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Sustainable innovation is rapidly becoming a cornerstone of global marketing strategy,
reshaping how firms create value and fulfill broader societal responsibilities. As climate change,
resource depletion, and social equity concerns intensify, marketing scholars and practitioners are
increasingly seeking to understand how sustainability and innovation intersect within
international contexts. The Marketing Science Institute’s 2024 Research Priorities highlight the
urgency of examining how sustainable marketing and innovation shape the consumer journey,
business performance, and societal outcomes (Marketing Science Institute, 2024). Firms must
innovate not only to meet growing demand for responsible products but also to navigate
complex regulatory landscapes and stakeholder expectations, thereby driving competitive
advantage, long-term growth, and the greater good (Grinstein, et al., 2022; Varadarajan et al.,
2021; White et al., 2024). Deeper insights are needed into the mechanisms through which
sustainable innovations influence consumer behavior, brand loyalty, and firm performance
across diverse cultural and market settings (Varadarajan, 2023; White et al., 2019).

Recent research also highlights the importance of understanding when and how firms should
standardize or adapt their sustainable marketing strategies across international markets and
calls for further research on aligning operational and financial performance with broader
sustainability objectives (Griffith, 2021). This need is echoed in foundational work from the
Journal of International Marketing, which explores the roles of public policy, global social
innovation, and demarketing for sustainability, especially in base-of-the-pyramid markets, and
discusses the interplay between corporate, consumer, and government responsibilities in
achieving sustainable development goals (Varadarajan, 2014; Varadarajan et al., 2021;
Varadarajan, 2023).

This special issue aims to advance theoretical, empirical and practical understanding of global
sustainability and innovation in international marketing. We invite submissions that investigate



sustainable marketing strategies, innovation diffusion, responsible innovation, and their
implications for consumers, firms, and societies. Topics of interest include, but are not limited to:

e Integration of sustainability into international marketing strategies and business models.

e Green innovation strategies for adapting sustainable products and services to diverse
cultural and regulatory environments in international markets.

e Consumer responses to sustainability communication, green advertising, and pro-
environmental behavior in global markets.

e The role of digital technologies (e.g., Al, blockchain) in enhancing transparency and
driving sustainable marketing innovation internationally.

o Digital transformation as a driver for reducing the environmental footprint of global
marketing operations and enhancing sustainable value delivery.

e Responsible innovation, including ethical considerations, stakeholder engagement, and
governance mechanisms that ensure innovations contribute positively to society and the
environment from a global perspective.

e Cross-cultural and cross-industry patterns in the adoption and diffusion of sustainable
innovations.

e Implementation and communication of circular economy business models by
multinational firms in developed and emerging markets.

e The impact of sustainable innovation on brand loyalty, customer engagement, and firm
performance in international contexts.

e Authentic brand activism and its influence on consumer trust and brand equity regarding
sustainability issues across different countries.

e Innovations in sustainable supply chain management and their marketing to
international stakeholders.

e The effectiveness of social commerce and influencer-driven campaigns in promoting
sustainable consumption behaviors globally.

e Regulatory innovation as a catalyst for sustainable marketing adaptation and compliance
in international business.

e Metrics and methodologies for evaluating the effectiveness of sustainability initiatives in
international marketing.

Recent research has expanded sustainable international business-model innovations,
emphasizing the shift from linear to circular economies and the need for adaptation across
diverse markets. Scholars have shown how multinational enterprises can spearhead climate
action and sustainability initiatives while managing complex global supply chains (Marano et al,,
2024; Zaheer, 2025). The evolution of sustainability marketing—from traditional green marketing
to circular-economy models, anti-consumption, and regulatory frameworks—has been
comprehensively documented (White et al., 2024). Innovation-management research identifies
responsible, business-model, and public-value innovation as critical pathways for advancing
sustainability in global markets (Spanjol et al., 2024), while empirical evidence links board
gender diversity and culturally feminine values to stronger environmental innovation outcomes
(Bazel-Shoham et al., 2023).



The academic literature also highlights the breadth and structure of sustainability research in
marketing, providing a basis for future research opportunities. Empirical studies demonstrate
that firms' efforts to “green” the marketing mix can yield significant business and societal
benefits, though outcomes often depend on context and execution (Leonidou et al.,, 2013).
Additionally, recent frameworks guide marketers in shifting consumer behavior toward
sustainability, offering evidence-based strategies for overcoming barriers and fostering pro-
environmental choices (White et al., 2019). In line with this, work in international marketing
underscores the need for frameworks that guide firms in balancing global consistency with local
adaptation and in measuring the impact of sustainability initiatives on both business outcomes
and societal well-being (Griffith, 2021; Varadarajan, 2014; Varadarajan et al., 2021).

Collectively, these studies establish a robust theoretical and empirical foundation for
understanding how sustainability and innovation intersect within international marketing,
offering valuable insights for scholars and practitioners navigating global sustainable business
practices. They also provide a springboard for new research on sustainability and innovation
within the international marketing context.

Submission Guidelines

For this special issue, we welcome conceptual, empirical, and methodological papers that
address the theme of “Global Sustainability and Innovation in International Marketing.” All
submissions will undergo the Journal of International Marketing double-blind peer review
process. Papers targeting this Special Issue should be submitted through the JIM submission
system (https://mc.manuscriptcentral.com/ama jim). Submissions for the special issue open on
September 1, 2026, with the final deadline for submissions being October 30, 2026.

Conference Special Session

An associated special session on “Global Sustainability and Innovation in International
Marketing” will be held at the 2026 AMA Global Conference in Nice, France
(https://www.amaglobalsig.org/nice2026). Submission to this special session is not required for
submission to the Special Issue. Authors submitting to the special session should submit a five-
page, double-spaced extended abstract to the 2026 AMA Global Marketing Conference by
November 1, 2025. They will receive feedback from the guest editors. Please note that
submission of an extended abstract does not guarantee inclusion in the special session. Authors
whose abstracts are not selected for the special session are still eligible to submit their complete
manuscripts to the Special Issue.

For detailed submission instructions and formatting guidelines, please visit the Journal of
International Marketing website. For questions and inquiries regarding the special issue, please
contact Goksel Yalcinkaya (goksel.yalcinkaya@unh.edu).
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Key Dates
e Call for Papers announcement: July 2025
e An extended abstract submission to AMA Global Conference: November 1, 2025*
e Feedback from the Guest Editors: November 15, 2025**
e AMA Global Conference Special Session: May 27, 29 2026 Nice, France
e JIM Special Issue Manuscript Submission Deadline: September 30, 2026***
e Notification of First Editorial Review: December 31, 2026
o Expected Special Issue Publication: December 2027 or March 2028

We look forward to your valuable contributions to this special issue.
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