
Accepted: 03-05-2025 | Revision: 26-06-2025 | Publication: 30-06-2025 | doi: 10.37034/infeb.v7i2.1142 

428 

 

Jurnal Informatika Ekonomi Bisnis 

 

http:/ /www.infeb.org  

2025 Vol. 7 Iss .  2  Hal: 428-432 e-ISSN: 2714-8491 
 

Green Marketing in Action: How Brands Can Stand Out with 

Sustainability 

Heriyanto
1 

1Universitas Widya Dharma Pontianak 

heriyanto@widyadharma.ac.id 

Abstract 

As sustainability becomes a central concern in consumer decision-making and corporate responsibility, green marketing has 

emerged as a strategic approach for brands seeking to achieve market differentiation and long-term loyalty. This study 

explores how brands utilize green marketing to stand out through sustainability by employing a qualitative research design 

involving in-depth interviews with marketing and sustainability professionals across multiple industries. Thematic analysis 

revealed five critical dimensions: authenticity of green claims, integration of sustainability into brand values, consumer trust 

and skepticism, strategic differentiation, and implementation barriers. Findings suggest that authentic and transparent 

sustainability efforts enhance brand credibility and competitive positioning, while internal resistance, financial constraints, 

and the risk of greenwashing limit the impact of green initiatives. The research contributes to the understanding of how 

sustainability-oriented branding can be both a moral commitment and a strategic advantage in increasingly eco-conscious 

markets, offering practical insights for marketers and corporate leaders seeking to build resilient and ethically grounded 

brand identities. 
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1. Introduction 

In an era marked by escalating environmental crises 

and shifting consumer values, sustainability has 

emerged as a critical factor in shaping corporate 

strategies and marketing practices. Brands are 

increasingly expected not only to offer quality products 

but also to demonstrate environmental responsibility 

[1]. As consumer awareness grows, green marketing 

has gained prominence as a means of aligning 

corporate communication with ecological values, 

fostering deeper engagement and trust. Green 

marketing refers to the promotion of environmentally 

friendly products and practices, with the aim of 

satisfying consumer needs while minimizing negative 

impacts on the planet [2]. This paradigm shift from 

traditional to sustainable marketing practices is 

significantly influencing brand perception and 

positioning in competitive markets [3]. 

The increasing demand for eco-consciousness among 

consumers has altered the dynamics of brand 

differentiation. Numerous studies have found that 

consumers tend to favor brands that are perceived as 

environmentally responsible, often demonstrating 

higher levels of loyalty and willingness to pay a 

premium [4] [5]. Consequently, brands that effectively 

integrate green marketing strategies can gain a 

competitive advantage by appealing to the values and 

emotions of sustainability-oriented consumers [6]. 

However, despite the growing interest in green 

marketing, many companies struggle to implement 

authentic and effective strategies that resonate with 

their target audiences [7] [29]. 

Inconsistencies between brand messaging and actual 

environmental practices-commonly referred to as 

greenwashing can undermine brand credibility and 

reduce consumer trust [8] [9]. This has led to a greater 

emphasis on the authenticity and transparency of green 

claims in marketing communications [10]. A growing 

body of literature emphasizes that the effectiveness of 

green marketing lies not only in the promotion of 

sustainable attributes but also in the perceived integrity 

and environmental commitment of the brand [11] [12]. 

As a result, the strategic incorporation of sustainability 

into core brand values has become a key differentiator 

in many industries [13]. 

Furthermore, sustainability-driven marketing is no 

longer confined to niche markets; mainstream 

consumers are now participating in green purchasing 

decisions across various sectors [14] [28]. This trend is 

reinforced by regulatory pressures and social 

movements that advocate for corporate environmental 

accountability [15] [16]. Recent research has shown 

that integrating green values into marketing strategies 

enhances brand equity, strengthens customer 

relationships, and improves overall business 

performance [17] [18]. However, the challenge remains 

for marketers to communicate these values effectively 

and distinguish their brands in saturated marketplaces 

[19] [20]. 

While existing literature provides substantial insights 

into the principles of green marketing and its impact on 

consumer behavior, there remains a lack of empirical 

studies exploring the mechanisms through which green 

marketing contributes to brand distinctiveness and 

consumer preference [21] [22]. In particular, the 
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relationship between sustainability-driven 

differentiation and consumer trust, engagement, and 

loyalty is under-examined [23] [24]. There is also a 

need for deeper investigation into how contextual 

factors, such as cultural values, economic conditions, 

and industry type, influence the success of green 

marketing strategies [25] [26]. 

Therefore, this study seeks to examine how green 

marketing practices enable brands to stand out in 

competitive markets by leveraging sustainability as a 

strategic tool for differentiation. By analyzing 

consumer perceptions and brand performance 

indicators, this research aims to fill critical gaps in 

understanding the practical implications of 

sustainability-oriented marketing. It also aims to 

provide actionable insights for managers and 

policymakers who are striving to align environmental 

responsibility with brand value creation. Through this 

investigation, the study contributes to the broader 

discourse on sustainable branding and the evolving role 

of marketing in driving ecological transformation. 

2. Research Method 

This study employed a qualitative research design to 

explore how green marketing practices enable brands 

to achieve differentiation through sustainability. The 

qualitative approach was chosen to gain an in-depth 

understanding of complex phenomena, such as brand 

authenticity, consumer perceptions, and the strategic 

integration of environmental values into marketing 

efforts. As opposed to quantitative methods that 

emphasize measurement and statistical generalization, 

qualitative inquiry allows researchers to explore the 

richness of participant experiences and the contextual 

factors that shape their responses to green marketing 

initiatives. Semi-structured in-depth interviews were 

conducted with brand managers, sustainability officers, 

and marketing professionals from diverse industries, 

including retail, FMCG, and hospitality. These 

participants were selected using purposive sampling to 

ensure relevance and expertise in the field of 

sustainable branding [27]. Interviews were guided by a 

flexible protocol focusing on how sustainability is 

embedded in brand narratives, how consumers respond 

to green claims, and how organizations navigate the 

challenges of authenticity and greenwashing. 

To ensure rigor and transparency, the research process 

followed established criteria for trustworthiness in 

qualitative research, including credibility, 

transferability, dependability, and confirmability. All 

interviews were audio-recorded with participant 

consent and transcribed verbatim for thematic analysis. 

This method was chosen to identify recurring patterns, 

underlying meanings, and divergent views related to 

green marketing practices. Data analysis was 

conducted iteratively, with coding guided by both 

inductive insights and relevant theoretical frameworks 

on green marketing and consumer behavior. NVivo 

software was used to facilitate coding and data 

management, ensuring systematic organization and 

traceability of analytic decisions. Ethical 

considerations were upheld throughout the study, 

including participant anonymity and voluntary 

informed consent, in alignment with international 

standards for qualitative research ethics [30].Through 

this methodological approach, the study seeks to 

capture the nuanced strategies that brands employ to 

stand out with sustainability and the perceptions that 

these efforts generate among stakeholders.  

3.  Result and Discussion 

Table 1. Participant Profile and Organizational Background 

No Theme F Representative Quote 

1 Authenticity of Green 

Claims 

18 "Consumers can tell when 

it's just marketing; real 
impact matters." 

2 Integration of 

Sustainability into 
Brand Values 

15 "Sustainability is not a 

campaign; it‟s part of our 
brand DNA." 

3 Consumer Trust and 

Skepticism 

14 "There is always a doubt 

about whether companies 
mean what they say." 

4 Strategic Differentiation 

through Green 
Marketing 

12 "We used eco-packaging to 

stand out in a crowded 
market." 

5 Barriers to Effective 

Implementation 

10 "Cost and internal resistance 

are major obstacles." 

One of the most dominant themes that emerged from 

the interviews was the critical importance of 

authenticity in green marketing. A majority of 

participants emphasized that consumers have become 

increasingly sophisticated in identifying disingenuous 

sustainability claims. The notion of authenticity was 

not confined to truthful advertising alone but extended 

to the alignment between a company‟s environmental 

messaging and its operational practices. As one 

sustainability officer explained, “Consumers can tell 

when it's just marketing; real impact matters.” This 

finding echoes existing literature that underscores how 

authenticity significantly influences consumer trust in 

green brands [4]. 

Several respondents argued that failure to uphold 

authentic values often leads to consumer skepticism, 

which in turn dilutes the efficacy of green marketing 

initiatives. This phenomenon is closely related to the 

problem of greenwashing, wherein companies 

overstate or fabricate their environmental credentials 

[1] [9]. Participants from industries such as FMCG and 

fashion reported heightened consumer scrutiny, 

especially on social media platforms, where 

inconsistencies in corporate behavior are rapidly 

exposed. In such a context, authenticity serves not only 

as a moral imperative but also as a strategic necessity 

to maintain credibility and differentiation [8] [9]. 

Interestingly, the interviews revealed that authenticity 

is often built incrementally through small, consistent 

actions rather than grand marketing campaigns. This 

reinforces arguments in the literature that sustained 

brand behavior aligned with ecological values has a 

more significant impact than sporadic promotional 

efforts [19]. The findings suggest that green marketing 

cannot be effective in isolation but must be embedded 
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within the broader corporate ethos, policies, and 

practices to be perceived as genuine by stakeholders.  

Closely related to authenticity is the integration of 

sustainability into core brand values, which was 

identified as a second key theme. Many participants 

highlighted that green marketing initiatives yield 

greater returns when sustainability is not treated as a 

peripheral activity but is instead positioned at the heart 

of the brand‟s identity. One brand manager from the 

hospitality sector stated, sustainability is not a 

campaign; it‟s part of our brand DNA. This insight 

aligns with literature advocating for strategic 

internalization of environmental values to support 

external communication efforts [2]. 

Participants described various approaches to 

embedding sustainability within brand architecture, 

ranging from product design and packaging to supply 

chain management and employee engagement. For 

instance, a retail brand emphasized its transition to 

biodegradable packaging as part of a larger effort to 

eliminate single-use plastics. These strategies not only 

served to meet environmental goals but also enhanced 

the brand's positioning in a crowded market. Such 

findings support previous studies indicating that 

sustainability integration contributes to long-term 

brand differentiation and strengthens competitive 

positioning [3] [21]. 

Moreover, the process of integrating sustainability 

often required overcoming internal resistance and 

aligning organizational culture with green values. 

Several informants noted that marketing departments 

must collaborate closely with operations and 

procurement teams to ensure that environmental 

promises are backed by action. This multi-functional 

alignment, essential in ensuring consistency and 

integrity across touchpoints. These findings suggest 

that green branding success depends on a company's 

ability to institutionalize sustainability not only in 

marketing narratives but throughout the organizational 

ecosystem [22]. 

A third major theme concerns consumer trust, which 

emerged as a nuanced and context-dependent element 

of brand-consumer relationships in green marketing. 

Many participants reported that while sustainability 

messaging attracted initial interest, long-term consumer 

commitment hinged upon ongoing trust in the brand‟s 

environmental commitment. One interviewee 

summarized this sentiment by stating, there is always a 

doubt about whether companies mean what they say. 

This reflects the broader consumer landscape where 

skepticism is a rational response to years of 

overstatements and failed environmental promises [11]. 

The data revealed that consumer trust is not 

automatically conferred upon brands that adopt green 

marketing strategies; rather, it is earned through 

consistent behavior and transparent communication. 

Participants mentioned the role of third-party 

certifications, environmental audits, and public 

reporting as tools to validate their claims. Such 

practices are consistent with recommendations in the 

literature emphasizing the importance of accountability 

mechanisms to build and sustain consumer trust [29]. 

Interestingly, several participants noted that younger 

consumers, particularly Millennials and Gen Z, 

displayed both the highest levels of interest in 

sustainability and the greatest skepticism toward green 

advertising. This demographic paradox places pressure 

on brands to balance compelling messaging with 

rigorous substantiation. Studies by White et al. [14] 

and Lin & Niu [24] similarly highlight this generation's 

demand for transparency and ethical consistency. The 

study confirms that green marketing must go beyond 

visual symbols or slogans to build long-term 

relationships based on trust, value alignment, and 

perceived authenticity. 

The fourth emergent theme centers on how brands 

strategically employ green marketing to achieve 

competitive differentiation. Several participants 

articulated that in saturated and highly commoditized 

markets, sustainability serves as a compelling basis for 

creating unique brand identities. One marketing 

executive noted, we used eco-packaging to stand out in 

a crowded market, highlighting how environmental 

features were purposefully leveraged as differentiators. 

This strategy aligns with branding literature, which 

views positioning as the process of defining a brand‟s 

place in the minds of consumers relative to 

competitors. In the context of sustainability, 

differentiation stems from visible and credible actions 

that distinguish the brand as environmentally 

progressive. 

The study revealed that companies often differentiate 

themselves by integrating green innovation into their 

core offerings. This may involve the use of recyclable 

materials, energy-efficient production, carbon-neutral 

operations, or circular economy practices. As previous 

scholars have argued, green innovation enhances both 

the functional and symbolic value of products, thereby 

influencing consumer evaluations and purchase 

intentions [23]. The findings also suggest that green 

differentiation is most successful when it goes beyond 

product-level adjustments and reflects a broader brand 

philosophy that resonates with consumers' ethical 

concerns. 

Moreover, the effectiveness of green positioning was 

found to vary by industry and market maturity. 

Participants in the hospitality and consumer goods 

sectors reported that green attributes significantly 

influenced customer choice, particularly among urban, 

higher-income consumers. In contrast, companies 

operating in more price-sensitive markets found it 

challenging to use sustainability alone as a basis for 

differentiation. These contextual nuances echo prior 

research that warns against a one-size-fits-all approach 

to green marketing [26]. Therefore, strategic 

differentiation must be informed by both consumer 

expectations and industry-specific dynamics to 

generate tangible competitive advantage. 
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Importantly, some participants emphasized that 

sustainability-based differentiation is not inherently 

sustainable unless it is continually innovated and 

communicated. Brands that succeed in green 

positioning adopt dynamic strategies, periodically 

refreshing their environmental commitments in 

response to new scientific insights, stakeholder 

expectations, or regulatory developments. This insight 

resonates with the idea that green marketing must be a 

living strategy, adaptable and forward-looking rather 

than fixed or ceremonial [2]. Hence, sustainable 

differentiation is as much about process as it is about 

positioning, requiring continuous alignment between 

value propositions and environmental imperatives. 

Despite the strategic value of green marketing, the final 

theme in this study revealed several barriers that hinder 

effective implementation. These barriers include 

organizational inertia, limited budgets, lack of 

expertise, and internal resistance to change. As one 

brand manager candidly shared, cost and internal 

resistance are major obstacles. This reflects broader 

concerns in the literature that while environmental 

marketing is conceptually desirable, it often encounters 

friction at the operational and managerial levels [15]. 

Financial constraints were the most frequently cited 

obstacle, especially among small and medium-sized 

enterprises (SMEs). Participants described how 

sustainable materials or technologies often entail 

higher upfront costs, which may not yield immediate 

returns. This creates tensions between short-term 

business performance and long-term sustainability 

goals. While some firms manage to overcome this 

through external funding, government incentives, or 

cross-subsidization, others are forced to scale down or 

delay their green initiatives. These challenges are well-

documented in studies that highlight the economic 

trade-offs involved in sustainability transitions [14] 

[16]. 

Another common barrier is the lack of internal 

alignment across departments. Marketing teams often 

feel isolated in their sustainability advocacy, especially 

when operations, finance, or procurement do not share 

the same priorities. This misalignment can result in 

fragmented campaigns that lack substance and 

coherence, leading to skepticism among consumers and 

stakeholders. Integrated efforts across the value chain 

are essential to avoid disjointed messaging and ensure 

operational consistency. The participants‟ narratives 

affirm that internal education, cross-functional 

collaboration, and leadership commitment are 

prerequisites for successful green marketing execution. 

Furthermore, the risk of backlash was a concern for 

several respondents. Participants feared that if 

environmental claims were perceived as exaggerated or 

insufficiently substantiated, they might provoke public 

criticism or damage brand equity. This underscores the 

importance of transparency and third-party verification 

in green marketing efforts [8]. The fear of reputational 

harm sometimes led companies to under-communicate 

their sustainability efforts, resulting in missed 

opportunities to strengthen consumer relationships. 

This green silence, as described [9], illustrates the 

delicate balance brands must strike between boldness 

and caution. 

Overall, the study's findings suggest that while green 

marketing offers promising avenues for differentiation 

and consumer engagement, its effectiveness is 

contingent on overcoming structural, cultural, and 

strategic obstacles. Managers must navigate these 

complexities with a clear vision, evidence-based 

planning, and a willingness to invest in long-term 

environmental and brand outcomes. Future research 

could further examine how these barriers manifest 

across different organizational sizes, industries, and 

cultural settings to develop more nuanced frameworks 

for green marketing strategy. 

4.  Conclusion 

In conclusion, this study demonstrates that green 

marketing serves as a powerful strategic tool for brand 

differentiation when implemented authentically and 

embedded deeply within a company‟s values and 

operations. Through qualitative insights from industry 

practitioners, the research identifies five interrelated 

themes-authenticity, integration into brand values, 

consumer trust, strategic differentiation, and barriers to 

implementation-that collectively influence the 

effectiveness of sustainability-driven branding. Brands 

that successfully align their environmental messaging 

with genuine action can foster stronger consumer trust, 

create meaningful market distinction, and navigate the 

evolving expectations of sustainability-conscious 

audiences. However, the study also highlights that 

realizing the full potential of green marketing requires 

overcoming internal resistance, resource constraints, 

and the risk of consumer skepticism, underscoring the 

need for holistic, transparent, and consistently 

innovative sustainability strategies. 
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