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Abstract

Achieving the United Nations Sustainable Development Goals (UNSDGs) is considered
to be imperative for the future security and sustainability of the world. Universities are
viewed as being a key industry to support the achievement of the goals by the target date
of 2030. Previous research undertaken has attempted to understand how the goals can be
successfully implemented within the university curricula, and although various processes
for implementation have been suggested, no previous studies have examined the role of
identity or the impact that this may have on the implementation of the UNSDGs. In this
study, specific attention has been applied to the existing literature relating to the barriers
to implementation, the role of identity, and the impact on implementation to understand
the roles that personal, academic, and organizational identities play when implementing
UNSDGs within higher education. The research undertaken has employed a qualitative
inductive approach focused specifically upon the marketing curriculum. Semi-structured
interviews were conducted with the academics working at UK higher education institutions.
Findings from the thematic analysis undertaken found that there is a complex interchange
between these identities that significantly influences the extent to which the goals have
been implemented successfully. In addition, multiple barriers have been identified that
prevent successful implementation of the goals.

Keywords: sustainable development goals; UNSDG; marketing curriculum; personal
identity; academic identity; organizational identity

1. Introduction

The United Nations (UN) Sustainable Development Goals (SDGs) are imperative when
helping companies to both establish the importance of sustainability, alongside delivering
authenticity in marketing activities [1]. The UNSDGs were set up in 2015 to “provide a
global blueprint for dignity, peace and prosperity for people and the planet, now and in the
future” [2], with a total of 169 targets across the 17 SDGs being proposed by the UN. The
UNSDGs have been identified as being the key blueprint by which achieving sustainability
can occur [3]. Presently, at the mid-way point in the SDGs’ cycle, initial research suggests
that complete goal achievement is not likely to occur within the planned timeframe [4].

Higher education institutions have a pivotal role to play in the achievement of the
UNSDGs, since they educate and train future professionals who will then go on to influence
sustainability practices in the workplace across their future professional careers [5]. Within
the UK, the SDG framework is presently at the forefront of many universities’ operational
and pedagogical strategies, with sustainability forming a core part of their institutional iden-
tities. However, the focus of these activities is mostly directed towards campus greening
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approaches, and the integration of UNSDGs into the curriculum is not an explicit strategic
priority [6]. Because of this, previous research has examined how academic institutions
can implement the UNSDGs on a university wide basis [7], and within specific fields such
as management [8], engineering [9], and business [5]. However, a key discipline in which
integrating the UNSDGs is considered to be of paramount importance is that of marketing,
as this is viewed as being a ‘common ground’ initiative positioned between the government
and top marketing firms. As a result, promoting business engagement, using the UNSDGs
as a mechanism to do so, is now considered to be possible [10]. Given that the UNSDG
delivery is behind schedule, the implementation of the goals within marketing curricula
provides a unique opportunity to enhance the effectiveness of achieving the 2030 goals and
has therefore become of increasing importance to strategy and policy makers [11].

Initial research on this topic previously undertaken has accordingly been focused
on the incorporation of sustainability within marketing curricula [12,13], but evidence
suggests that this has been less than successful to date. For example, only 38% of students
feel that sustainability is sufficiently covered by their course [12], with marketing students
admitting having limited knowledge of sustainability issues [14]. More surprisingly, simply
offering courses around sustainability issues has been demonstrated to not result in an
increase in coverage of sustainability issues [15].

In recent years, many UK business schools have attempted to create an organizational
identity that has sustainability at its forefront. However, barriers to the successful imple-
mentation of sustainability within the marketing curricula are thought to exist, and an
organizational identity focused on sustainability only considers top-level implementation
and support.

Given that actual course content is largely designed by individual academics [12], the
identify of academics may play a role in how successful the implementation of sustainability
within marketing curriculum actually is in practice [16]. Academics work within complex
roles, with multiple pressures and tensions, and how they see themselves within their roles
may significantly impact their behavior.

Lastly, their own identity may also influence academic preferences towards the content
being taught. Such preferences may be based upon values and upbringing. For example, it
may be that those for an academic with an identity that is more sustainability orientated,
they may more successfully integrate the UNSDGs within their marketing curriculum
compared to another academic who is less sustainability orientated [17].

The interplay between personal, academic, and organizational identities therefore
is thought to create a complicated scenario that impacts the effectiveness of UNSDG
implementation within the marketing curriculum. To investigate this further, this paper
draws on interviews with 15 marketing academics from various UK universities to critically
assess how these educators are incorporating UNSDGs into their curricula. The findings
of this single-country study offers insights, and recommendations, on how to integrate
the UNSDGs more effectively into marketing education. However, given its UK focus, the
results taken on their own are generalizable to other contexts.

There are numerous institutional barriers that may hinder the full integration of
sustainability into university curricula and research. These include entrenched faculty
mindsets [18] and underlying philosophical assumptions within business studies [19–21].
Additionally, sustainability worldviews can vary significantly based on socio-demographic
and contextual factors such as age, gender, education, and culture [22,23]. Specifically in
academia, the values and intentions of educators, shaped by their discipline and national
culture, may also play a key role in shaping student perspectives [24].

While prior research has examined the perceptions of academics across disciplines
regarding sustainability [25–27], little attention has been given to the sustainability views
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specifically of marketing faculty members, especially those who do not publish extensively
in associated subject areas [28]. This gap in research highlights the need for a deeper
understanding of how marketing educators’ own identities may influence the integration
of sustainability and the UNSDGs into their teaching practices. This paper therefore uses
an interpretive classification schema as the analytical framework in which the categories
of (1) barriers to integrating UNSDGs within the university curricula, (2) the role of orga-
nizational and personal identities, and (3) the impact on implementing UNSDGs in the
curriculum are each considered.

2. Review of Literature

In this section, the main constructs derived from the literature are discussed. Firstly,
this study examines how universities integrate UNSDGs into their teaching, highlighting
current strategies and challenges. Secondly, the research discusses the role of organizational
and personal identity in shaping the extent to which academics engage with sustainability
in their curriculum. Finally, this review of the associated literature explores the connection
between identity and the successful implementation of UNSDGs in higher education,
emphasizing the interplay between institutional direction and individual motivations.

2.1. Barriers to Integrating UNSDGs in the University Curricula

Integrating the UNSDGs into university curricula presents numerous challenges for
higher education institutions [29]. Some argue that universities, particularly academics, are
increasingly being forced to incorporate sustainability and UNSDGs into their programs
in order to mitigate criticism regarding the societal impact of marketing education [2,12].
Despite a growing body of literature on the integration of UNSDGs into curricula, many
studies focus broadly on how UNSDGs can be incorporated, neglecting the critical role of
academics as drivers of this process. Prior research has also recognized this gap, calling for
further exploration of the individuals responsible for designing and delivering curricula
that align with sustainability principles [30].

The role of individual academics in shaping university curricula cannot be overstated.
They are the key players, operating within the frameworks established by higher education
institution’s leadership and organizational agendas [12]. When tasked with designing
courses, these educators must navigate a range of pressures, including faculty workload,
the overall mission and focus of their department, the flexibility of the curriculum, and the
availability of relevant textbooks and pedagogical support [31]. Additionally, bureaucratic
structures, leadership decisions, market-driven imperatives, professional goals, what the
university stands for in terms of its own values, and the broader learning community
influence on curriculum content which includes that of external accrediting organizations.
This suggests that a university’s organizational identity can play a significant role in
determining its approach to sustainability education.

2.2. Identity as Explanatory Framework

While the existing literature documents well-known institutional barriers to UNSDG
integration, including time constraints, resource limitations, and bureaucratic struc-
tures [29], these factors alone cannot fully explain the differences in how academics engage
with sustainability curricula. Identity theory offers critical explanatory power by reveal-
ing why academics facing similar institutional constraints make contradictory curricular
choices. Understanding identity dynamics reveals the underlying mechanisms through
which institutional barriers are interpreted, negotiated and either reinforced, or overcome
by individual actors.
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2.2.1. The Multilayer Nature of Identity in Higher Education

Academic engagement with UNSDGs occurs at the intersection of three distinct, yet
interconnected, identity levels, these being organizational, academic, and personal [32,33].
Organizational identity encompasses the distinct characteristics of an institution as per-
ceived by its members, establishing norms and behavioral expectations while shaping how
universities define and communicate their mission [34,35]. This identity emerges from
leadership decisions, institutional history, and societal expectations, and directly influences
faculty attitudes and behaviors [36].

Academic identity, by contrast, centers on disciplinary affiliations and subject-based
research and teaching activities. Drawing from Giddens [37] and MacIntyre [38], academic
identity functions as an actively constructed narrative shaped by disciplinary communi-
ties, professional structures, and institutional values [39]. Critically, academic identity
is inherently dynamic rather than fixed, evolving as individuals navigate competing de-
mands of teaching, research, and service while negotiating their position within the broader
organizational context [40].

Personal identity, how individuals perceive themselves and their ideal selves, repre-
sents the third dimension [33]. Identity theory posits that individuals associate category
labels with themselves, such as ‘environmentalist’ or ‘sustainable educator’, and these
self-categorizations fundamentally influence subsequent behaviors [41,42]. This process
is neither passive nor stable as individuals continuously engage in identity work con-
structing, repairing, maintaining and revising their identities to preserve coherence and
distinctiveness [43]. When external pressures, or life transitions, unsettle one’s sense of
self, concentrated identity-building work intensifies, with potential breakdowns occurring
when this work falters [44].

2.2.2. Theorizing Identity Tensions

Identity tensions emerge when the values, expectations and priorities embedded
within multiple identities diverge [33]. These tensions are not merely obstacles, but con-
stitute productive sites where curriculum decisions are actively negotiated. As a result,
it is possible to theorize that four distinct configurations of identity patterns, and their
consequences for UNSDG integration, may occur:

(a) Pattern 1: Strong personal-weak organizational alignment—when academics possess
strong personal sustainability identities but work within institutions with weak or
absent sustainability commitments, they face identity dissonance. This configuration
may produce isolated ‘sustainability champions’ who integrate UNSDGs despite
institutional indifference, often at personal cost through increased workload and
limited collegial support. However, this misalignment can also trigger departure,
burnout or strategic silence as academics protect their personal identity by minimizing
visibility of their sustainability commitments.

(b) Pattern 2: Weak personal-strong organizational alignment—conversely, when institu-
tions mandate sustainability integration, but academics lack personal identification
with these goals, compliance may be superficial. Faculty may engage in ‘performative
sustainability’ adopting UNSDG language without substantive pedagogical transfor-
mation, thereby satisfying institutional requirements, while preserving their academic
identity centered on traditional disciplinary concerns. This configuration reveals how
strong organizational identity cannot, by itself, ensure deep curricular change without
corresponding shifts in individual identity.

(c) Pattern 3: Academic identity as mediator—academic identity, particularly disciplinary
affiliation, can either bridge, or amplify, tensions between personal and organizational
identities. Academics in fields with established sustainability discourse, e.g., envi-
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ronmental science, may experience coherence across all three identity levels, whereas
those in disciplines traditionally distant from sustainability, e.g., pure mathematics,
may face greater identity work to reconcile UNSDG integration with their disciplinary
identity. This configuration explains why interdisciplinary UNSDG implementation
remains uneven, with different faculties addressing only goals aligned with their
disciplinary identity [45].

(d) Pattern 4: Triple alignment as catalyst—when personal commitment to sustainability,
academic disciplinary identity, and organizational priorities meet, academics become
powerful agents of curricular transformation. This rare pattern reduces identity work
demands, and enables academics to leverage institutional resources, while maintain-
ing personal authenticity and disciplinary credibility. Understanding conditions that
raise such alignment represents a critical pathway for effective UNSDG integration.

These patterns explain why institutional barriers affect academics differentially. Time
constraints impact sustainability integration more severely when academics must also
navigate identity misalignment, whereas those experiencing identity congruence may
creatively repurpose existing resources to advance sustainability goals. Thus, identity
dynamics do not simply add to institutional barriers, but instead they fundamentally shape
how those barriers are experienced and addressed.

2.2.3. Identity Work in Evolving Contexts

Contemporary higher education has experienced rapid transformation through tech-
nological advancement, digital revolution and the COVID-19 pandemic, alongside genera-
tional shifts with Generation Z students (born 1997–2012) bringing heightened expectations
for connectivity, fairness and institutional sustainability commitments [46]. These contex-
tual changes intensify identity work demands on academics, who must continuously recon-
struct their professional narratives to maintain coherence amidst shifting expectations [40].

The UNSDG integration mandate represents one such pressure point, requiring aca-
demics to reconcile new sustainability expectations with established teaching identities.
Critically, this is not a one-time adjustment, but instead is an ongoing negotiation, as the
meaning of ‘sustainable education’ itself evolves. Organizational identity influences this
process when leaders emphasize sustainability values [47], potentially catalyzing indi-
vidual identity shifts. However, the relationship is reciprocal as academics collectively
shape organizational identity through their teaching choices, research priorities and public
scholarship.

2.3. The Impact on Implementing UNSDGs in the Curriculum

Having established identity as the central analytical framework, the research can
now examine its implications for UNSDG implementation in marketing curricula. Sus-
tainability has emerged as a defining societal challenge, with universities positioned to
prepare students for navigating complex environmental, social and economic interdepen-
dencies [48]. The UNSDGs, encompassing seventeen interconnected goals addressing
hunger, health, education, equality, climate action and beyond, represent the international
community’s consensus framework for sustainable development [49]. Yet global awareness
remains below 50% [50], highlighting universities’ critical role in raising consciousness and
building capacity.

Existing implementation research has primarily adopted top-down perspectives, ex-
amining institutional strategies and leadership initiatives, while undertheorizing the role
of individual academics [30]. Successful implementation requires multi-stakeholder partic-
ipation, with both management support and faculty engagement being essential [51,52].
However, stating that ‘academics play a key role’, without examining the identity mecha-
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nisms through which they engage with, or resist, UNSDGs leaves explanatory gaps. Various
guides exist to support institutional integration [53] and some progress is evident with 46%
of UK universities rank highly with regard to their UNSDG impact [54], yet effectiveness
varies considerably, suggesting that factors beyond resource availability and institutional
commitment shape outcomes.

It is proposed that identity dynamics constitute these missing factors. When aca-
demics experience alignment between their personal values, academic disciplinary identity
and organizational sustainability commitments, they become active curriculum innova-
tors who embed UNSDGs meaningfully into their teaching. This explains why, within
single institutions with uniform resources and policies, some faculty deeply integrate
sustainability while others offer token acknowledgment. The identity lens also reveals the
interdisciplinary challenge, i.e., that disciplinary identity mediates which UNSDGs faculty
perceive as relevant and legitimate, producing uneven implementation patterns across
departments [45].

Moreover, identity theory reveals why generic implementation strategies often fail.
Training programs and policy mandates that ignore identity dynamics may produce super-
ficial compliance rather than authentic engagement. When organizational sustainability
identity develops, without attention to academic and personal identity cultivation, the re-
sult is often a performative, rather than a transformative, pedagogy. In contrast, initiatives
that explicitly address identity, creating spaces for faculty to explore personal sustainability
values, facilitating disciplinary conversations about sustainability relevance, and improving
organizational cultures that value this work, may catalyze deeper integration.

The contemporary higher education context magnifies these identity dynamics. Gen-
eration Z students increasingly expect sustainability integration and hold institutions
accountable for their environmental and social impacts [46]. This generational shift creates
both opportunity and pressure, and as a result: academics whose personal and academic
identities already embrace sustainability find institutional legitimacy for their work, while
those with traditional disciplinary identities may experience this as unwelcome pressure
requiring defensive identity work.

In summary, it has been revealed that UNSDG integration is not merely a technical
curriculum design challenge, but an identity-mediated process. Progress requires moving
beyond documenting institutional barriers, or celebrating exemplary practices, toward
understanding how academics negotiate identity tensions when confronting sustainability
mandates. Thus, this study addresses a critical gap by bringing identity scholarship at the
forefront to explain variance in UN SDG implementation.

3. Materials and Methods

Given the emerging body of literature on how organizational, academic and identity
factors influence the integration of UNSDGs into marketing curricula, an interpretative
qualitative research method was selected to gain deeper theoretical insights. The flexible
and inductive nature of the method enabled the authors to understand the nuances of the
responses to add to the existing knowledge [55].

3.1. Approach

The qualitative research method used in this study was the most suitable for capturing
in-depth experiential insights [56]. Qualitative research is widely used in business and
education research to explore complex decision-making processes in both for-profit and non-
for-profit settings. Semi-structured interviews have shown to be an effective method for
understanding the perceptions and experiences of individuals involved in organizational
and academic decision-making [57].
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There are various examples in which qualitative methods, particularly semi-structured
interviews, have contributed to advancing research on sustainability and marketing educa-
tion [58,59]. For instance, Lozano [58] conducted interviews to examine how universities
incorporate sustainability principles into their curricula, revealing insights that would not
have been possible through purely quantitative approaches. Similarly, Leal Filho et al. [59]
conducted semi-structured interviews with faculty members across various institutions to
investigate the challenges and drivers of integrating sustainability into higher education.
Tomasellea et al. [60] applied a qualitative interview approach to provide insights into the
integration of UNSDGs within marketing curricula.

Furthermore, the qualitative method is particularly relevant given the exploratory
nature of this research. The flexible structure of semi-structured interviews allows partici-
pants to elaborate on their experiences whilst simultaneously providing researchers with
the opportunity to probe deeper into emerging themes [61].

3.2. Recruitment and Sampling

Specifically, fifteen semi-structured interviews were conducted with academics in
the UK between February–March 2023. Participants were assured of a confidential, safe
and non-judgmental environment during the interviews to ensure openness and free
flowing discussion [62]. Interviewers were all also academics in UK universities, and this
important information was clearly explained to participants when they were invited to the
study. Efforts were made to build rapport with the participants so that they felt comfortable
expressing their views confidently without the fear of being judged. Furthermore, questions
about sustainability in relation to their own identities were asked repeatedly in diverse
ways to avoid social desirability bias [63]. This method also enabled the authors to probe
the academics to understand their process of developing their marketing curriculum, their
awareness and understanding of the UNSDGs, and the role of their own academic identities
when considering the inclusion of sustainability within marketing curriculum design.

Potential participants in different UK higher education institutions were contacted and
invited by email, or LinkedIn messages, to participate in the study. Care was taken to ensure
that participants had an educational background in marketing, and that they represented
varying aspects of the marketing discipline. Details of the participant selection are presented
in Table 1. Interviews were conducted online via Zoom to allow a more diverse sample
across the UK, with purposive sampling utilized to recruit the participants. As a result,
15 participants from six different institutions were finally selected to be interviewed based
on the criteria of ‘being an academic in a UK Higher Education institution who taught
marketing curriculum’.

All participants were provided with an information sheet prior to the interviews that
detailed the opportunities and risks of being involved in the research. Participants each
voluntarily signed a consent form agreeing to their involvement in the study. Interviews
were audio recorded and transcribed automatically using Zoom’s transcription feature.
Later, all transcriptions were manually checked and corrected by researchers after listening
to the audio recordings.

To ensure consistency across the two interviewers, a semi-structured interview guide
was developed with broad, open-minded and flexible prompts to explore the research
topic in detail [64]. Two pilot interviews were then conducted to remove any misunder-
standings and to improve clarity and consistency of the questions in the presence of both
interviewers [65]. The interview guide was divided into three sections. It started with
exploring academics’ backgrounds to understand them better and their identities. This
also helped to place participants at ease. Furthermore, interviewees were asked about their
time in academia, their motivation to join higher education, and their current teaching
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modules etc. Secondly, interviews discussed the concept of sustainability and what it
means to them personally. Thirdly, participants were asked about their understanding of
UNSDGs in relation to marketing curriculum. The importance of the topic, their teaching
practices, curriculum design and any potential barriers to including these the UN goals in
their modules were explored. Discussions probed each interviewee’s views and attitudes
towards their module content development. The interview questions used can be accessed
in Appendix A.

Table 1. List of Study Participants and Their Key Demographic Characteristics.

Participant Gender Academic Subject Experience (yrs)

P1 Female Strategic marketing and marketing strategy 28

P2 Female Service marketing and fashion marketing 7

P3 Female Tourism and e-tourism marketing 6

P4 Female Digital media practices and strategies 6

P5 Female Integrated marketing communications 2

P6 Female E-tourism and digital marketing 5

P7 Female Global markets and international marketing 1

P8 Male Marketing principles 28

P9 Female Strategic international marketing 4

P10 Female Principles of marketing 10

P11 Female Strategic marketing 12

P12 Male Sports marketing 4

P13 Male Global marketing and event planning 2

P14 Female Digital marketing and consumer insights 10

P15 Male International marketing and digital marketing 5

The sample included higher education academics from a range of universities within
the UK to understand the wider practices of teaching UNSDGs in the UK higher education
system. Table 1 provides an overview of the participants interviewed, outlining their
gender, their field and marketing modules taught, and years of experience in teaching.
Ethical approval, and respondents’ consent, were both obtained before the data collection,
and the participants were assured of the anonymity and confidentiality of their responses.

Interviews lasted around 45 min on average. After conducting the 15 interviews,
theoretical saturation of the data, as defined by Fusch & Ness [66], was deemed to have
been achieved. Had this not been the case, then further participants would have been
included in the study.

Interviewers worked on thematic coding using a shared file, and they agreed that
there was data saturation after 15 interviews as there were no additional issues, or novel
concepts, identified, confirming that the dataset was sufficiently rich [67]. The continuous
discussion among the interviewers helped in conducting interviews smoothly, in reducing
interviewer bias and in improving internal reliability [68].

3.3. Analytical Approach

The interviews were transcribed verbatim including annotation of hesitation, intona-
tion, and humor to ensure that the full meaning of the discussions was captured. Each
interviewer conducted their allocated interviews, and later discussed their respective inter-
views with each other to share learning and understanding. These continuous discussions,
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repetitive reading of transcripts, and noting down initial commonalities and ideas, helped
to achieve data familiarization [69].

The data were then processed and analyzed using theoretical and inductive six-stage
thematic analysis following the guidance offered by Braun and Clarke [62]. Data analysis
was undertaken using computer assisted qualitative analysis software NVivo Pro 12.5
to enable the organization and sharing of the data, and to improve data validity [70].
The first two transcripts were coded by all interviewers for consistency and to ensure
appropriate meaning was drawn from the data. Intercoder checks were made, and any
inconsistencies were discussed, before moving to theme development stage. Inter-coder
reliability was ensured by using the coding comparison query feature of Nvivo Pro 12.5
data analysis software. Percentage agreement, and Kappa coefficient scores, achieved were
over the thresholds of 0.8 which is accepted as being representative of good inter-coder
reliability [71]. Coding was then undertaken independently while keeping the whole
research team ‘in the loop’. After initial codes of interest were identified, emergent codes
were collated into broader themes with corresponding data gathered by theme following an
inductive approach. To maintain team-based reflexivity, regular and structured discussions
between researchers took place in which they critiqued each other’s interpretations, and
challenged potential biases [72]. Repetitious reading and coding of the data enabled each
theme to be refined, and the emerging story within the themes to be clarified.

4. Results

Responses from the 15 participants were analyzed using six-stage thematic analy-
sis [62] and developed into a conceptual framework detailed in Figure 1 based on the
identified themes. In the analysis, two higher-order themes related to identities, and three
higher-order themes related to barriers and facilitators, were identified. Subthemes of
identity and barrier types were developed based on the thematic analysis to illustrate the
common aspects within each theme (Table 2). Cluster analysis results based on coding
similarity on NVivo are presented in Figure 2.

Figure 1. Conceptual Framework for UNSDG Implementation within Marketing Curricula.
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Figure 2. Cluster Analysis Based on Coding Similarity.
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Table 2. Higher-Order Themes and Sub-Themes Frequency Table.

Higher-Order Themes 1. Identities 2. Barriers/Facilitators

Sub-Themes
1.1
Personal
Identity

1.2
Academic
Identity

2.1
Self-
Barriers

2.2
Academic
Barriers

2.3
Organizational
Barriers

Frequency of mentions 48 49 24 27 27

In the following sections, quotations from participants are presented in verbatim
format to be as transparent as possible [73] and to enhance the confirmability of the
findings [74]. Each higher-order theme, and subtheme, are presented with supporting
sample quotes starting with identity types and the corresponding subthemes, followed by
barrier types and the remaining subthemes.

4.1. Higher Order Theme 1: Identities

Data analysis revealed that the participants of this study held distinct types of iden-
tities, the most relevant to this study being ‘personal’ and ‘academic’. These identities
have influenced how the UNSDGs have been implemented within marketing curricula. In
some cases, the implementation is sourced by one type of identity, e.g., personal identity.
However, it is challenging to single out one identity over the other due to their overlapping
nature.

4.1.1. Personal Identity and UNSDG Implementation

In this first type of identity, the research identified that factors such as growing
up years, education, personal values, and participants’ knowledge of the UNSDGs, had
key roles to play in the implementation of UNSDGs within marketing curricula. All
the responses referring to participants’ personal values and their life perceptions about
themselves were coded under personal identity subthemes.

We identified that personal UNSDG orientation of the individual academics led to
different approaches in how they designed their module content related to the UNSDGs.
While there were academics who perceived UNSDGs from a business, or broader perspec-
tives (e.g., P12) such as protecting future generations, many academics (e.g., participants
P1 and P2) perceived UNSDGs from an environmental aspect aligning with their personal
values. For example:

“When I think about sustainability, usually it’s not economic, social ones, it’s more
the environmental one. . . I know that they are at least the three dimensions. But I
usually think about the environmental one. So, [I have] respect for nature, and all
the practices that companies must implement for being sustainable. It is about
my own responsibility as a professional, as an academic, but also as a person,
also as a friend, and [I have] a role in power for improving sustainability in the
world. This is about respect and proximity to nature” (participant P2).

Similarly, another participant (participant P1) noted their personal experience of a boat
trip which brought their attention to all the plastic waste in water, which made them value
sustainability and UNSDGs in their own life, and hence they then reflected this in their
marketing curricula as well. In our analysis, it is also identified that the personal experience
of an academics shapes their UNSDG orientation. Participants’ growing-up years also made
a huge impact on their orientation toward UNSDGs. For example, participant P2 shared
that their parents had a keen interest in sustainability since an early age, and how they had
seen this in practice at home, which shaped their awareness of the topic. They noted:
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“I mean. . . for my mother it is very important to respect the nature, and to do very
small actions, to help with sustainable development, like avoiding wasting water,
or don’t consume too much. Don’t buy too many clothes etc., so it’s something
that my mother, I think, shared with me since I was very young. . . [that] I can
help by creating a more sustainable economy” (participant P2).

The same participant then went ahead and made a conscious choice to study sus-
tainability in their later life which aligned with their personal values of taking care of
nature in their own way. Thus, participants with strong personal commitment and val-
ues demonstrated more knowledge of UNSDGs than the others as can be seen in the
following quotes:

“I heard about it, but I don’t know much about it” (participant P7).

“UNSDGs, they are goals which encapsulate principles that would make the
world a better place. Well-articulated goals that do not conflict each other”
(participant P15)

In contrast, some academics in the study became aware of the goals due to their
research, teaching area, organization they work for, or from personal interest. This also
reflects the evolving nature of their identity since professional knowledge then becomes
the bridge between personal identity and other identities.

These findings indicate that personal identity, shaped by personal experiences, values,
and early life exposure to sustainability, plays a crucial role in how marketing academics
engage with the UNSDGs. Academics with strong personal commitments to sustainability,
often rooted in their upbringing or personal encounters with environmental issues, were
more likely to integrate UNSDGs into their curricula. This aligns with identity theory, which
suggests that individuals’ self-perception and personal values are key drivers in shaping
their professional actions and decision-making processes [75]. For instance, participants
who had personal experiences related to environmental degradation or sustainability, such
as Participant 1’s observation of plastic pollution during a boat trip, were more inclined to
incorporate UNSDGs into their teaching.

Similarly, the literature on environmental psychology emphasizes that individuals who
perceive environmental issues as being aligned with their personal identity are more likely
to engage in pro-environmental behaviors [76]. This notion is reflected in the findings in
which academics with a strong personal connection to sustainability were more motivated
to integrate these goals into their teaching practices, viewing it as part of their responsibility,
not only as academics, but also as global citizens.

However, the findings also indicate that some academics had minimal engagement
with UNSDGs due to a lack of personal interest or awareness. This lack of alignment
between personal identity and sustainability has been noted in previous studies as a
significant barrier to the adoption of pro-sustainability practices [77]. Academics who did
not view sustainability as part of their personal identity were less likely to invest time and
resources into incorporating UNSDGs into their curricula, viewing them as external or
irrelevant to their professional role.

4.1.2. Academic Identity and UNSDG Implementation

As stated earlier, due to overlapping nature of personal and academic identities, it is
challenging to single out one identity over the other. For the course of this study, all the
responses regarding participants’ professions, and their understanding of their academic
roles and expectations, were coded under academic identity subtheme. Based on the
strength of their academic identities, the participants were likely to integrate UNSDGs in
their marketing curricula.
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Participants of this study had different understandings, or expectations, of themselves
as academics. Some participants (e.g., participants P1, P4, P7) viewed themselves as
‘teachers’, some (e.g., participants P2 and P9) as ‘researchers’, some (e.g., participants P3
and P6) as ‘both’, whereas others were categorized as conflicted in their understanding
and/or expectations. However, it was interesting to note that participants with more
experience in academia had a better understanding of their academic roles than their
counterparts who had less experience. The following quotes illustrate examples of each
role orientation:

Teacher: “Most important to see the light in the student eyes when teaching. . .
and that moment is a precious, probably the biggest, reward in the teaching side”
(participant P11).

Researcher: “Well, my profile is more research oriented because I have a high
research allowance, and this is the part of my job I prefer” (participant P2).

Mixed: “I just described myself as a mixed academic, including research and
teaching by the way, this is very much depending on the workload I have”
(participant P6).

Conflicted: “It is really doing a good job on as many fronts as I can, and that’s not
a good thing, because I don’t think it’s possible at all to be excellent in all three
areas. I think you’d be excellent on two. . . but I think that’s hard to do [it] in three
ways, very difficult” (participant P1).

“I came into academia as a person who wants to teach, because I love engaging
with students, and I think that this is more rewarding than the publishing, because
the effect is immediate. . . Well, now I love research, so you can see that now I’m
twisting from teaching to research, and I find it a bit annoying that I don’t have
enough time to actually do my research, that I stuck within my teaching. . . I also
went for the course leadership. I am like thinking that you cannot balance the
teaching and research life. . . but I would really identify myself, I would love to
be identified as a researcher. However, currently, I am not even a teacher. I’m the
admin worker. . . However, the desired identification is to be seen as a researcher.
So, then you can see that the actual and ideal does not match” (participant P14).

The theme of competing priorities emerged strongly in participants’ accounts. For
instance, Participant P1 expressed frustration with the expectation of excelling equally
across all professional areas. This sentiment reflects a broader recognition of the structural
tension within academic roles, where individuals are expected to deliver outstanding
results in research, teaching, and administration duties simultaneously. The participant’s
tone conveys both ambition and resignation, illustrating the emotional strain associated
with balancing multiple, and often conflicting, institutional demands. It was identified
that some participants were implementing UNSDGs more than the others based on their
personal interests and their teaching orientation. These participants demonstrated three
types of teaching orientation namely (1) practitioner oriented, (2) student oriented and (3)
research oriented. It is worth noting that despite believing in the inclusion of UNSDGs in
the marketing curricula, each participant had different motivations regarding how they
should/could implement them. Examples of these motivations included the contemporary
nature of the topic and seeing this as being a ‘hot topic’ in the news (participant P1), the
desire to ensure that students become educated citizens taking a responsible approach to
support future generations (participant P12), or the relevance of the topic with their own
personal research and thus their career aspirations (participant P14).

According to these findings, not only personal identity, but also academic identity,
played a pivotal role in UNSDG implementation. Participants in the study had varied
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understandings of their roles as academics, with some seeing themselves primarily as
teachers, others as researchers, and some as a combination of both. This diversity in
academic identity influenced how UNSDGs were integrated into curricula, with research-
oriented academics more likely to align their teaching with their research on sustainability-
related topics, whilst teaching-oriented academics focused more on embedding UNSDGs
to enhance student learning outcomes.

These findings echo the work of Becher and Trowler [78], and Dickinson et al. [79], who
argued that academic identity is shaped by disciplinary cultures, professional roles, and
institutional expectations. Academics who identify strongly with their role as educators
may prioritize teaching content that aligns with their pedagogical goals, whereas those with
a research focus may view the UNSDGs through the lens of their research interests. The
overlap between teaching and research identities further complicates the implementation
of UNSDGs, as academics may struggle to balance competing demands and expectations.

Additionally, more experienced academics demonstrated a clearer understanding
of their academic roles, which facilitated UNSDG implementation. This finding aligns
with the literature on professional identity development, which suggests that academic
identity evolves over time as individuals gain more experience, and confidence, in their
roles [80]. Experienced academics were better able to navigate the complexities of integrat-
ing UNSDGs into their curricula, as they had a more established sense of their professional
responsibilities and expectations.

4.2. Higher Order Theme 2: Barriers/Facilitators

Another higher-order theme that emerged from our data analysis was that of ‘barri-
ers/facilitators’ which is thought to have a substantial impact on the implementation of
UNSDGs in marketing curricula. Most of the participants of this study, the majority of
whom were working at post 1992 Universities in the UK, stated that they did not feel forced
to implement UNSDGs within their teaching or research. Yet, they nevertheless provided
examples of how UNSDGs were promoted, and academics were encouraged to implement
them in their curricula. Despite the encouragement from their organizations, they also had
to face various barriers, namely, ‘personal’, ‘academic’ and ‘organizational’ in UNSDGs
implementation. These factors, if they played a positive role, were considered to be the
‘facilitators’, and conversely, if they had a negative impact, they were termed ‘barriers’ to
UNSDG implementation. Because of this reason, in our conceptual framework (Figure 1),
it is proposed that barriers/facilitators have a moderator role between the identities and
the implementation of UNSDGs within marketing curricula. First among these are the
self-barriers subtheme.

4.2.1. Self-Barriers

Participants of this study reflected on individual challenges that prevent them from
implementing UNSDGs more effectively. Despite being in academia, not all of the partici-
pants believed in the concept of the UNSDGs and their alignment with marketing curricula.
Similarly, this was seen as a rather ‘buzz’ word or as a ‘current trend’. These participants
shared their personal experiences and observations. Among others, the first barrier was
considered to be a ‘lack of awareness’ of this concept. Most participants admitted to not
having enough information relating to the concepts which caused a barrier preventing
them from implementing the UNSDGs within their curricula. Some participants (e.g., par-
ticipants P1, P10 and P14) mentioned a lack of awareness, especially regarding the details
of UNSDGs, and they were quite open about how this created a barrier when they wanted
to integrate the goals in their content. The quotes below illustrate this issue:
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“I’m not aware of it. . . it’s an interesting one, because I guess it might come back
to not reading enough about it. So, being interested in the goal that it seems to
link to, but without knowing the specifics, I mean, do you [even] need to know
the specifics?” (participant P1).

The above quote, and other similar quotes, reflect not only the academics’ lack of
knowledge but also their discomfort in teaching these topics as they wanted to avoid any
difficulties in the classroom, including questions from students that they are unable to
answer with any degree of confidence. It was clear to participants that if they didn’t know
about something, they would not want to share that topic in the classroom.

Another self-barrier in implementing UNSDGs was participants ‘lack of interest’ in the
topic. The findings showed that organizations had attempted to increase the awareness of
UNSDGs. However, academics in the study pointed out the lack of their personal interest
as one of the barriers to implementing UNSDGs, as illustrated in the following quote:

“You know the UN is big and powerful. Sometimes you may feel very distant, so
you may think that it’s just a source of institution greenwashing. I don’t know.
So maybe [I] don’t trust them” (participant P2).

Participants P7, P9 and P10 had also concurred with the above quote where they
revealed their mistrust in this whole campaign of UNSDG. The participants were of the
view that the topics do not interest them at all, thus they don’t see any point in learning
about it. Although only a few participants had interest in sustainability as their research
area, the majority of the participants were not eager to learn about another topic even
though it was being showcased as a key priority.

Apart from lack of interest and awareness, participants also majorly showed their mis-
trust in the topic of UNSDG’s. For some participants, the impact of UNSDG implementation
is questionable, as seen from this example:

“What would that impact be on the institution? You mean beyond just changing. . .
you see universities want to have this profile of being sustainable, and we want
to promote sustainability, [but] is there room to do it in any way that takes into
account sustainable practices? I guess it does eventually in every single way. Even
I don’t know how realistic it is, how honest it is, that’s why I’m not persuaded”
(participant P9).

UNSDGs were considered by some to be a ‘trendy’ topic or ‘buzz’ word that will go
away after certain time with the arrival of the next new term/concept. It was evident from
the participants that they were not ready to trust the authenticity of the topic, thus they
were refusing to preach about it. This also raised questions regarding the transparency of
the UNSDG’s and the extent to which they are true to their message.

As a result, a key barrier identified in the findings was the lack of personal interest
or awareness of UNSDGs among some marketing academics. This mirrors findings in the
literature, which highlight the role of individual motivation and knowledge in shaping
pro-sustainability behaviors [81]. Academics who lacked awareness of the specifics of the
UNSDGs were less likely to incorporate them into their teaching, as they felt uncomfortable
addressing topics they did not fully understand. This highlights the need for professional
development and training programs to increase academics’ knowledge and confidence in
teaching sustainability-related content.

Furthermore, the perception of the UNSDGs as being a ‘buzzword’, or ‘trendy topic’,
also acted as a barrier, with some participants expressing skepticism about the long-term
impact of these goals. This finding aligns with studies on the adoption of sustainability
practices in higher education, which have found that faculty members often resist imple-
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menting new initiatives if they perceive them as fads rather than meaningful, long-term
commitments [82].

4.2.2. Academic Barriers

Apart from personal barriers, participants of the study also identified academic bar-
riers which could also act as facilitators if dealt with positively. The first of these was
‘perceived relevance’.

Perceived Relevance: Most participants in the study pointed out that perceived relevance
of the goals to their teaching modules made it challenging to integrate goals:

“I would immediately see some as more immediately relevant to marketing, and
the marketing syllabus, you know. So, for me, things like safe cities. It wouldn’t
feature heavily in the marketing syllabus, but the whole idea of health and well-
being, definitely addressing poverty. . . I don’t see them all as equally priority
areas, or even equally applicable to marketing syllabus” (participant P1).

Some academics mentioned that it was challenging to make their research relevant to
the goals, which put them in a disadvantaged position in funding opportunities:

“But you know, where you are bidding for funding, for example, those who are
working in environmental things. . . they can easily get the funding, but not the
others” (participant P3).

There were also examples of participants who struggled to fit the goals into their
teaching modules due to the expected content of the modules themselves:

“It is very difficult, really, because trying to find the balance between the academic
content and the sustainability, it’s not that easy. I don’t think I can. It’s speaking
about all my own modules for example, I don’t think I can implement more,
because already we are giving their assignment on sustainability and social
issues” (participant P7).

Resource Availability: Academics in the study pointed out challenges due to resource
availability. In some cases, these challenges were related to time constraints:

“I intend to make some changes. If I had time, I’d love to change a lot of what I
do to reflect strategies on sustainability” (participant P1).

“You just have to show some connections. . . time, time of course we don’t get
enough. We don’t get time to prepare to be honest, [or] to change” (participant P9).

“. . .time, definitely is something that I did not have, time to incorporate this one”
(participant P14).

“You know very well in the context of where we all dream [but] we are all busy
people. Sometimes we might be tempted to look for some shortcuts to deliver our
module objectives without having to do extra work, to seek relevant material con-
tent regarding those UNSDGs, [but] we need a lot of support” (participant P15).

For some academics, the resource challenges were sourced by the lack of examples or
case studies related to UNSDGs, as illustrated in the following quotes:

“I said I tried to give examples that students could easily relate to. OK, so if
you’re in the UK, you could easily give examples from the fields of football.
More examples or diverse examples from different parts of the world should
be included. Because you think that’s not helping them to relate to the concept.
On the other hand, it’s really important that wherever you come from, it’s really
important that you understand about the problems in the other parts of the world”
(participant P12).
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“What is sustainable? How can I incorporate [it] honestly?. . .but sometimes, if
you do see a good case study, or a good example, then you can think ‘oh, that’s
something I was looking for’ then that could be another option to incorporate
sustainability into the modules” (participant P13).

Perceived Priorities: Furthermore, perceived priorities have been identified that aca-
demics considered can create barriers when implementing UNSDGs. The following quotes
are examples of some perceived priorities:

“If you’re teaching a 10-credit type module where you’ve got limited time to get
through your syllabus, you struggle to get through the core stuff that you feel
a student needs, without then throwing in just the a separate topic, or separate
weeks on sustainability, which probably explains why I talk about the issues in
the context of the other topics that are already in there” (participant P1).

“For the global marketing, I think I haven’t included the sustainability, because
this is [a] six weeks module, so obviously because we have quite hectic weeks.
So, I haven’t” (participant P13).

In addition to self-barriers, the study identified these academic barriers that hindered
the implementation of UNSDGs. One of the most prominent academic barriers was the
perceived relevance of the UNSDGs to specific marketing modules. Academics who did
not see a clear connection between the goals, and their course content, were less likely to
integrate them into their teaching. This is consistent with the literature on curriculum devel-
opment, which suggests that faculty members are more likely to adopt new content when
they perceive it as relevant, and aligned with their disciplinary norms and pedagogical
goals [83].

4.2.3. Organizational Barriers

For many academics, their organizations put barriers in place when implementing
UNSDGs within marketing curricula. Although they state that these could be turned into
facilitators, leadership and a general lack of support are the subthemes that are brought
out particularly by participants as being obstacles in their current state.

Leadership: As can be seen in the following quotes, academics expect leadership
and structure from their organizations when trying to implement UNSDGs into their
module content:

“Leadership will be a facilitator. You know, if you got leadership at all levels down
from a school, from Dean level, down to the discipline level. If leadership will
walk you in that direction, then that would be a facilitator, [but] if that leadership
isn’t there, I think that would be a barrier” (participant P1).

“. . .if my university gives me direct instructions to teach something else, if it’s
relevant to the course I will teach it” (participant P8).

Lack of Support: Several academics mentioned that a lack of support from their host
organizations made it difficult to implement UNSDGs within marketing curricula. Support
in the form of training and idea exchange were common examples of when support was
provided as can be seen in the quotes below:

“We could, ourselves, receive better education on what this [is], what these issues,
principles, factors are. It might then encourage us to think about how we might
incorporate this in our teaching” (participant P1).

“They have to complete [some] sort of like a training, and so, this is for staff and
students, so that everyone is aware of the issues and sustainability, etc., but not
necessarily [that] we have to integrate it in the modules” (participant P7).
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“Task forces . . . where everyone comes together, and they could even brainstorm
[and] give feedback to one another, even for other modules, you know. So maybe
get some ideas” (participant P9).

These findings indicate that organizational barriers, such as a lack of leadership and
support, played a significant role in shaping academics’ ability to implement UNSDGs.
Participants expressed frustration with the lack of institutional guidance and resources,
which made it difficult to incorporate sustainability into their curricula. This echoes
previous research on the challenges of implementing sustainability in higher education,
which has highlighted the importance of institutional support, leadership and clear policies
in facilitating the integration of sustainability into teaching and research [84].

4.2.4. Facilitators of UNSDG Implementation

Despite these barriers, the study also identified several facilitators that supported the
implementation of UNSDGs. One of the most significant facilitators was the presence of a
strong personal or academic identity aligned with sustainability. Academics who identified
themselves as being sustainability advocates were more likely to seek out opportunities to
integrate UNSDGs into their teaching, even in the absence of institutional support. This
finding aligns with the literature on identity and agency, which suggests that individuals
who strongly identify with a cause are more likely to take proactive steps to promote it,
regardless of external constraints [85].

Additionally, participants noted that institutional encouragement, even if not for-
malized, played a role in facilitating UNSDG integration. Departments that promoted
sustainability as part of their broader mission helped to create an environment in which
academics felt more motivated and supported in their efforts to include UNSDGs in their
curricula. This finding aligns with studies on organizational change, which emphasize the
role of institutional culture and values in shaping faculty behavior [86].

5. Discussion

This study has presented three key educational contributions. Firstly, the present
study makes an original contribution to help understand the impact of multiple identities
on the implementation of the UNSDGs within marketing curriculum. The study outlines
that personal identity and academic identity play a role in the extent to which UNSDGs are
implemented within marketing modules. More specifically, how oriented an individual
is towards sustainability, and their knowledge of UNSDGs influences the level of imple-
mentation within their marketing modules. In addition, the teaching orientation of the
academics within the present study demonstrated a preference for a more practitioner-
oriented approach to teaching, with sustainability being implemented where consistent
with this approach. Additionally, research-oriented staff implemented the UNSDGs to a
lesser extent, unless they were personally sustainability-focused, alongside their research.
Furthermore, the strategic direction of the organization, alongside that of the business
school, was positively related to greater implementation of the UNSDGs.

Secondly, previous literature has sought to understand processes by which business
schools can integrate the UNSDGs within marketing curriculum, however the present
study shows that this process seems to have been ignored, with UNSDGs being assigned on
an ad-hoc basis to teaching modules rather than being put at the forefront of a strategy. This
reality also seems to be in contrast to the overall strategies presented by the UK universities
represented in this study, each of which claims to place a key importance on sustainability
within their own university strategies.

Thirdly, regardless of the identity of the academics in the present study, and the
process undertaken to implement UNSDGs within marketing curriculum, many barriers
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exist to successful implementation. These can also be found at the personal, academic and
individual levels. The self-level barriers consist of a lack of knowledge and/or interest or a
skepticism around sustainability in general. It is interesting that, at the halfway stage to the
2030 achievement goal, a lack of knowledge still exists within the academic community.
Even more worrying is that the credibility of the goals seems to be in question for many
academics, with some remaining uninterested, or not believing in the potential impact that
the goals may have. At the academic level, academics are not always convinced of their
relevance, are not prioritizing UNSDGs, or even sustainable content in general, and do not
consistently feel they have the resources required to successfully implement the goals.

Lastly, organizational barriers exist in that the leadership for UNSDG implementation
agendas within institutions seem to be applying little pressure to achieve the desired
outcomes, with formal rules and processes absent in many universities included within
this study. In addition, it would appear that many universities are unwilling to provide
additional time for teaching content to be refreshed to include the necessary UNSDG
content. Accordingly, Table 3 presents recommendations that may assist institutions in
enhancing the implementation of UNSDGs within the marketing curriculum within their
own organization.

Table 3. Recommendations for UNSDG Implementation.

Departmental Level Recommendations Institutional Level Recommendations

Ensure strategic consistency at the departmental and institutional levels.

• Provide materials related to the
UNSDGs to academics.

• Institutions should provide clear
guidelines concerning the extent to,
and how, UNSDGs should be
implemented.

• Allow extra time for academics to
integrate UNSDGs within their
modules.

• Provide transparent results on
sustainability activities of the
organization.

• Where possible, teaching-oriented
staff should be preferred. If not
possible, provide support, in the form
of time and resources to
research-oriented staff.

• Provide training for staff to build
knowledge of UNSDGs.

• Leadership should set clear rules
regarding UNSDG implementation,
and follow-up.

• Ensure leaders are advocates of
sustainability.

Future research should look to quantitatively test antecedents to, and consequences of,
UNSDG implementation within marketing curriculum. The study suggests that UNSDG
implementation within marketing curriculum is limited in general, and that business
schools need to re-evaluate the effectiveness of UNSDG implementation within their
departments and teaching teams, and consider how, and the extent to which, UNSDGs
are actually implemented. Further research is now recommended to generate a better
understanding of UNSDGs implementation within the marketing curriculum.

6. Conclusions

In this study, two main themes have been identified that influence integration of
UNSDGs into marketing curriculum in the UK, these being (1) Identities and (2) Bar-
riers/facilitators. Under identities (personal/academic), academics who are personally
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committed to sustainability and have a strong understanding of UNSDGs are more likely
to embed these principles in their teaching. Teaching-focused academics incorporate UNS-
DGs when they align with industry practices, while research-oriented academics engage
with them only if sustainability is relevant to their research. Additionally, the strategic
priorities of universities and departments have been seen to play a crucial role in shap-
ing how extensively UNSDGs are implemented, as institutional support can encourage
greater adoption.

Some factors played the role of barrier/facilitator depending on the context. For ex-
ample, many academics lack awareness, interest, or belief in the effectiveness of UNSDGs.
Despite being halfway to the 2030 target date, knowledge gaps persist, and some aca-
demics remain skeptical about UNSDGs’ credibility, reducing their motivation to engage
(or otherwise) based on their awareness level. Academically, UNSDGs are not always
considered relevant, nor are they prioritized in teaching. Many academics feel under-
resourced, leading to ad hoc integration rather than structured curriculum development.
At the institutional level, universities may lack formal policies or leadership pressure to
enforce UNSDG adoption. Limited time and support for content updates further restrict
implementation, despite universities emphasizing sustainability in their broader strate-
gies. Without structured support, integration of the UNSDGs within teaching modules
remains inconsistent.

For those interested in further reading on this topic, the authors direct you to the work
of Adams et al. [87], and that of Chang and Lien [88], who both present comprehensive
ideas for mapping taught module sustainability against the UNSDGs to ensure that it is
fully embedded across the curriculum. Furthermore, the work of Collier et al. [89] may be
helpful with regard to supporting, and implementing, changes of this nature, and the work
of Lei et al. [90] to then evaluate the success of such implementation of thereafter.

7. Limitations

The present study has several limitations. The study was conducted only within the
UK. Further studies could examine the implementation of the UNSDGs within different
countries. It should be noted that the operational definition of ‘identity’ has a theoretical ba-
sis, it therefore remains abstract in practical application and its direct impact on curriculum
design requires more explicit quantitative evidence.

Data was collected from 15 participants. At this point data saturation was deemed
to have occurred with no new data being presented. However, a larger future study may
reveal additional considerations.

The study employed a qualitative approach, incorporating academics from six different
universities, and accordingly, the generalizability of the findings is unclear at this time.
Further research could take a quantitative approach to validate the findings through a
quantitative analysis. In addition, the study could conduct a wider review of practices
within the UK and include different countries to develop cross-national comparisons
between findings. However, interview questions asked to participants were designed for a
marketing specific context which limits the transfer of findings to other disciplines.

The results of the present study involved subjective interpretation, and although every
effort was made to ensure their validity, no causal relationships were tested. Further-
more, although the data analysis undertaken is comprehensive, it is entirely based upon
qualitative interviews undertaken and so lacks quantitative validation, or cross-national
comparisons, both of which would add to the validity of the study.

In addition, inter-coder reliability and reflexivity can inherently add variation as even
though those undertaking the data analysis operated as a close team, their own positionality
can sometimes influence data interpretation.
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Considering these limitations, the present study is both interesting and useful and pro-
vides an initial insight into the factors influencing UNSDG adoption within the marketing
curriculum, but as such, it is only the start of a journey which now needs to be adopted by
other researchers to broaden the understanding of this phenomenon.
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Appendix A. Interview Guide Extract

Below is an extra from the interview guide used for this study:

Appendix A.1. Opening Questions

• Can you please introduce yourself?
• What did you do before joining academic?
• Why did you become an academic?
• Have your expectations been met (as an academic)?
• How would you define yourself as an academic?
• What are the most important things for you as an academic?
• Have you noticed any changes in yourself since you started as an academic?
• What are those and why do you think these changes have occurred?

Appendix A.2. Academic Identity (Teaching Profile)

• What is your job role?
• How long have you been working in academia?
• What department do you work in?
• What modules do you teach?
• What is the size of the modules you teach on?
• How long have you been teaching marketing modules?
• Who is responsible for designing your modules?

Appendix A.3. Developing Marketing Curriculum

• What do you consider when designing your module content?
• How often do you update the content?
• Why do you make these changes?
• What inspired these changes? And why these changes?
• Have you noticed any changes over time in the content being delivered in modules?
• Are you satisfied with the current content in your modules? If no, why not?
• Do you plan to make any changes going forward? If yes, why?
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Appendix A.4. Academic’s Understanding of UNSDGs

• What does sustainability mean to you?
• Is sustainability important to you personally?
• How does this reflect in what you do as an academic?
• Is sustainability important at your institution?
• Are they doing anything to promote sustainability?
• Are you aware of the UNSDGs?
• What is your understanding of UNSDGs?
• How did you become familiar with them?
• Do you think they are important? And why?

Note: If participant has no knowledge of UNSDGs—use alternative question set:

Do you have content on:

• Poverty;
• Hunger;
• Quality education;
• Sustainable Production;
• Sustainable Consumptions;
• Safe City;
• Equality;
• Health and Well-being;
• Responsible Business;
• Decent Work and Economic Conditions;
• Environmental Sustainability;
• Peace and Justice;
• Climate Action.

Appendix A.5. Motivation Behind Using UNSDGs in Marketing Curriculum

• Do you integrate UNSDGs in your module content? (Content, assignment, activities)
If so,

- What extent do you integrate them?
- Does this vary across modules?
- Why do you include UNSDGs in your content?
- When did you first do this?

• Are there any requirements from your institution to include SDGs into your modules?

- Would they have done it without?
- Do you plan to implement/continue implementing them into your teaching?
- Has this had any impact at all?
- On your institution? If yes, how or what kind of impact?
- On you? If yes, how or what kind of impact?
- On your module? If yes, how or what kind of impact?

• Have you implemented them in any innovative ways?
• What could be done to further your implementation of the UNSDGs into your teaching?
• Where do you think they would fit into your module?
• What are the barriers to including them?

- Why are these barriers?
- Can you do something to overcome them?
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Appendix A.6. Other

• Is there anything else you would like to mention regarding the UNSDGs?
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