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Abstract 

Sustainable marketing is now a strategic requirement of organisations that want to enhance 

performance and address environmental and social expectations. Despite the significant attention 

given to the concept by scholars, empirical information at the firm level in the Nigerian brewing 

industry is scarce. This paper has looked at how sustainable marketing influences organisational 

performance in International Breweries Plc, with particular focus on the Ilesa and Sagamu plants. 

The objectives explored environmental sustainability on operational efficiency, social 

responsibility on community engagement and economic viability on operational productivity. 

Descriptive survey design was used. A census of 256 employees (production, 

marketing/operations, and management units within the two plants) was used in the study. The 

response rate was 96.9 out of 256; 248 of the 256 questionnaires sent out were received and could 

be used. The SPSS version 27 was used to analyse data using descriptive statistics and simple 

linear regression. The alpha coefficients of 0.80-0.85 show that the measurement scales are 

internally reliable at an acceptable level. These findings indicated that environmental 

sustainability had a significant influence on operational efficiency (R² = 0.42, p < 0.05), social 

responsibility had a significant influence on community engagement (R² = 0.44, p < 0.05), and 

economic viability had a significant impact on operational productivity (R² = 0.41, p < 0.05). It 

was found that sustainable marketing has a great impact on the organisational performance when 

it comes to the manufacturing environment. It thus suggested that International Breweries Plc 

ought to integrate sustainability into its fundamental strategy, enhance stakeholder-based 

programmes, and invest in innovations that are economically viable and that can help it maintain 

its strength over time. 
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1.0 Introduction 

 

1.1 Background Information 

The concept of sustainable marketing is no longer in the periphery of business conversation but is 

at the core of modern business strategy. In developed and emerging economies, organisations are 

now being called upon to create value in a manner that is not only protective of the natural 

environment but is also responsive to the interests of stakeholders and long-term economic 

sustainability. This change is indicative of a wider understanding that marketing is not merely 

preoccupied with generating demand and making sales but also with determining responsible 

production, consumption, and communication, as well as relationships with stakeholders. 

Sustainable marketing in the literature is typically viewed as the process of combining the 

environmental, social, and economic aspects of marketing decisions and value-generation 

activities (Belz and Peattie, 2012; White, Habib, and Hardisty, 2019). Sustainable marketing does 

not solely focus on short-term sales goals but aims at creating long-term relationships with 

customers, employees, communities, regulators, and investors. In this regard, it aligns the success 

of businesses with the welfare of society and good stewardship of resources. Sustainable marketing 

is particularly relevant within manufacturing sectors where companies are subject to intense 

scrutiny in terms of waste, energy consumption, emissions, labour standards, product 

responsibility and their effects on communities. Sustainable marketing, in such industries, can 

impact organisational performance in a number of ways. Environmental sustainability may 

enhance operational effectiveness by minimising waste and resource consumption, social 

responsibility may enhance stakeholder confidence and local participation, and economic viability 

may assist in productivity by ensuring that sustainability projects are commercially viable. The 

brewery sector offers a rather appropriate context in which one can study such relationships. 

Brewing is a resource-intensive and very noticeable activity for host communities. Water, energy, 

packaging materials, logistics and waste-management systems are also essential to production 

processes, and brand performance is often influenced by the way the population views corporate 

behaviour. Therefore, decision-making processes concerning sustainability are not peripheral to 

the breweries; they are directly related to the costs, publicity, social acceptability, and future 

competitiveness. 

 

Within developed economies, the literature of breweries and other manufacturing companies is 

gradually converging around the idea that sustainability-related practices play a role in the 

operation and reputational performance. Sustainability surveys carried out on breweries in Europe 

have underscored the significance of process optimisation, energy efficiency, local sourcing and 

waste valorisation to business performance. In the US, studies have also indicated that 

environmental programmes and community-based practices affect market position as well as 

business resilience. Corporate sustainability and ESG performance studies in Asia show that 

environmental and social commitments may enhance firm performances, when firms associate 

sustainability with innovation and efficiency. In Africa, though, and in Nigeria especially, the 

evidence is scattered. The current literature is generally predisposed to including green marketing, 

corporate sustainability, consumer response or financial performance separately. Much less focus 

has been on the institutional-level processes where particular dimensions of sustainable marketing 
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influence particular organisational performance outcomes. This disconnect is of particular 

significance to the Nigerian brewery sector, where sustainability demands are on the increase and 

where companies must strike the balance between the efficiency of operations, social expectations 

and competitiveness. 

 

International Breweries Plc. is a company that holds a leading position in the brewery industry in 

Nigeria. The plants in Ilesa and Sagamu are located in different geographical settings but have 

common production and market tasks. These two plants thus offer a suitable environment to 

investigate whether the environmental, social, and economic aspects of sustainable marketing have 

any quantifiable effects on the performance of organisations.  

 

1.2 Statement of the Problem 

Sustainable marketing is regarded as a strategic value; nonetheless, there are large gaps in 

empirical and contextual studies, especially in the developing economies. Nigeria has few studies 

on sustainable marketing in the brewery sector, although the sector is highly susceptible to 

environmental, social and operational sustainability issues (Nwankwo and Kanyangale, 2023; 

Okafor, 2019). In addition, most of the available literature does not analyse the firm level and uses 

aggregate or secondary data, whereas organisational performance is commonly defined as a broad 

concept and is not connected to concrete performance indicators (Rahi et al., 2024; Noo-Urai & 

Jaroenwisan, 2022). Despite the helpful information offered by international studies, this gap is 

not filled. As an example, Fuentes et al. (2025) and Serviss (2025) concentrate on lifecycle 

efficiency and technological optimisation in the developed economies, but Zhang et al. (2025) 

concentrate on financial outcomes based on large datasets in Asia. These studies are contextually, 

methodologically, and conceptually different from the current studies. As a result, the impact of 

environmental sustainability, social responsibility and economic viability on the operational 

efficiency, community participation and productivity of Nigerian manufacturing companies 

individually is under understood. The research fills these gaps by offering firm-level evidence on 

a brewery organisation in Nigeria. 

 

1.3 Objectives of the Study 

The broad objective of this study is to examine the impact of sustainable marketing on 

organisational performance while the specific objectives were to: 

i) evaluates the effect of environmental sustainability on operational efficiency in international 

Breweries Plc.; 

ii) examine the effect of social responsibility on community engagement in the study area; and 

iii) analyse the effect of economic viability on operational productivity in the study area. 

 

1.4 Research Hypotheses 

H01: Environmental sustainability has no significant effect on operational efficiency at 

International Breweries Plc. 

H02: Social responsibility has no significant effect on community engagement at International 

Breweries Plc. 

H03: Economic viability has no significant effect on operational productivity at International 

Breweries Plc. 
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2.0 Literature Review 

 

2.1 Conceptual Review 

2.1.1 Sustainable Marketing 

Sustainable marketing can be defined as the planning, execution and management of marketing 

processes in a manner that meets the customer and organisational objectives without infringing on 

ecological balance, advancing social welfare, or ensuring economic sustainability (Belz and 

Peattie, 2012). It builds on the conventional marketing approach by making responsibility, 

transparency and value to the stakeholder central in the decision-making processes of the business. 

Sustainable marketing in this sense does not simply involve promoting environmentally friendly 

products; it also includes production decisions, sourcing decisions, pricing reasoning, 

communication principles, distribution channels and after-consumption accountability. The 

modern concept of sustainable marketing focuses on the transition from a short-term barter to the 

creation of long-term values. This strategy acknowledges the fact that companies are embedded in 

larger social and environmental systems and that marketing choices can inform consumer 

behaviour and business legitimacy (White et al., 2019). Consequently, sustainable marketing aims 

at achieving value not only to consumers and shareholders but also to employees, communities 

where they are hosted, regulators, suppliers and even future generations. To perform this study, 

sustainable marketing is operationalised based on three aspects, which include environmental 

sustainability, social responsibility, and economic viability. These dimensions have been used to 

show the main pillars of sustainability and are more suitable when examining performance results 

in a manufacturing organisation. 

 

2.1.2 Organisational Performance. 

Organisational performance can be defined as the degree to which an organisation is able to deliver 

on its intended results in an efficient and effective manner. According to the modern literature of 

management and marketing, performance is identified as a multidimensional construct that 

includes financial, operational and stakeholder-related performance (Vargo and Lusch, 2020; 

Saha, 2024). In the framework of sustainable marketing, organisational performance is not 

confined to financial outcomes but is also social and environmental in nature, which leads to long-

term value creation (Sheth and Parvatiyar, 2020; Vazquez, 2025). 

 

2.1.3 Environmental Sustainability and Operational Efficiency  

Environmental sustainability can be described as the degree to which an organisation reduces the 

adverse ecological footprint by using resources responsibly, eliminating waste, conserving energy, 

and implementing environmentally friendly production methods (Alam, 2023; Noo-Urai and 

Jaroenwisan, 2022). Environmental sustainability in manufacturing companies is predicted to lead 

to efficiency in operations due to cleaner production methods that will reduce waste of materials, 

reduce energy usage and reduce regulatory and compliance expenses. Empirical data indicates that 

sustainability-focused practices can help to optimise processes and reduce costs in the case they 

are implemented in operational routines (Rahi et al., 2024; Fuentes et al., 2025). Instead of being 

a cost liability, the initiatives by the environment are able to deliver efficiency benefits by 

enhancing process discipline, innovation, and resource optimisation. This observation is in line 

with other recent studies that indicate that environmental sustainability practices enhance 
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operational efficiency because of resource optimisation and reduction of waste. As an example, 

Dey et al. (2020) discovered that sustainability-based production systems increase process 

efficiency and minimise operational losses in production companies. Likewise, Fatemi et al. (2018) 

state that companies that embrace environmental considerations in their operations strategies 

record better performance results in terms of cost-efficiency and enhanced resource utilisation. 

 

2.1.4 Social Responsibility and Community Engagement 

Social responsibility means the ethical behaviour of an organisation, its involvement of all 

stakeholders, employee welfare, and the community (Sheth and Parvatiyar, 2020; Nguyen, 2022). 

In the context of sustainable marketing, social responsibility has a positive impact on 

organisational legitimacy and enhances the relationship with external stakeholders. Social 

responsibility is an important factor in the development of the community perception and the social 

licence of a firm to operate in the industries with strong ties with communities, the brewery and 

food production segments (Akinadewo et al., 2024). It has been empirically demonstrated that 

organisations which are prolific in community development and stakeholder-focused initiatives 

most likely establish trust, minimise conflicts, and enhance long-term relational outcomes 

(Nguyen, 2022). The empirical literature also backs this result since it proposes that corporate 

social responsibility improves stakeholder relations and organisational legitimacy. Velte (2017) 

discovered that socially responsible companies have better stakeholder trust and reputation results, 

and Adegbite and Nakajima (2011) emphasised that in emerging economies like Nigeria, socially 

responsible practices are essential in establishing a good relationship with host societies and 

maintaining the organisational functioning. 

 

2.1.5 Economic Viability and Operational Productivity 

Economic viability can be defined as the sustainability of the operations of an organisation in the 

short and medium term by managing its costs effectively, innovation, competitive pricing, and 

efficient distribution of resources (Vazquez, 2025; Saha, 2024). In the framework of sustainable 

marketing, economic viability is used to make the condition that environmental and social 

programmes are not considered as being separate but in relation to long-term business 

sustainability. Studies have shown that companies that combine sustainability with economic goals 

are better placed to record better productivity and long-term performance results (Rahi et al., 

2024). Sustainability practices that are economically viable promote the efficient production 

systems, promote innovation, and improve quality of output, and do not undermine profitability. 

This observation conforms to the current literature that underscores the need to align sustainability 

efforts with the economic performance. The results of Friede (2019) showed that companies that 

combined sustainability with financial and operational goals are more likely to perform better in 

terms of productivity and sustainability in the long run. Equally, Fatemi et al. (2018) noted that 

economically feasible sustainability practices aid in the improved firm performance through 

sustaining innovation and effective resource allocation. 

 

2.2 Theoretical Framework 

This study is based on the Triple Bottom Line (TBL) theory, the Resource-Based View (RBV), 

and the Stakeholder Theory. The theory of the Triple Bottom Line, attributed to Elkington (1997), 

assumes that the success of organisations ought to be measured by the environmental, social, and 

economic performance instead of financial performance. This model offers a first-hand basis of 

thinking of sustainable marketing in terms of environmental sustainability, social responsibility, 



FUTA Journal of Logistics and Innovation Technology  Sustainable Marketing and Organisational Performance: Evidence 

from the Nigerian Brewery Industry 

Vol 4, No. 2, December 2025   Kolade, Olatunji, Animasaun and Olawoyin 

95 
 

and economic feasibility (Alam, 2023). The Resource-Based View (RBV), as developed by Barney 

(1991), proposes that competitive advantage can be sustained by the firms with valuable, rare, 

inimitable, non-substitutable resources and capabilities. The efficiency in the use of resources, 

trust among stakeholders, and innovation are sustainable marketing practices that can be translated 

into strategic capabilities that boost the performance of organisations (Rahi et al., 2024). The 

theory of stakeholders refers to the works of Freeman (1984) and states that organisations can build 

long-term value by meeting the needs of various stakeholders, such as employees, customers, 

communities, and regulators. This vision is especially applicable to the explanation of the role of 

social responsibility in community engagement and organisational legitimacy (Nguyen, 2022). 

 

2.3 Empirical Review 

Fuentes et al. (2025) conducted a study of sustainability evaluation in the Spanish craft beer 

production context and discovered that optimisation of processes, energy savings, and sourcing 

materials locally increased sustainability and financial viability. Even though the research was held 

in a brewery environment, it was more of a technology- and process-based research and did not 

focus on perceptions of sustainable marketing by the employees and its immediate correlation with 

the operational, social, and productivity performance. 

 

In addition, within a developed environment, Serviss (2025) found that numerous United States 

craft breweries had implemented energy conservation, water control and resource waste-reuse 

programmes in reaction to market and environmental demands. The business relevance in the study 

involved sustainability, although it was based on craft brewery practices and market behaviour as 

opposed to a firm-level marketing-performance model, similar to one currently under research. 

 

Shen, Lin, Han, and Wu (2023) conducted a review of environmental, social, and governance 

(ESG) practice and research in China and demonstrated that disclosure, ratings, investment, and 

performance have become the new focus of the studies on firm-level sustainability in that country. 

Their review not only reaffirms that sustainability is increasingly a strategic issue in Asia but also 

suggests that a large portion of the data is on the aggregate level of the ESG performance as 

opposed to the disaggregated dimensions of sustainable marketing that are directly connected to 

organisational outcomes such as operational efficiency, community engagement and operational 

productivity. 

 

The evidence in Africa is still relative. Akinadewo, Ogunnaike, and Borishade (2024) analysed 

green marketing programmes and business performance of sampled food and beverage companies 

in Lagos State, Nigeria, and had positive implications on performance. Although they are useful, 

they belong to a broader category of industries and were not specific to the brewery industry or 

the performance measures that this paper explores. 

 

Nwankwo and Kanyangale (2023) examined the sustainable marketing strategies and beer 

consumption in Anambra State at the Nigerian level and discovered that the components of the 

sustainable marketing mix unveiled consumer response. Despite being pertinent to the current 

investigation, this study had significant differences in that it endeavoured to uncover consumer 

behaviour instead of internal organisational performance and failed to conduct the operational 

efficiency, community engagement and operational productivity as separate dependent variables. 

The gap in knowledge is thus evident. Current research is directed at external consumer 
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performance, general financial measures, or sustainability in a more abstract sense. It still lacks 

substantial firm-level data pertaining to the Nigerian brewery sector that differentiates sustainable 

marketing into environmental sustainability, social responsibility, and economic viability and 

correlates each of these aspects with a particular indicator of organisational performance. This 

paper bridges that gap by analysing these relations in International Breweries Plc., Ilesa and 

Sagamu plants. 

 

3.0 Methodology 

The research design was descriptive survey research. This design was deemed suitable since it 

facilitated the gathering of information among both the employees and management staff on the 

level at which sustainable marketing practices are linked to organisational performance within the 

sampled plants. The sample of study included 256 employees of International Breweries Plc in the 

Ilesa plant and Sagamu plant. Due to the manageable population, a census method was used in the 

study. The respondents included personnel in the production unit and marketing/operations unit as 

well as plant management. The census method guaranteed increased coverage and minimised 

sampling error. The structured questionnaire was used to gather primary data.  The questionnaire 

was structured on the three dimensions of environmental sustainability, social responsibility, and 

economic viability of sustainable marketing and the three performance measures applied in the 

study: operational efficiency, community engagement, and operational productivity. The 

measurement of responses was done using a five-point Likert scale that is Strongly Agree (5) and 

Strongly Disagree (1). Cronbach's alpha was used to test the reliability of the instrument. 

Coefficients between the six constructs were found to be between 0.80 and 0.85, which showed 

there was good internal consistency of the measurement scales. The response rate was 96.9 per 

cent since, out of the 256 questionnaires sent, 248 were returned in a usable form. Data analysis 

was done using SPSS version 27, descriptive statistics and simple linear regression. The 

application of simple linear regression was in line with the research objectives in that all the 

hypotheses tested the effects of a single sustainable marketing dimension on a single organisational 

performance outcome. The three estimated regression models were as follows: 

 

Operational Efficiency (OE) = β0 + β1(Environmental Sustainability) + e 

Community Engagement (CE) = β0 + β1(Social Responsibility) + e 

Operational Productivity (OP) = β0 + β1(Economic Viability) + e 

Where β0 represents the constant term, β1 represents the regression coefficient of the relevant 

predictor variable, and e represents the error term. 

 

Questionnaire distribution and retrieval rate 

Table 1 presents the questionnaire analysis of the questionnaires distributed and received by the 

respondents in the International Breweries Plc, Ilesa and Sagamu plants. The survey was 

administered to 256 workers and the management staff of the organisation. These 248 were duly 

filled and returned, and this represented a 96.9 per cent response, and only 8 of the questionnaires, 

representing 3.1 per cent of the total, were lost. The high response rate indicates the high level of 

cooperation between the respondents, and the adequacy and reliability of the data collected as fit 

to be analysed statistically. 
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Table 1. Questionnaire distribution and retrieval rate 

Description Frequency Percentage (%) 

Questionnaires distributed 256 100.0 

Questionnaires returned 248 96.9 

Questionnaires not returned 8 3.1 

Total 256 100.0 

Source: Author's computation (2025). 

 

4.0 Results and Discussion 

 

4.1 Demographic Characteristics of Respondents 

Table 2 shows the demographic attributes of respondents, which gives a significant understanding 

of the composition, experience, and representativeness of the study population. The gender 

representation is higher in males (61.3%) than in females (38.7%), which is characteristic of the 

workforce composition in manufacturing and brewery businesses, where males tend to dominate 

technical and production-related jobs. Regarding age, most respondents are aged between 30 and 

39 years (41.1%), and 28.2% aged 40-49 years are considered economically active and productive. 

Employees aged 20-29 years and 50 years and older are 19.4% and 11.3% respectively. This 

implies a workforce that is young but at the same time has a lot of professional experience that is 

of great value in the implementation of sustainability practices. The respondents are well educated, 

with 47.6% having degrees in HND/B.Sc, 29.8% having degrees in OND/NCE and 22.6% having 

postgraduate degrees. This means a well-educated labour force with the potential to comprehend 

and promote sustainable marketing campaigns. In addition, experience levels indicate that 41.9% 

have experience between 5 and 10 years and 33.9% have more than 10 years, implying high 

institutional knowledge. The prevalence of operational staff (47.6%), middle management (37.1%) 

and senior management (15.3%) also guarantees the representation of views at all levels of 

organisational structure and makes the results more reliable. 

 

Table 2: Demographic Characteristics of Respondents 

Variable Category Frequency Percentage (%) 

Gender Male 152 61.3 
 Female 96 38.7 

Age (Years) 20 – 29 48 19.4 
 30 – 39 102 41.1 
 40 – 49 70 28.2 
 50 and above 28 11.3 

Educational Qualification OND/NCE 74 29.8 
 HND/B.Sc. 118 47.6 

http://b.sc/
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Variable Category Frequency Percentage (%) 
 Postgraduate 56 22.6 

Years of Experience Less than 5 years 60 24.2 
 5 – 10 years 104 41.9 
 Above 10 years 84 33.9 

Position/Role Senior Management 38 15.3 
 Middle Management 92 37.1 
 Operational Staff 118 47.6 

Total  248 100.0 

Source: Author’s Computation 2025 

 

4.2 Likert Scale Responses 

The Likert scale results summary in table 3 shows that the perception of sustainable marketing 

practices is strong and positive in all three dimensions. Regarding environmental sustainability 

(H01), the mean scores are in the range of 4.08 to 4.12, which indicates that the respondents mostly 

believe that the adoption of eco-friendly production processes, energy usage, and waste 

management practices is performed successfully and helps to enhance the level of operational 

efficiency. On the same note, the means of responses under the social responsibility (H02) are high 

(4.12 to 4.15), which implies that there is a high level of agreement that the organisation 

contributes to community development, stakeholders and community relations. This shows a good 

impression regarding the social responsibility undertaken by the firm and the contribution it makes 

towards community participation. According to economic viability (H03), the range of mean scores 

is 4.08 to 4.10, indicating that the respondents agree that pricing strategies, investment in 

innovation, and economic practices lead to operational productivity. 

 

Table 3 Summary of Likert Scale Responses  

Hypotheses Questionnaire Items SA A U D SD Total Mean  

H01: There is no significant 

influence of environmental 

sustainability on 

operational efficiency 

Does the organization 

implement eco-

friendly production 

processes? 

112 88 25 15 8 248 4.12 

 

 
Are energy and waste 

management practices 

followed? 

108 90 28 12 10 248 4.08 

 

 
Do environmental 

initiatives improve 

work efficiency? 

115 85 22 15 11 248 4.10 
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Hypotheses Questionnaire Items SA A U D SD Total Mean  

H02: There is no significant 

impact of social 

responsibility on 

community engagement 

Does the company 

support community 

development projects? 

120 80 25 15 8 248 4.15 

 

 
Does the company 

engage stakeholders in 

social programs? 

110 92 30 10 6 248 4.14 

 

 
Does social 

responsibility improve 

community relations? 

115 85 28 12 8 248 4.12 

 

H03: There is no significant 

influence of economic 

viability on operational 

productivity 

Does the 

organization’s pricing 

strategy ensure 

sustainability? 

108 92 28 10 10 248 4.08 

 

 
Does the company 

invest in profitable 

innovations? 

112 88 30 10 8 248 4.10 

 

 
Do economic practices 

enhance overall 

productivity? 

110 90 25 12 11 248 4.08 

 

Source: Author’s Computation 2025 

 

4.3 Descriptive Statistics of Sustainable Marketing Dimensions and Organisational 

Performance 

Table 4 demonstrates the descriptive statistics of the key variables adopted in the research to offer 

an understanding of perceptions of respondents in regard to sustainable marketing dimensions and 

organisational performance. The lowest possible value of the variables was 1, and the highest 

possible was 5, which means that all the answers took the maximum possible range of the Likert 

scale. All variables have mean scores that are relatively high, between 4.09 and 4.14, which 

indicates that the respondents have a lot of general agreement about the existence of sustainable 

marketing practices and the resultant performance outcomes. In particular, the mean values 

obtained were highest in social responsibility and community engagement (4.14 each), which 

means that the respondents find a strong level of social interaction and stakeholder engagement in 

the organisation. Both the environmental sustainability and operational efficiency indicators share 

an average score of 4.10, which depicts a good evaluation of the eco-friendly action and efficiency 

in operations. The means of economic viability and operational productivity are relatively low, 

indicating a degree of agreement with regard to the economic and productivity performance of the 

organisation. 
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Table 4: Descriptive Statistics of Sustainable Marketing Dimensions and Organisational 

Performance 

Variable N Min Max Mean Std. Deviation 

Environmental Sustainability (ES) 248 1 5 4.10 0.61 

Operational Efficiency (OE) 248 1 5 4.10 0.60 

Social Responsibility (SR) 248 1 5 4.14 0.63 

Community Engagement (CE) 248 1 5 4.14 0.61 

Economic Viability (EV) 248 1 5 4.09 0.62 

Operational Productivity (OP) 248 1 5 4.09 0.62 

Source: Author’s Computation (2025) 

 

4.4 Cronbach’s Alpha Reliability Analysis  

Table 5 indicates the outcome of the Cronbach's alpha reliability test of all the constructs of the 

study. The results show that the internal consistency of all the variables is high and the alpha values 

are 0.80 to 0.85. The alpha of environmental sustainability was 0.82, and the highest coefficient 

of reliability was recorded by social responsibility, which measured 0.85. The economic viability 

was also very reliable with an alpha of 0.81. In a similar manner, the dependent variables showed 

a high level of reliability with the operational efficiency of 0.80, community engagement of 0.83, 

and the operational productivity of 0.82. These values are higher than the generally agreed 

reliability of 0.70, which shows that the measurement items of each of the constructs are consistent 

and reliable enough to capture the intended concepts. The reliability test shows that the study 

instrument passed the acceptable level of the internal consistency test. The values of all Cronbach's 

alphas were more than the generally accepted value of 0.70, which shows that the items employed 

in measuring each construct are reliable and can be used in further analysis. 

 

Table 5: Cronbach’s Alpha Reliability Analysis 

Construct Number of Items Cronbach’s Alpha 

Environmental Sustainability (ES) 3 0.82 

Social Responsibility (SR) 3 0.85 

Economic Viability (EV) 3 0.81 

Operational Efficiency (OE) 3 0.80 

Community Engagement (CE) 3 0.83 

Operational Productivity (OP) 3 0.82 

Source: Author’s Computation (2025) 

 

4.5 Simple linear regression results 

Table 6 gives strong empirical evidence of the effects of sustainable marketing dimensions on 

organisational performance based on the results of the regression analysis. Environmental 

sustainability has a positive impact on operating efficiency (β = 0.62, p < 0.05) that shows that 

42% of the variation can be attributed to environmental sustainability. This indicates that processes 

like minimising waste and energy efficiency, which are environmentally friendly, also add value 
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to process optimisation and cost efficiency. This result is in line with Fuentes et al. (2025), who 

identified an increase in operational performance of the brewery environment with sustainability-

driven production enhancements, and Rahi et al. (2024), who pointed to the efficiency increase 

with sustainability integration. Likewise, the community engagement is strongly influenced by 

social responsibility (β = 0.64, p < 0.05), and the strongest explanatory power (R² = 0.44) is 

achieved. This implies that the organisational legitimacy and trust are enhanced through 

stakeholder-orientated activities and social investments in a community. This finding is in line 

with that of Nguyen (2022) and Akinadewo et al. (2024), who discovered that corporate social 

responsibility enhances stakeholder relationships and brand image. Economic viability also plays 

an important role in the operational productivity (β = 0.61, p < 0.05), as 41 per cent of the variation 

can be explained. This means that profit-driven sustainability practices are in favour of innovation 

and an efficient output. The finding confirms the works of Saha (2024) and Vazquez (2025), who 

have stated that economically viable sustainability policies drive a higher performance in the long 

run. In general, the Durbin-Watson values (1.95-2.01) indicate the lack of autocorrelation, which 

is one of the strong points of the models. All these findings prove that sustainable marketing is an 

influential indicator of organisational performance in the operational, social and economic aspects. 

 

Table 6. Simple linear regression results 

Hypothesis Predictor (X) 
Outcome 

(Y) 
β R R² 

Adj. 

R² 
t 

p-

value 

Durbin-

Watson 
Decision 

H01 
Environmental 

Sustainability 

Operational 

Efficiency 
0.62 0.65 0.42 0.41 10.12 0.000 1.97 

Reject 

H0 

H02 
Social 

Responsibility 

Community 

Engagement 
0.64 0.66 0.44 0.43 10.85 0.000 2.01 

Reject 

H0 

Hypothesis Predictor (X) 
Outcome 

(Y) 
β R       

H03 
Economic 

Viability 

Operational 

Productivity 
0.61 0.64 0.41 0.40 9.95 0.000 1.95 

Reject 

H0 

 

Source: Author's computation (2025). 

 

4.6 Discussion of Findings 

The initial hypothesis tested the effects of environmental sustainability on the efficiency of 

operations. The findings indicated a positive statistically significant correlation (β = 0.62, R² = 

0.42, p < 0.05), which proves that environmental sustainability is the factor that explains 42 per 

cent of the change in operational efficiency. It implies that green manufacturing, energy usage, 

and minimisation of waste play significant roles in enhancing the performance of operations. This 

result aligns with that of Fuentes et al. (2025), who discovered that sustainability practices lead to 

improved efficiency of processes and un-recycled losses in the production of breweries. On the 

same note, Rahi et al. (2024) also noted that environmental sustainability efforts enhance cost 

efficiency and operational performance within manufacturing companies. These findings 

corroborate the Triple Bottom Line approach that focuses on the incorporation of environmental 

practice in organisational efficiency. The second one was a hypothesis that social responsibility 
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influences community engagement. The results revealed the significant positive correlation (β = 

0.64, R² = 0.44, p < 0.05) between social responsibility and community engagement. This implies 

that community development programmes and initiatives that are stakeholder orientated enhance 

trust and enhance organisational legitimacy. This finding is in line with Nguyen (2022), who 

established that the social responsibility of corporations improves social acceptance and 

stakeholder relationships. It also corroborates the findings of Akinadewo et al. (2024), who have 

found that socially responsible practice leads to enhanced brand perception and association with 

communities in the Nigerian food and beverage industry. These findings support stakeholder 

theory, which contends that stakeholder relationships should be addressed to achieve long-term 

success. The third hypothesis evaluated the impact that economic feasibility would have on the 

productivity of operations. The outcomes showed that there is a strong positive correlation (β = 

0.61, R² = 0.41, p < 0.05) between the two, implying that economically viable sustainability 

practices predict a large share of productivity outcomes. This means that companies which have 

had sustainability aligned with profitability, innovation and effective use of their resources are in 

a better position to improve productivity. This observation aligns with Saha (2024), who has 

revealed that sustainability practices, which are associated with financial objectives, enhance the 

performance of firms. On the same note, Vazquez (2025) established that combining economic 

sustainability and strategic decision-making can increase long-term productivity and 

competitiveness. These findings are aligned with the Resource-Based View, which assumes that 

the capabilities that are strategically embedded play a role in the high organisational performance. 

 

Most importantly, the results show that sustainable marketing has a big impact on organisational 

performance on environmental, social, and economic levels. What is more important, the findings 

show that every dimension of sustainable marketing is linked to a specific performance outcome: 

environmental sustainability with operational efficiency, social responsibility with community 

engagement and economic viability with operational productivity. This offers a more refined 

perspective of the performance relationship of sustainability as it goes beyond the generalised 

claims, and it provides concrete evidence on the levels of individual firms of how individual 

sustainability practices can be converted into quantifiable organisational results. These are in line 

with the previous empirical research that indicates that sustainable marketing activities can 

contribute to the successful performance of organisations when the environmental, social and 

economic aspects are effectively aligned (Friede, 2019; Dey et al., 2020). Together, the findings 

support the point of view that sustainability is not only a regulatory requirement but also a strategic 

potential that leads to efficiency, enhances stakeholder relationships and increases productivity in 

contemporary organisations. 

 

4.7 Policy Implications 

The implications of the results of this research to policymakers and industry regulators in the 

manufacturing industry in Nigeria are significant. First, policies should be advocated that would 

support the incorporation of environmental sustainability in production processes using incentive 

schemes like tax reliefs, subsidies, and government support of green technologies. Second, 

frameworks promoting corporate social responsibility, especially community engagement efforts, 

should be fortified by the policymakers to instil trust and social stability in host societies. Third, 

the international economic policies must facilitate the principle of innovation-driven sustainability 

by enabling businesses to embrace cost-effective and productivity-improving practices. 
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5.0 Conclusion and Recommendations. 

 

5.1 Conclusion 

This research paper explored the impact of sustainable marketing on organisational performance 

at the International Breweries Plc., Ilesa and Sagamu plants. The research determined that 

environmental sustainability greatly enhanced operational efficiency, social responsibility greatly 

enhanced community engagement, and economic viability greatly enhanced operational 

productivity. The evidence thus demonstrates that sustainable marketing is not a secondary 

corporate process but a serious strategic performance driver. The study adds to the literature by 

offering firm-level support by the industry of Nigerian breweries and also by matching each aspect 

of sustainable marketing with a specific organisational performance result. It also provides 

practical usefulness to managers of manufacturing-related companies by demonstrating that 

investments associated with sustainability may generate operational, social, and economic returns 

when well planned.  

 

5.2 Recommendations 

The study recommends that International Breweries Plc and other manufacturing companies 

should: 

i) enhances the internalisation of environmental sustainability into operations in an effort 

to maintain operational efficiencies; 

ii) enhance stakeholder-based and community-orientated programmes as a way of 

enhancing community involvement and social legitimacy; 

iii) focus on innovations and pricing choices that can be implemented economically to 

ensure that sustainability efforts also enhance operational effectiveness; 

iv) institutionalise regular sustainability audits and performance reviews to enable 

continuous improvement; and 

v) goes beyond compliance as it instils sustainability thinking in the strategic planning, 

employee orientation, and performance management systems. 

 

6.0 Suggestion for Further Research 

To generalise its findings to more than a single organisational scenario, future research should 

expand this study by looking at sustainable marketing behaviour in multiple companies in the 

manufacturing industry. It would also be valuable to conduct comparative studies in various 

industries or regions and have a better understanding of how contextual factors affect the 

sustainability-performance relationship. Further studies may also use longitudinal designs to 

determine the enduring impact of sustainable marketing on organisational performance. It is also 

necessary to include other performance metrics, such as financial performance and innovation 

outcomes, to have a more comprehensive evaluation. Lastly, qualitative methods may also be 

utilised to examine managerial views and implementation issues related to sustainable marketing 

practices. 
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