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Abstract

Demarketing serves as a strategic approach to managing demand for overused products and has the potential to
encourage customers to adopt more responsible patterns and behaviors aligned with environmental sustainability.
This study aimed to develop an anti-growth marketing model designed to enhance environmentally sustainable
behaviors. It employed a qualitative methodology within an inductive paradigm characterized as descriptive-
survey and fundamental in nature. The statistical population of the study comprised 16 experts, including
university professors and electricity company managers selected by using purposive sampling based on the
principle of theoretical sufficiency. Data collection was conducted through content analysis with semi-structured
interviews designed to elicit the experts' views and opinions on the phenomenon of Demarketing. The gathered
data were subsequently analyzed using MAXQDA software. To ensure the validity and reliability of the data
collection instruments, content validity, as well as inter-coder and intra-coder reliability, was assessed. The
findings revealed that the research model encompassed effective factors, such as legal requirements, stakeholder
interests, and unstable procedures, strategies, including reverse marketing mix, supply and inventory
management, and highlighting negative information, and consequences at various levels: individual (awareness,
support for sustainable products, and active participation), organizational (strategic positioning, combating
greenwashing, and enhancing brand image), and environmental (improving public health, preserving
biodiversity, and mitigating climate change).

Keywords: Demarketing, General Demarketing, Selective Demarketing, Ostensible Demarketing, Sustainable
Development.

Introduction

A closer examination of the lives of humans and other creatures reveals just how fundamentally their survival
depends on the environment. Clean water, fresh air, and sufficient oxygen are essential needs provided by the
resources available in nature (Carvalhais et al, 2025). Unfortunately, human activities have led to significant
environmental degradation, posing a threat greater than that to any other species. This crisis of environmental
destruction will inevitably endanger all forms of life (Wang et al, 2025). Thus, protecting and preserving this
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destruction will inevitably endanger all forms of life (Wang et al, 2025). Thus, protecting and preserving this
invaluable asset—the environment—is a responsibility shared by all inhabitants of the Earth. Imam Ali (AS)
stated, “Man is never allowed to consider himself free, unbridled, and detached from nature; he has no right to
seek comfort through the pollution and destruction of nature.” This hadith underscores the importance of
environmental stewardship, a value recognized in both Islamic teachings and ancient philosophies (Valizadeh &
Nojomi, 2017). In recent decades, concepts like green human resources, green marketing, the Internet of Energy,
and green supply chains have gained prominence in management and organizational literature aimed at fostering
responsible and sustainable behaviors that mitigate negative environmental impacts (Kahia et al, 2024).
Conversely, another marketing strategy that organizations employ in response to environmental concerns is anti-
growth marketing. This approach is adopted for various reasons, including the reduction of pollution, curtailing
excessive consumption, managing resource limitations, and maintaining brand image (Yoon et al, 2024). Anti-
growth marketing stands in stark contrast to traditional marketing, which primarily seeks to increase demand and
consumption. This strategy intentionally reduces demand for various reasons, including promoting
environmentally sustainable behaviors, curbing excessive resource consumption, and ensuring compliance with
laws and regulations (Ahmad & Guzman, 2021). Demarketing can be viewed as the intentional rejection of
customers whose values do not align with those of the organization (Hall & Wood, 2021). The urgency to protect
and preserve the environment is more pronounced than ever, despite advancements in science and technology.
Issues like population growth, uncontrolled development, environmental degradation, and pollution—along with
the repercussions of industrialization and consumerism—have significantly heightened environmental challenges
and concerns (Kumar & Kumar, 2023). Consequently, the optimal use of resources and the reduction of waste
have become essential principles for both governments and organizations. Achieving a balance between human
needs and environmental protection through strategies like market reduction ensures that our efforts to fulfill
those needs do not compromise environmental quality, thereby maintaining ecosystem sustainability for future
generations (Salem & Al-Ethaw, 2023).

Materials & Methods

This research employed a qualitative approach within an inductive paradigm characterized as descriptive-survey
and fundamental in purpose. The statistical population comprised 16 experts, including university professors and
electricity company managers, who were selected based on the principle of theoretical adequacy through
purposive sampling. Data collection utilized a content analysis method. After reviewing relevant texts, semi-
structured interview questions were developed to elicit the experts' views and opinions on the phenomenon of
anti-growth marketing. The collected data were subsequently analyzed using MAXQDA software. To ensure the
validity and reliability of the data collection instruments, both content validity and inter- and intra-coder
reliability assessments were conducted.

Research Findings
The study successfully developed an anti-growth marketing model aimed at enhancing environmental
sustainability behaviors. Through qualitative analysis involving 16 experts from academia and the electricity
sector, the findings highlighted several key components:

1. Effective Factors

e Legal Requirements: Government policies and regulations played a crucial role in stimulating anti-
growth marketing practices, particularly in controlling pollutant emissions.

o Stakeholder Interests: Engaging various stakeholders could create a supportive environment for
sustainable practices.

e Unstable Procedures: Factors like natural disasters and political instability could significantly impact
demand and supply chains.

2. Strategies

e Reverse Marketing Mix: Adjusting traditional marketing strategies to emphasize sustainability

o Supply and Inventory Management: Efficiently managing resources to minimize waste and
overconsumption

e Highlighting Negative Information: Educating consumers about the environmental impacts of excessive
consumption

3. Consequences

o Individual Level: Increased awareness, support for sustainable products, and enhanced cooperation
among individuals

e Organizational Level: Improved strategic positioning, reduced greenwashing, and a stronger brand image
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o Environmental Level: Positive impacts, including enhanced public health, biodiversity preservation, and
reduced climate change effects

The findings indicated that adopting Demarketing strategies could effectively promote responsible
consumption behaviors, ultimately contributing to sustainable development and mitigating the adverse effects of
climate change.

Discussion of Results & Conclusion

Promoting sustainable and responsible environmental behaviors is crucial for reducing pollution and fostering a
healthier environment for future generations. Environmental sustainability is not only vital for human survival
and well-being, but also plays a significant role in mental health, as well as economic and social development.
The global perspective on environmental sustainability is evolving, with sustainability defined as meeting
current human needs without jeopardizing the ability of future generations to meet their own. Adopting strategies
like Demarketing to encourage responsible behaviors can significantly contribute to sustainable development and
mitigate the adverse effects of climate change. By enhancing awareness, changing habits, and establishing
appropriate infrastructure, we can work towards achieving this essential goal of a sustainable environment. This
study aimed to develop an anti-growth marketing model to promote environmentally sustainable behaviors. The
research model informed by data analysis encompassed effective factors, strategies, and consequences at
individual, organizational, and environmental levels as illustrated in Figure 1. The findings indicated that legal
requirements could serve as a powerful catalyst for anti-growth marketing. Governments can support
environmental organizations by enforcing strict policies and regulations concerning pollutant emissions and
other environmental issues. In conjunction with these legal requirements, organizations can utilize anti-growth
marketing to enhance customer awareness about excessive consumption and environmental risks, thereby
effectively reducing demand. The research conducted by Salem et al. (2021) further supports the notion that
government regulations are instrumental in implementing anti-growth marketing strategies. Additionally, factors
like scarcity, natural disasters, political changes, wars, and global pandemics can disrupt supply chains, leading
to customer loss and damage to brand reputation.
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Table 3. Analysis of interview sample
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Figure 1. Research model
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