stated that the company should monitor and amend any claims directed at their sustainability efforts. In doing this, they are able to monitor sustainability claims and update them frequently to take into account new developments and practices since the credibility and trust of the company can be damaged by inaccurate or outdated information. By concentrating on material challenges, businesses may create sustainability claims that are based on actual performance measurements and supported by trustworthy data. Badhwar et al., (2024) suggests that companies should also disclose the underlying studies, estimates, and methodology used to evaluate and monitor their environmental impacts and performance. Companies should avoid making unfounded or vague claims but rather provide clear, verifiable facts about their sustainability activities and results. 
2. Another point that was mentioned was to avoid greenwashing without overstating their sustainability efforts by giving accurate information to its potential/customers to avoid unintentional greenwashing. The aim is to ensure that the company marketing team is informed about environmental sustainability and analyses and approves anything that could be considered greenwashing. Gallicano, (2011) speaks on how with greenwashing by examining the legitimacy of environmental complaints and the justifications offered by the public to criticize businesses that promote themselves as environmentally conscious is crucial.
3. One participant suggested that by offering leadership training and education about sustainability to its employees this can possibly make them pay more attention to the content that is put about sustainability in marketing materials offered to the public. “One of the most important tools for attaining sustainability is education. Globally, people understand that the current trends in economic development are unsustainable and that educating, training, and raising public awareness are essential to guiding society toward sustainability” (Hopkins and McKeown, 2002).
4.  Third-party certifications were mentioned by one of the interviewees that have become an essential tool for businesses looking to authenticate and share their environmental and social responsibility initiatives with the public. This participant believes that this will increase the credibility and marketability of sustainability claims, which in some industries are expected to transition from a competitive advantage to a standard prerequisite for market admission. “A growing number of stakeholders are requesting that sustainability reports accurately and honestly depict the companies' past and future accomplishments. In the early 1990s, some organizations implemented third-party assurance of environmental reports to address these issues” Park and Brorson, (2005).

4.8 Question Eight
Have you ever encountered any challenges in aligning sustainability goals within the company marketing objectives? If so, how did you overcome them?
     The challenges of matching sustainability goals with corporate marketing objectives are extensively reported in research (Gong et al., 2023). At Guardsman SVG Ltd some of the interviewees spoke about challenges the company experienced when they were implementing sustainability changes and what was done to overcome them. During a time of high upheaval, organizations have been increasingly challenged by environmental variables such as climate change, biodiversity loss, and carbon dioxide accumulation (Kelleci and Yildiz, 2021). Some key challenges that were mentioned by the participants and how they were overcome as follows:
1. One of challenges that was experienced was avoiding greenwashing where the managers had to find strategies to optimize operations for sustainability and consumers are more skeptical of sustainability promises, therefore it is critical to ensure the marketing campaign claims put out by the company were genuine and supported by credible evidence to avoid being called out for greenwashing. One way this was overcome was by ensuring that transparency and accountability was provided to the general public by offering clear, complete information about sustainability initiatives and progress which builds trust and credibility with consumers.
2. Transitioning to sustainable practices increased costs for the company which conflicted with the marketing's focus on generating sales and income. This was a challenge as mentioned by the interviewee to balance both profitability and sustainability which are two increasingly significant aspects of the company and because of the rapid technological advancements affecting profitability and sustainability. This was overcome by, focusing on how sustainability may develop brand loyalty, attract environmentally conscientious consumers, identifying cost-effective options with minimal cost impact.
3. It was a challenge to ensure that all internal departments of the company were on the same page and supportive of sustainability goals. There were a few pushbacks from portions of the company that value traditional business practices, so the company had to figure out how to resolve this as quickly as possible. One of the many ways in which they overcame this was that employees at all levels had to be educated and trained on the importance of sustainability and how it relates to the company's values and marketing goals.
4.  Another challenge with aligning sustainability goals within the company marketing objectives that occurred was the experience with complicated supply chains and ensuring that every aspect of that chain is sustainable was a bit tough since it required the company to understand what was going on upstream in the supply chain and share this information both internally and externally. This challenge was overcome by collaborating with vendors who implement robust environmental, social, and governance (ESG) policies and partaking in audits of the supply chain.


4.9 Question Nine
Has the company ever experienced any potential criticism or greenwashing accusations related to its marketing campaigns?
     Businesses are coming under more and more scrutiny for their marketing claims and environmental impact in today's environmentally conscious landscape. Companies run the danger of criticism and allegations of greenwashing, where sustainability efforts are viewed as deceptive or overstated, even while supporting green projects can improve brand reputation and consumer loyalty. Companies can avoid greenwashing charges by giving extensive, verifiable information about their environmental actions and product impact (P.A.K, 2023). By doing this they are demonstrating their dedication to sustainable practices. Based off the interview it revealed that two (2) of the interviewees said yes, they have received criticism related to its marketing campaigns while the other eight (8) said no.
     Based on the research, the two interviewees that said yes, one of them noted that when the company was transitioning, they did some field testing of the products they were offering to the general public as sustainable products and there was an eco-friendly focus group that was willing to pay a premium for eco-friendly products but they believed that the products that Guardsman SVG Ltd was offering was not genuine but rather the company duped them into paying more for the product that does not deliver the advertised benefits. The other participant noted that there were customers who had genuine concerns about the company going green. They suggested that it makes it more difficult for customers to differentiate between companies that are truly sustainable and those who are simply attempting to capitalize on the "green" trend because of how Guardsman SVG Ltd marketing campaign about sustainability was implemented “quickly”. 


4.10 Question Ten
What role do you think sustainability leadership will play in marketing going forward/future?
     The idea of sustainable leadership has changed throughout decades leaving businesses to wonder what their role in the future is. Sustainability leadership will be pivotal in influencing future marketing strategies, improving organizational performance while meeting customer expectations for social and environmental accountability. Through implementing sustainable practices in marketing, organizations can enhance their commitment to ethical business practices and strategically position themselves to attract more eco-conscious audiences in the future. Some of the input that was shared by the interviewees on several ways in which the role of sustainability leadership will help to shape marketing going forward are as follows:
· Increased innovative thinking – One participant believes by promoting and enhancing innovative minds/individuals who welcome fresh ideas often view challenges as an opportunity to learn and improve. This adaptive attitude allows individuals to navigate uncertainty and build resilience to discover innovative solutions to reduce their environmental effect and promote sustainable consumption.
· The rise of creating ethical brand stories/storytelling – “Despite its widespread use and impact in companies and among consumers, storytelling has yet to be completely realized as a tool for business education. Storytelling carries meaning, represents values and ideas, and creates ethical concerns” Hinwood, K. (2022). Storytelling for sustainability should respect both requirements: to contribute to change towards sustainability, and to build capacity in learners to act in a self-determined, competent way. It should foster awareness, challenge assumptions, clarify values and ideas of what kind of sustainability we want and empower individuals and groups to act accordingly.
· Risk Mitigation – One of the participants believes that business may foresee and reduce risks related to social inequity, resource scarcity, and climate change by implementing sustainable leadership which can improve resilience and promote their risk management initiatives by implementing proactive marketing techniques. This play an important role in ensuring that company consider the long-term goals rather than focusing just on present challenges in the future going forward. For example, sustainability leadership role in reputation and clients trust in dealing with risks associated with data breaches, security lapses, or unethical behavior is a factor that the Guardsman SVG needs to look out for on the long run/future and for in the ‘now’. 
· Building Strategic Partnerships – Another factor mentioned by one of the interviewees is that sustainability leaders will form strategic alliances with NGOs, governments, and other enterprises to increase their impact. These alliances will be featured in marketing campaigns, emphasizing Guardsman SVG collaborative efforts to address global concerns which are vital for developing a robust and trustworthy long-term marketing plan to broaden their reach, build reputation, and effect substantial change. This as a result may lead to future-proof Guardsman SVG marketing efforts by forming relationships that are both ethically and environmentally responsible. Effective collaborations enable firms to encourage and strengthen innovation (Valbuena‐Hernandez and Ortiz‐de‐Mandojana, 2022). Furthermore, both Valbuena‐Hernandez and Ortiz‐de‐Mandojana, (2022) suggests that partnerships enable enterprises to spend and dedicate additional resources, such as people-based capabilities, to better integrate in partnerships and generate synergies that lead to improvements in the company's sustainability.
· The Rise of Consumer Demands – By understanding the noticeable trend in consumer behavior toward more environmentally friendly products and conscious purchasing this will lead a movement through growing awareness of sustainability challenges, ethical concerns, and an eagerness to support eco-friendly, ethically sourced, and fair-labour products at Guardsman SVG. There is an increasing awareness of the environmental and social consequences as people are becoming more selective in their shopping selections, preferring quality, longevity, and sustainability to low pricing. This trend would explore more possibilities in the future since customers tend to prefer brands that reflect their principles, particularly in terms of sustainability. Danciu (2013) explains that “the company's future success depends on increasing its beneficial effect in society, which can only be achieved through sustainability. To address this challenge, firms should integrate sustainability into their strategy and operations.”







5.0 Conclusion 
     Sustainability leadership is critical in creating effective marketing campaigns by connecting brand values with customer expectations, building trust, and encouraging long-term engagement. This research aimed to provide a state-of-the-art understanding of the sustainability leadership phenomena by reviewing and synthesizing the expanding body that integrates sustainability and leadership principles and its influence on marketing campaigns. Leaders who promote sustainability incorporate ethical principles, social responsibility, and environmental awareness into marketing tactics, increasing their effect and relevance in today's competitive environment. A thorough assessment and critical analysis of the literature on sustainable leadership offered an integrative framework that builds upon and integrates earlier research on the topic which provided insight into the various marketing capabilities and strategies that lead to the company attempting to align their marketing initiatives with sustainable practices.
            The findings indicate that firms with a strong focus on sustainability leadership are better positioned to design innovative, ecologically responsible marketing strategies that connect with their intended demographic (Mariadoss et al., 2011). Essentially, sustainability leadership is about integrating sustainability into the organization's DNA rather than only advocating for environmentally friendly goods. This lays the groundwork for marketing campaigns that are not only successful but also significant and lasting.
     Guardsman SVG Ltd was able to embrace sustainability and differentiate themselves, appeal to environmentally sensitive customers, and establish long-term connections and showcase how sustainability leadership includes the ability of organizational leaders to investigate the link between marketing success and leadership in sustainability, with a specific emphasis on the importance of transparency in sustainable marketing. Furthermore, the study investigated how sustainability leadership alter customer perceptions of and the impact on marketing tactics by establishing a strong brand image
5.1 Recommendations
     Guardsman SVG Ltd aims to enhance marketing effectiveness, with an emphasis on promoting sustainability leadership. By integrating genuine environmental and social responsibility into fundamental values and planning, the organization may develop meaningful campaigns that appeal to more aware consumers. This includes clearly explaining sustainability objectives, emphasizing verifiable positive outcomes, and cultivating an accountability culture. This research recommends a few from the findings that the company can adopt to see an effective change within the organization. Some recommendations as follows:
· Leverage technology by integrating it into sustainable practice - It is becoming more and more obvious in a world where artificial intelligence is quickly evolving that traditional methods of growth and development are unsustainable, therefore it is utmost important that Guardsman SVG explore the use of technology into sustainable practices which has emerged as a promising solution, with the ability to generate innovation, enhance efficiency, and reduce human influence on the environment. 
· Continuous learning and development programs – This can be done by providing the marketing and leadership teams with training on sustainable marketing best practices, evolving customer demands, and growing sustainability trends to keep campaigns innovative and in line with societal changes. This can also encourage leadership mentorship programs in which experienced sustainability leaders advise new marketing professionals within the company on how to include sustainability into campaign strategy while covering subjects such as green innovation, stakeholder engagement, and ethical storytelling.
· Empower Employees as Brand Ambassadors/Advocates – This can assist the company by strengthening their efforts to promote sustainability and generate genuine change by cultivating a sustainable culture and providing staff with the appropriate resources and support. If this is done correctly it can lead to effective marketing of the company because it would be able to foster trust, improves brand reputation and builds employees’ involvement which plays a critical role in establishing the public's opinion of the company's dedication to environmental stewardship. 
· Integration and Accountability – For Guardsman SVG Ltd it is utmost important that revamping the sustainability environment, incorporating sustainability efficiently into their fundamental objectives and being accountable for how they operate in an environment is critical. This is recommended if the company wishes to track their sustainability progress and ensure that consistency is the key by demonstrating their commitment through transparency about their challenges and successes and long-term goals. 
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To guarantee that the study sample's gender distribution was established, it was projected that 40% of the sample would be male and 60% would be female. This translates to four men and six women.
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The age group between 46-55 indicates the largest percentage of 50%, followed by 36-45 with 30%, and the age groups between 56-65 and 21-35 with 10%.







Appendix 1 – Interview Questions
1. Can you explain what sustainability leadership means to Guardsman SVG Ltd marketing department and list at least one key element to support this?
2. What changes do you see coming for sustainable leadership in the marketing industry?
3. Is there any marketing campaign that effectively incorporates sustainability principles at Guardsman SVG Ltd? If yes, how did the role of leadership contribute to this achievement?
4. Do you think that the company fosters a sustainable culture?
5. What effects does sustainability focus have on the messaging employed in marketing campaigns?
6. What metrics does the company use to measure the effectiveness of sustainability-focused marketing campaigns? Please state any you are aware of.
7. How can the company ensure that any statements it makes about sustainability in marketing materials are true and open to the public?
8. Have you ever encountered any challenges in aligning sustainability goals within the company marketing objectives? If so, how did you overcome them?
9. Has the company ever experienced any potential criticism or greenwashing accusations related to its marketing campaigns?
10. What role do you think sustainability leadership will play in marketing going forward/future?
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