NEUE KONZEPTE

Sustainable consumption and the internet

Does online advertising stimulate

overconsumption?

Alongside its many potentials for sustainable con-
sumption, digitalization also bears considerable
risks. Online marketing strategies may increase
consumption levels. New results of an experimen-
tal study provide multifaceted insights for future
research and marketing practice.

By Vivian Frick, Maike Gossen and

Sara Elisa Kettner

dvertising is the main financing model on the internet. As
online marketing exposure increases and advertisements
become more effective through personalization and data ana-
Iytics, the question of advertising’s influence on consumption
gains new relevance in sustainability debates.

Revisiting an old debate

Research into the effects of marketing on consumption and
consumerism has repeatedly indicated that advertising stimu-
lates and perpetuates materialistic values (e. g., Richins 2017).
Since it increases consumption desires or “aspiration levels”,
advertising has often been criticized as a barrier for sustain-
able lifestyles (Kasser/Kanner 2004; Thogersen 2014). Some
authors even argue that advertising is one of the main driv-
ers of environmental degradation through unsustainable life-
styles in the Global North (Latouche 2009, Stoeckl/Luedicke
2015). Although there are sustainable, even sufficiency-promot-
ing forms of marketing (Gossen et al. 2019, Gossen/Kropfeld
2022), the vast majority of advertising content promotes the
purchase of conventional consumer goods and services, and
is, thus, directed towards consumption increase. Correspond-
ingly, advertising spending is correlated with economic growth
and increased consumption on a societal level (e.g., Molinari/
Turino 2018). Deloitte (2017) calculated that, for every euro
spent on advertising, the gross domestic product (GDP) rises
by seven euros.

Before they had internet access, people were exposed to ad-
vertising on TV, billboards, in print, and radio. Now, online ad-
vertising has been added to these marketing channels, lead-
ing to a huge increase in daily exposure for the average person.
In 2020, 780 billion dollars were spent on online marketing,
51% of total media advertising expenditures (Statista 2021). For
2021, online advertising expenditures are expected to record a
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growth of more than 15% (ibid.). Moreover, not only the quan-
tity but also the quality of advertisements has been changing.
Efforts to increase the efficiency of advertisements in creating
purchases are manifold and include search engine optimiza-
tion (SEO), personalization, big data, and machine learning,
among other strategies. For example, banner ads personalized
by retargeting — advertising products or shops people recently
visited online — receive more clicks than non-personalized ban-
ner ads (Bleier/Eisenbeiss 2015). Online marketing was thus
shown to have higher returns than traditional advertising (Din-
ner et al. 2014).

Another characteristic of online advertising is the internet’s
growing dependence on it. Because users do not pay for using
most websites, many service providers, for example search en-
gines, social media platforms, and other digital services, are de-
pendent on advertising revenue. In other words, users pay for
online services by way of their personal data, and ultimately,
viewing ads (Kingaby 2020). In sum, with the ubiquity of inter-
net advertising, the debate on advertisements’ detrimental im-
pacts has been revived, and the stakes are rising: The charac-
teristics of online advertising do not only intensify the risk of
unsustainable overconsumption but also pose threats of mass
surveillance, the spread of misinformation (Kingaby 2021), and
decreased well-being (Dittmar et al. 2007).

Online advertising influences product
choice — but what about consumption
levels?

In a systematic literature review, we summarized findings
concerning the effects of online advertising on consumption
levels. We identified SEO marketing, banner advertisements,
social and influencer marketing, and content marketing as the
most relevant forms of online advertising.

As a fairly established format, banner advertising has a sig-
nificant effect on online purchases, specifically, exposure to
banner advertising increases the probability a customer will
purchase (Manchanda et al. 2006). Social media use generally
correlates with materialistic values, status consumption, and
purchase intentions (e. g., Taylor/Strutton 2016). In a survey,
respondents reported an increased desire to buy clothes after
seeing posts on fashion blogs or social media (Wahnbaeck/
Roloff 2017). Influencer marketing on social media also has a
consumption-stimulating effect. 88% of a recent survey’s re-
spondents said they had already bought a product because in-
fluencers recommended it (Rakuten Advertising 2019). Another
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study showed that support for a product from famous people
correlates with a higher purchase intention (Ertugan/Mupindu
2019). Such marketing can also help to arouse and increase con-
sumer desires through the aesthetic presentation of consumer
goods on Pinterest or Instagram (Denegri-Knott/Molesworth
2013; Kozinets et al. 2017). Among the marketing techniques
of online shops, sales are increased, in particular, by up-sell-
ing, namely explicitly offering a higher-quality product alter-
native instead of a (cheaper) option chosen by customers (Hei-
dig et al. 2017).

Even if, as outlined above, there is increasing research on
the effects of online marketing on purchase decisions, findings
are not unequivocal, and the quality of a substantial number
of studies is relatively poor. In addition, most of the empirical
studies investigate advertisement awareness, brand awareness,
and purchase intentions, whereas the relationship between
advertising exposure and actual consumption levels has not
been researched so often. Furthermore, most research was con-
ducted in marketing, where a certain product choice is the tar-
get behaviour rather than consumption levels. A few other stud-
ies found correlations between advertisement exposure and
consumption levels (e.g., Frick et al. 2021). In sum, research to
date has not yet determined whether online advertisements’ ef-
fectiveness simply shift product choice or whether it increases
consumption levels. With the study at hand, we, therefore, ad-
dress the question of whether online advertising increases con-
sumer aspiration levels and thereby consumption levels.

A multimethod approach to measuring effects

To answer our research question, we used interviews, a sur-
vey, and an experiment. This multimethod approach was neces-
sary to shed light on the topic from several perspectives: those
related to qualitative and quantitative empirical insights and
those from actors, namely marketing experts and consumers.
First, we conducted qualitative expert interviews with practi-
tioners from online shops, marketing consultancies, and in-
dustry associations. The focus of the eight interviews lays on
receiving deeper insights from marketing practice. Addition-
ally, a cross-sectional survey and a behavioural experiment
were conducted, both with the same sample of n = 1,000 partic-
ipants in Germany, to gather data on whether online advertis-
ing increases perceived consumption needs and individual con-
sumption levels. Specifically, the cross-sectional survey aimed
at investigating the relationship between the frequency of per-
ceiving an online advertisement and — in comparison with a tra-
ditional, analogue advertisement — individual consumption and
aspiration levels. Hence, it focused on the long-term, accumu-
lated effect of online advertising. Furthermore, an incentivized
behavioural experiment was conducted to test the short-term,
spontaneous effects of online advertisements on consumption
behaviour. In the experiment, six experimental conditions in a
2x 3 design were tested. We tested two types of online advertise-
ment: A fictional news website including advertorial banners
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“To create more realistic
research conditions,

more collaboration between
sustainability science

and marketing practice

is recommended.”

and an Instagram feed including posts from influencers (influ-
encer marketing) and companies (social media advertisement).
Next to an advertisement-free baseline condition, for both ad-
vertisement types, experimental conditions contained either
product-specific advertisements for products (that participants
could purchase in the experiment’s online shop) or general ad-
vertisements on lifestyle products. The effects on purchasing
behaviour were subsequently measured in a fictional online
shop for consumer electronics and home furniture, where par-
ticipants could choose products and win them through a lottery.
In the next three sections, we briefly summarize the results of
the empirical investigations.

The interviews: Impact on consumption
often remains unclear

To estimate the practical relevance of online advertising, the
interviews first addressed the types of strategies mainly imple-
mented by the interviewed consultancies and companies. The
interview partners emphasized as particularly relevant in prac-
tice not only strategies such as website or e-mail marketing but
also personalized advertising, social media marketing, and con-
tent marketing. The various strategies of online shops, such as
dynamic pricing, up-selling, or cross-selling were mentioned
less frequently.

When asked what purpose the interviewed companies and
consultancies were pursuing with online advertising, three cen-
tral goals were mentioned: Acquisition of new customers, build-
ing customer loyalty, and increasing sales. Social media and
influencer marketing play a major role in acquiring new cus-
tomers and in building customer loyalty. To increase loyalty,
marketers further use a newsletter or e-mail marketing and of-
fer discounts or access to temporary sale promotions. Strate-
gies such as banner advertising and (re-)targeting are particu-
larly relevant for increasing purchases, but companies also use
SEO or price comparison website as well as special offers via
e-mail newsletters or apps. To effectively rollout online adver-
tising and, in particular, personalized content, marketers need
the personal data of their target groups. Collecting this data in-
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volves analyzing data the company itself possesses (purchase
history, interactions) but also accessing data provided by social
media platforms and other digital services that track user data.
The interviewees considered compliance with data protection
rules to be extremely important, but in some cases, they also per-
ceived it as an unwelcome limitation to personalized advertising.

Measuring success and impact in marketing has become
easier through digitalization, and many metrics abound: For
example, the conversion rate of products, clicking behaviour,
views, dwell time, and bounce rates, and analytic models such
as the recency, frequency, monetary-ratio (RFM) segmentation
model. In social media marketing, marketing success is meas-
ured using other metrics, including the number of followers
and the degree to which followers are active on the platform
and interact with posts and comments. Despite the high num-
ber of indicators and models measuring the success of online
advertising, the interviewees stated that they knew little about
the actual impact of specific campaigns on consumption be-
haviour. Especially for more recent marketing strategies such
as personalized advertising, a lack of experience and doubts
about the effectiveness were evident.

Overall, the interviews showed that marketing strategies ap-
pealing to customer emotionality (e. g., content-marketing) will
be applied even more frequently in the future, as will social
commerce, that is, making purchases directly from social me-
dia platforms or apps, with both facilitating purchases. These
trends will most likely continue to increase consumption.

The survey: People who perceive more
advertisements have higher aspiration levels

In the cross-sectional survey, we investigated whether the
frequency with which people perceive online advertising is re-
lated to their consumption aspiration level and their consump-
tion level, namely with them wanting and purchasing more
products. Mediation analyses were conducted to predict the
consumption level of both consumer electronics and furniture

(Figure 1). In both cases, analyses revealed positive effects of on-
line advertising on aspiration levels for furniture, p =.25, and
for electronics, p = .31 (standardized recoefficient, p of path a;)
as well as of traditional advertising for furniture, p = .16, and
for for electronics p = .11 (path a,) . These higher aslevels pre-
dicted higher conlevels in both sectors of furniture, f =.18, and
electronics, p = .14 (path b). In sum, we found a significant in-
direct effect of both advertising formats on the individual con-
sumption level, mediated via the aspiration level.

More frequent awareness of online marketing, as well as
that of traditional advertising formats, was related to increased
perceived consumer demand, and this, in turn, predicted
higher levels of product consumption. Whether this correla-
tion means that advertising increases consumption levels and
needs, or whether individuals particularly interested in certain
products simply perceive this advertising more often, cannot
be clarified with certainty by a cross-sectional survey design.

It should be emphasized that the perception of online ad-
vertisements and traditional advertisements could not be sep-
arated by factor analysis, and they correlated very highly with
each other. This correlation means that people who reported
seeing online advertising more often also saw more traditional
advertisements.

The experiment: Online advertisements’
acute effects are hard to measure

The behavioural experiment aimed at measuring the short-
term, spontaneous effects of different types of online advertise-
ments on consumption levels. After displaying either no, prod-
uct-specific, or general advertisements on a news website and
Instagram feed, consumption was measured as the number of
purchased products, the monetary value of the purchases in
euro, and the share of advertized products in the shopping cart.
Furthermore, the relationship between likes in the social me-
dia feed and purchases in the online shop and the reasons for
purchases were investigated.

Perception frequency of
online advertisement

a

a,

Perception frequency of
traditional advertisement

Aspiration level

Consumption level

Figure 1. The mediated effect of perception of online and traditional advertising on consumption levels
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The results show that the experimental conditions — ban-
ner on the news website and product-specific and influencer
advertisements on Instagram — did not provoke an increase
in consumption compared to the advertisement-free baselines.
Furthermore, product-specific and general advertisements had
the same effect on consumption levels. However, the experi-
ment reveals a relationship between product-specific advertise-
ments on social media feeds and the actual purchase of prod-
ucts, in other words, participants who saw specific advertorial
posts and “liked” them also purchased the product at a later
stage, whereas product posts that were not liked were generally
not added to the shopping cart. In conclusion, product-specific
advertisements correlated with actual purchases, but with gen-
eral advertisements or banners, other purchases were substi-
tuted in the shopping cart.

The experiment also provides further insights into reasons
for purchases. One reason arose from a general tendency to-
wards excessive consumption, for instance, 28 % of the partic-
ipants said that they selected products because they enjoyed
the experience of shopping. Furthermore, a rational reason for
purchases was enunciated, 24% of respondents indicated that
they would have purchased the products irrespective of the ex-
periment. Lastly, 34 % expressed avoidance of unnecessary con-
sumption as a reason for not purchasing specific products. In
conclusion, these results show that the participants were mo-
tivated by a wide range of factors, some of which increase and
some of which decrease consumption levels.

The pitfalls of measuring online
advertisement’s effects

Our study offers new insights into the debate on advertise-
ments’ influence on consumption levels. Our contribution can
be divided into methodological aspects of how the influence
can be detected and content-related aspects of how effective
or detrimental advertising is. The actual effect can only be in-
terpreted in light of the methodological robustness of the as-
sessment, which is why we thoroughly discuss methodological
weaknesses and learnings of our empirical investigation in the
following. The fact that our literature study revealed that most
studies do not address consumption levels, but rather product
choice, is the starting point for the subsequent discussion and
comparison of our results.

In our multimethod study, we became aware of each em-
pirical method’s specific limitations, which reduce the ability
to address the research question. Cross-sectional surveys (both
in our study and in the literature, Frick et al. 2021) cannot de-
termine causal directions. We found that perceiving more on-
line advertisements predicts higher aspiration, and thereby
higher consumption levels. Yet, it remains unknown whether
the online advertising causes a consumption increase, or rather,
whether a general interest in certain consumption goods ex-
plains both a higher exposure to an online advertisement and
a higher consumption level.
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“The internet needs independence
from marketing as long
as there is evidence that

online marketing may cause social
or environmental harm.”

To explore causality, we applied an experiment. This method
is considered the “golden standard” for identifying a causal di-
rection, yet operationalization can be challenging. In our exper-
iment, we could not measure any effects in which social media,
influencers, or banner advertising were able to increase pur-
chasing behaviour in the short term. There are several possible
explanations for this lack of effect, one of which is, of course,
that these online advertising strategies simply have no effect.
In light of past research and marketing practice, this explana-
tion is relatively unlikely. More probably, the following three ex-
planations play a role. First, our fictional news website and so-
cial media posts might not have created a realistic scenario in
the laboratory. Second, due to the high prevalence of advertis-
ing on the internet, there might be a habituation effect, and in-
dividual advertisements only unfold a weak effect. Third, this
lack of effect might also be due to the difference between meth-
odological approaches to measure effectiveness in online mar-
keting and those in social science research. Marketing data an-
alytics can detect even very small changes in the buying behav-
iour of the very large audiences of the advertising, for example
in A-B-testing: Due to the large audience, small effects already
produce relevant revenue. Such small effects, however, would
not be detected as significant in a scientific experiment with a
few hundred participants. In the case of social media market-
ing, influencer marketing might not have had an effect in our
experimental setting because it may only work if the addressed
person has an actual interest in the influencer who runs the In-
stagram account. To avoid methodological limitations such as
the ones we experienced and to create more realistic research
conditions, more collaboration between sustainability science
and marketing practice is recommended.

Advancing the debate on the role of online
advertising for society and sustainability

Under the methodological limitations given, we interpret
our findings as follows. The literature analysis and the cross-
sectional survey confirmed a long-term correlation of the per-
ceived frequency of online advertising with individual con-
sumption levels and perceived consumption needs. We thereby
replicated the findings of existing studies for the product cate-
gories of home furniture and consumer electronics.
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Although there is no doubt that advertising will spread even
further in digital spheres in the future and that it will find new
ways to convince users to buy new goods, it is also indisputa-
ble that ethical use of online advertising is essential. In light
of affluent consumption being one of the key drivers of the
stress on planetary boundaries (Ivanova et al. 2016; Wiedmann
et al. 2020), the potentially detrimental effects of online adver-
tising (Kasser 2020) should not be taken lightly. Our results
must be considered in the context of the central importance of
advertising for financing the internet. The internet needs in-
dependence from marketing as long as there is evidence that
online marketing may cause social or environmental harm. To
reach this independence, policy measures to curb the power of
large (monopolized) platforms and to establish financing mod-
els without advertising and data collection are needed (Frick
et al. 2021). In the end, what is already established for sustain-
able consumption should also become evident for marketers:
To create value not only for profit, but also for people and the
planet, oftentimes, less is more.

References

Bleier, A./Eisenbeiss, M. (2015): Personalized online advertising effective-
ness: The interplay of what, when, and where. In: Marketing Science 34/5:
669—688. doi: 10.1287/mksc.2015.0930

Deloitte (2017): The economic contribution of advertising in Europe. A report
for the World Federation of Advertisers. https://www.owm.de/fileadmin/
Archiv/public/downloads/publikationen/Value_of_Advertising_-_
Studie_D___EU.pdf

Dinner, |. M./Heerde Van, H.)./Neslin, S.A. (2014): Driving online and offline
sales: The cross-channel effects of traditional, online display, and paid
search advertising. In: Journal of marketing research 51/5: 527-545. doi:
10.1509/jmr.11.0466

Dittmar, H./Bond, R./Hurst, M./Kasser, T. (2014): The relationship between
materialism and personal well-being: A meta-analysis. In: Journal of per-
sonality and social psychology, 107/5: 879. doi: 10.1037 /20037409

Ertugan, A./Mupindu, P. (2019): Understanding the relationship between
celebrity endorsement on social media and consumer purchasing inten-
tion. In: International Journal of ADVANCED AND APPLIED SCIENCES
6: 58-68. doi: 10.21833/ijaas.2019.05.010

Frick, V./Gossen, M./Pentzien, |./Piétron, D./Tangens, R. (2021): Policies
to Transform the Internet from Marketplace to Public Space. In:
Okologisches Wirtschaften 36/01: 9-14. doi: 10.14512/OEW0O36019

Frick, V./Matthies, E./Thegersen, J./Santarius, T. (2021): Do online environ-
ments promote sufficiency or overconsumption? Online advertisement
and social media effects on clothing, digital devices, and air travel
consumption. In: Journal of Consumer Behaviour 20/2: 288-308. doi:
10.1002/cb.1855

Gossen, M./Kropfeld, M. 1. (2022): “Choose Nature. Buy Less.” Exploring
Sufficiency-Oriented Marketing and Consumption Practices in the
Outdoor Industry. Sustainable Production and Consumption 30: 720-736.
doi: 10.1016/j.spc.2022.01.005

Gossen, M./Ziesemer, F./Schrader, U. (2019): Why and how commercial
marketing should promote sufficient consumption: A systematic
literature review. In: Journal of Macromarketing 39/3: 252-269. doi:
10.1177/0276146719866238

Ivanova, D./Stadler, K./Steen-Olsen, K./Wood, R./Vita, G./Tukker, A./Hert-
wich, E.G. (2016): Environmental impact assessment of household con-
sumption. In: Journal of Industrial Ecology 20/3: 526-536. doi: 10.1111/
jiec.12371

Kasser, T.E./Kanner, A. D. (2004): Psychology and consumer culture: The
struggle for a good life in a materialistic world. American Psychological
Association. doi: 10.1037/10658-000

OkologischesWirtschaften 1.2022 (37)

Kasser, T. (2020): Advertising’s role in climate and ecological degradation.
What does the scientific research have to say? https://staticl.squarespace.
com/static/5ebd0080238e863d04911b51/t/5fbfcb1408845d09248d4
e6e/1606404891491/Advertising's+role+in+climate+and+ecological+degr
adation.pdf

Kingaby, H. (2020): Al and Advertising: A Consumer Perspective. https://
medium.com/swlh/ai-advertising-a-consumer-perspective-f8cd0fb6893

Kingaby, H. (2021): Promises and Environmental Risks of Digital Advertising.
In: Okologisches Wirtschaften 36/01: 15-19. doi: 10.14512/OEW0360115

Manchanda, P./Dubé, ).-P./Goh, K.Y./Chintagunta, P.K. (2006): The Effect
of Banner Advertising on Internet Purchasing. In: Journal of Marketing
Research 43/1: 98-108. doi: 10.1509/jmkr.43.1.98

Molinari, B./Turino, F. (2018): Advertising and aggregate consumption:

A Bayesian DSGE assessment. In: The Economic Journal 128/613:
2106-2130. doi: 10.1111/ecoj.12514

Rakuten Advertising (2019): Influencer Marketing Global Survey Report.
https://blog.rakutenadvertising.com/insights/rakuten-marketing-2019-
influencer-marketing-global-survey-report/

Richins, M. L. (2017): Materialism pathways: The processes that create
and perpetuate materialism. In: Journal of Consumer Psychology 27/4:
480-499. doi: 10.1016/j.jcps.2017.07.006

Statista (2021): Digital advertising spending worldwide from 2019 to 2024.
https://www.statista.com/statistics /375008 /share-digital-ad-spend-
worldwide/

Stoeckl, V. E./Luedicke, M. K. (2015): Doing well while doing good?

An integrative review of marketing criticism and response. In: Journal of
Business Research 68/12: 2452-2463. doi: 10.1016/].jbusres.2015.06.032

Taylor, D. G./Strutton, D. (2016): Does Facebook usage lead to conspicuous
consumption?: The role of envy, narcissism and self-promotion. In:
Journal of Research in Interactive Marketing 10/3: 231-248. doi: 10.1108/
JRIM-01-2015-0009

Wahnbaeck, C./Roloff, L.Y. (2017): After the Binge, the Hangover. Insights
into the Minds of Clothing Consumers. Hamburg, Greenpeace.

Wiedmann, T./Lenzen, M./KeyRer, L.T./Steinberger, J. K. (2020): Scientists’
warning on affluence. In: Nature communications 11/1: 1-10. doi: 10.1038/
541467-020-16941-y

AUTHORS + CONTACT //\ ;
Vivian Frick and Maike Gossen are researchers - -
at the Institute for Ecological Economics (I0W).
& ] "'(-:;)‘V |
Al

Institute for Ecological Economics, | |
Potsdamer Str.105, 10785 Berlin. Phone: +49 30 884594-0,
Email: vivian.frick@ioew.de, maike.gossen@ioew.de

Dr. Sara Elisa Kettner is a researcher at ConPolicy —
Institute for Consumer Policy.

ConPolicy, Friedrichstr. 224, 10969 Berlin.
Phone: +49 30 2359116-0, Email: s.e.kettner@conpolicy.de

The authors jointly researched the topic

of sustainable consumption and digitalization

in the project “Digitalization of Markets and Lifestyles”
funded by the German Environmental Agency.



https://www.owm.de/fileadmin/Archiv/public/downloads/publikationen/Value_of_Advertising_-_Studie_D___EU.pdf
https://www.owm.de/fileadmin/Archiv/public/downloads/publikationen/Value_of_Advertising_-_Studie_D___EU.pdf
https://www.owm.de/fileadmin/Archiv/public/downloads/publikationen/Value_of_Advertising_-_Studie_D___EU.pdf
https://static1.squarespace.com/static/5ebd0080238e863d04911b51/t/5fbfcb1408845d09248d4e6e/1606404891491/Advertising's+role+in+climate+and+ecological+degradation.pdf
https://static1.squarespace.com/static/5ebd0080238e863d04911b51/t/5fbfcb1408845d09248d4e6e/1606404891491/Advertising's+role+in+climate+and+ecological+degradation.pdf
https://static1.squarespace.com/static/5ebd0080238e863d04911b51/t/5fbfcb1408845d09248d4e6e/1606404891491/Advertising's+role+in+climate+and+ecological+degradation.pdf
https://static1.squarespace.com/static/5ebd0080238e863d04911b51/t/5fbfcb1408845d09248d4e6e/1606404891491/Advertising's+role+in+climate+and+ecological+degradation.pdf
https://medium.com/swlh/ai-advertising-a-consumer-perspective-f8cd0fb6893
https://medium.com/swlh/ai-advertising-a-consumer-perspective-f8cd0fb6893
https://blog.rakutenadvertising.com/insights/rakuten-marketing-2019-influencer-marketing-global-survey-report/
https://blog.rakutenadvertising.com/insights/rakuten-marketing-2019-influencer-marketing-global-survey-report/
https://www.statista.com/statistics/375008/share-digital-ad-spend-worldwide/
https://www.statista.com/statistics/375008/share-digital-ad-spend-worldwide/
mailto:vivian.frick@ioew.de
mailto:maike.gossen@ioew.de
mailto:s.e.kettner@conpolicy.de

	OEW_2022_1_01_02_59-60_Titel_v06-tw
	OEW_2022_1_03_07_Inh_Edit_Nachrichten_v08-tw
	OEW_2022_1_08_13_AktuelleBerichte_v08-tw
	Der europäische Weg
	Von Kira Cieslewicz, Daniel Lang und Matthias Barth

	Faire Preise für Erzeuger
	Von Ann-Cathrin Beermann

	Die Rolle freiwilliger Instrumente für den nachhaltigen Konsum
	Von Myriam Steinemann, Beatrice Ehmann, Dr. Corinna Fischer, Gerolf Hanke, Ina Rüdenauer


	OEW_2022_1_14_29_Schwerpunkt_v09-tw
	Schwerpunkt: Circular Economy
	Circular Economy: “Rising Star” and Challenges
	By Frieder Rubik, Sabrina Schmidt and Eva Wiesemann

	Circular business models
	By Laura Nießen and Nancy Bocken

	From Green to Circular Public Procurement in Denmark
	By Heidi Simone Kristensen, Mette Alberg Mosgaard and Arne Remmen

	Extended Producer Responsibility and Circular Economy: ‌Three Design Flaws
	By Walter Vermeulen, Kieran Campbell-Johnston and Kaustubh Thapa

	Industrial Ecology in support of building a Circular Economy
	By Gijsbert Korevaar

	Circularity and repair policy in the European Union
	By Carl Dalhammar, Mariana López Dávila, Leonidas Milios and Jessika Luth Richter

	Reconciling Growth and Sustainability through Circular Economy?
	By Eva Wiesemann, Sabrina Schmidt and Frieder Rubik


	OEW_2022_1_30_50_NeueKonzepte_v07-tw
	Improved climate change cost assessments and socio-economic tipping points
	By John Tarpey, Jenny Tröltzsch, Katriona McGlade and Kees C. H. van Ginkel

	Verteilungswirkungen einer CO2-Bepreisung in Gegenwart und Zukunft
	Von Benjamin Held

	Shaping business sector transformations
	By Dirk Arne Heyen

	Does online advertising stimulate overconsumption?
	By Vivian Frick, Maike Gossen and Sara Elisa Kettner


	OEW_2022_1_51_58_Mitt_Lit_Vorschau_v05-tw
	OEW_2022_1_01_02_59-60_Titel_v06-tw



