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Abstract: This study looks at how innovation and green marketing work together to drive 

economic and environmental sustainability. Companies face enormous challenges to maintain 

their competitiveness and adopt environmentally friendly practices in an environment that 

increasingly demands sustainability. This research looks at how this synergistic method can 

add value, reduce environmental impact, and strengthen companies in a market increasingly 

concerned with sustainability. This research uses a qualitative and descriptive approach. The 

research results show that despite several barriers, such as greenwashing, high costs, and lack 

of consumer awareness, this approach can be successful. However, with supportive policies, 

good consumer education, and increased access to green finance, this approach can be 

successful. The importance of cooperation between the private sector, government and 

consumers in creating an ecosystem that supports the transition to a greener and more 

sustainable economy. Companies can achieve sustainable economic sustainability while 

contributing to environmental preservation by adopting green and green marketing innovations 

in an integrated manner. 

 

Keyword: innovation, green marketing, synergistic strategy, promote economic, 

environmental sustainability. 

 

 

INTRODUCTION 

Amidst increasing global environmental problems, the imperative to adopt green 

manufacturing practices and develop environmentally friendly products is becoming 

increasingly urgent. Surveys show that more than 132 countries have implemented policies 

related to green industry, which has had a significant impact on global efforts towards climate 

resilience and sustainability (Arora, 2024). 

Green Marketing is an approach that is getting more attention, especially in the issue of 

climate change, environmental degradation and increasing public awareness of sustainability 

issues which have encouraged various parties, including business people. Today, organizations 

use marketing as a tool to publicize their products or services, this has enabled the world to 

communicate and relate to each other, resulting in new practices and challenges for the benefit 

of their environment. Because companies realize that they can no longer provide services 
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without being aware of the problems facing the environment (Gryshchenko et al., 2022). 

Therefore, when planning their activities, implementing business strategies and their medium 

and long-term goals, companies must consider the development of environmental aspects (Han 

et al., 2022). 

With today's ecosystem environment being constantly damaged, people all over the 

world worry about the environment when they consume goods, and they choose and purchase 

goods that are safe, pollution-free and ecologically beneficial. Second, increasing 

environmental awareness around the world is also reflected in the way people consume their 

goods (Luo & Zhang., et al 2024). 

Switching from conventional to innovative business sustainability, business actors must 

be able to place high priorities in order to save energy, reduce pollution and resource depletion, 

and achieve social, environmental and financial benefits (Adnan et al., 2024; Rodríguez-

Espíndola et al ., 2022). To achieve long-term prosperity, sustainability includes economic, 

social and environmental aspects, namely three things that are basic. On the other hand, circular 

economy is a part of sustainability that aims to maximize resources and reduce waste through 

practices such as recycling and reuse. Aims to optimize resource value and build a closed loop 

system. In renewables businesses increasingly emphasize environmentally friendly practices, 

innovation, and circular economy to achieve sustainable development, competitive advantage, 

and environmental efficiency (Rehman et al., 2022; Xu et al., 2024). 

In addition to utilizing digital technologies such as artificial intelligence (AI), internet of 

things (IoT), and data analysis, businesses can improve their environmental performance by 

optimizing resource utilization and reducing emissions (Javaid, Haleem, Singh, Suman, 

Gonzalez et al., 2022). Digitalization makes it possible, for example, to monitor energy use in 

real time, maintain machines predictively to reduce waste, and optimize supply chains to reduce 

carbon emissions (Raj, Kumar et al., 2022). Thus, developing a successful green business 

strategy requires an understanding of how digitalization promotes ecological innovation and 

sustainable practices (Rehman, Ahmad, Sheikh et al., 2022).  

Based on the background above, it can be formulated that the problems to be discussed 

are:  

1. Analyzing green marketing applications can help businesses overcome environmental 

challenges and increase awareness 

2. Identify environmental aspects in business strategies to achieve economic and 

environmental sustainability 

3. Analyzing the role of green marketing strategies in influencing consumer behavior towards 

environmentally friendly products 

 

METHOD 

In this research, we use a qualitative method with a descriptive approach for innovation 

and green marketing, a synergistic strategy to encourage economic and environmental 

sustainability. The focus of this research is on analyzing how the application of innovation and 

green marketing strategies can create synergy between economic growth and environmental 

preservation, especially in the environmentally friendly business sector. This research also 

explores the dynamics between consumer behavior, company policies, and their impact on 

long-term sustainability. 

Qualitative research with a descriptive approach aims to explore and describe the 

implementation of innovation and green marketing strategies, including ways to create synergy 

between economic growth and environmental preservation. As explained by (Fiantika et al., 

2022), qualitative research describes real facts or conditions by providing scientific 

interpretations to present results that are appropriate to the phenomenon of interest. In this case, 

researchers will explore how innovation will be developed among business actors by means of 
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green marketing or green campaigns, such as environmentally friendly raw materials, recycling 

programs and electronic campaigns. 

Existing references do not specifically discuss the application of innovation and green 

marketing strategies with synergistic strategies in economic and environmental sustainability, 

but based on general knowledge, researchers will use a descriptive approach to describe in 

depth how concepts, strategies and practices are implemented by business actors. This research 

will analyze technological innovations in green marketing that are utilized by business actors 

to support sustainability in the economic and environmental fields. Focusing on digital-based 

marketing strategies that will increase added value for environmental products (Otttman et al., 

2017). 

This research explores how personal and ethical values as consumer sustainability, 

especially those of Generation-Z, significantly influence the success of green marketing. 

Having a high level of literacy, Gen-Z also has a strong awareness of environmental and social 

issues. Where the success of green marketing can not only be determined by technology, the 

ability of a company to provide different and relevant innovations can also increase consumer 

sustainability. 

For this reason, this research also considers how the application of innovation and green 

marketing can have a positive impact not only on the environment, but also on the economic 

sustainability of a company through the level of consumer loyalty and operational efficiency 

(Peattie, 2001; Belz & Peattie, 2010). 

 
Table 1. Relevant Previous Research 

No Author, Year Title Equality  Difference 

1.  (Prajapati, Goswim, Kumar, 

Singh, Mahlawat & Singh, 2024) 

Conceptualization 

and theorizing 

process of 

innovation metrics 

for green business 

practices 

This research 

focuses on 

integrating 

sustainability 

principles 

regarding 

economics and the 

environment into 

business strategies 

or matrices. 

This research 

emphasizes the 

development of a 

theoretical 

framework or 

matrix to measure 

innovation in green 

business practices. 

2. (Chen, Sabir, Rasheed, Belascu & 

Lucian 2024) 

Green marketing 

horizon: Industry 

sustainability 

through marketing 

and innovation 

The research 

discusses the role 

of green marketing 

in environmental 

sustainability and 

has the main target 

on the impact on 

sustainability at the 

industrial level. 

This research 

focuses on many 

sectors at the global 

level by 

emphasizing 

abstract and 

applicable strategic 

aspects of synergy 

so that it is more 

focused on 

sustainable success 

through an in-depth 

marketing and 

innovation 

approach. 

3. (Huang, Solangi & Solangi 2024) Evaluating the 

efficiency of green 

innovation and 

marketing 

strategies for 

This research 

discusses efficiency 

in green marketing 

with long-term 

sustainability 

This research 

places greater 

emphasis on the 

use of 

environmental 
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long-term 

sustainability in the 

context of 

Environmental 

labeling  

labeling as a 

strategic tool with 

measurable metrics 

and indicators, so 

that it can evaluate 

the effectiveness of 

green marketing 

and innovation 

strategies. 

4. (Apaza-Panca, Quevedo & Reyes 

2023) 

Green marketing to 

promote the natural 

protected area 

The research 

focuses on 

promoting 

conservation areas 

using green 

marketing 

This research 

emphasizes the 

application of green 

marketing to 

preserve protected 

areas and promote 

nature-based 

tourism. 

5. (Gao, Wei 2024) Study on the 

impact of 

environmental 

subsidies and green 

labels on 

greenwashing in 

sustainable 

production 

This research 

discusses 

sustainability in 

green marketing on 

innovation and the 

environment. 

This research 

focuses more on 

greenwashing 

which falsifies 

sustainability 

claims and reveals 

the negative 

potential of 

environmental 

subsidies and green 

labels on a product. 

 

RESULTS AND DISCUSSION 

Green marketing is a marketing strategy that aims to promote and sell environmentally 

friendly products, practices and policies (Tzanidis et al., 2024). According to stakeholder 

theory, green marketing can meet consumers' growing demand for environmental protection 

and sustainability. By meeting consumer expectations and values, companies can increase 

consumer loyalty and satisfaction, which in turn increases their market share and revenue. 

Green marketing, as a strategic marketing approach, fuels the drive for companies to engage in 

technological and product innovation, thereby giving birth to new types of environmentally 

conscious products and services. Through continuous innovation, companies can effectively 

differentiate their offerings from those of their competitors, thereby strengthening product 

competitiveness and market share (Andersén, 2021). Specifically, green product innovation 

exerts a positive influence on economic performance, with the impact of green process 

innovation on economic performance being partly mediated by green product innovation (De 

Oliveira Brasil et al., 2016). At the same time, environmentally friendly exploitation activities 

are the application of the latest environmental processes, capabilities and knowledge to 

improve existing environmentally friendly processes, products and services, and can also 

successfully achieve environmental performance (Jabeen et al., 2024). However, it should be 

noted that green marketing alone does not have a significant impact on the greening of products. 

Conversely, when combined with the implementation of eco-labeling policies, it incentivizes 

retailers to invest in higher marketing efforts, resulting in greater economic profits, increased 

greening of products, and overall societal well-being ( Xue et al., 2023 ). By emphasizing the 

value proposition of environmental protection and sustainability, companies can develop their 

own environmentally friendly brand image and build brand equity associated with 

environmental protection. These brand assets can increase consumer trust and desire to buy 

https://dinastipub.org/DIJDBM


https://dinastipub.org/DIJDBM,        Vol. 6, No. 2, February 2025 

629 | Page 

company products, thereby contributing to the growth of company performance (Rahman et 

al., 2023) 

The Influence of Green Innovation and Marketing Synergy on Economic Sustainability 

This study finds that the combination of innovation and green marketing has a significant 

influence on economic sustainability. This finding is in line with research (Huang et al., 2024) 

which found that green innovation strategies can increase operational efficiency and generate 

sustainable economic value. Green labeling, or green label, helps environmentally friendly 

products enter the market by providing a competitive advantage. 

 

Impact on Environmental Sustainability 

Green marketing strategies with green innovation can reduce negative environmental 

impacts. (Gao and Wei et al., 2024) emphasize that, although there is still a risk of 

greenwashing, green labels and environmental subsidies play an important role in encouraging 

more environmentally responsible business practices. This study shows that strong regulation 

is essential to ensure that green marketing strategies actually have a positive effect. A more 

circular, digital and sustainable future is needed as a result of the overuse of natural resources. 

Although research on eco-innovation and the circular economy has made progress in finding 

sustainable solutions, the impact of digitalization and population change is still not fully 

addressed. (Prajapati, Goswim, Kumar, Singh, Mahlawat & Singh et al., 2024). 

According to (Apaza-Panca et al., 2023), integration between innovation and green 

marketing can increase public awareness about the importance of sustainability. This synergy 

encourages customers to choose goods and services that support environmental conservation 

in local and global business contexts. 

 

Synergy of Innovation and Green Marketing as a Sustainability Strategy 

Synergy of Green Innovation and Marketing as a Sustainability Strategy Green 

innovation and marketing serves as a catalyst for creating new value for customers and 

businesses. Innovation offers technological solutions to reduce environmental impact, and 

green marketing ensures that these solutions are well communicated to customers. Gao and 

Wei (2024) stated that further supervision is needed because this method can be misused for 

greenwashing if there are no proper regulations. 

 

Label Effectiveness and Consumer Education 

As explained by (Huang et al., 2024), green labels, or green labels, have been proven to 

be successful in increasing consumer trust. However, the success of green labels relies heavily 

on continuous consumer education about the benefits of green products. In situations like these, 

customer loyalty to environmentally conscious brands can be strengthened with innovative 

green marketing strategies. 

 

Balance between Economic and Environmental Sustainability  

According to this research, it is a fact that economic and environmental sustainability 

cannot be separated from each other. Long-term benefits, such as increased profitability, 

resource efficiency and reduced carbon emissions, should be prioritized in innovative green 

marketing approaches and strategies. This argument is supported by research conducted by 

(Apaza-Panca et al., 2023) which shows that environmental sustainability can be 

communicated as additional value offered to consumers and society as a whole. 

 

Challenges and Risks in Implementation  

Although the collaboration of green innovation and marketing has many benefits, things 

like high initial costs, inadequate regulation, and the possibility of greenwashing remain major 
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problems. To overcome this problem, government policies, environmental subsidies, and 

cooperation between the private and public sectors are essential (Gao & Wei, 2024).  

To promote economic and environmental sustainability, businesses and policymakers 

must face many challenges. The following are challenges in implementing synergistic 

strategies to encourage sustainability. 

1. High Initial Costs 

To initiate green innovation and green marketing strategies, including the development 

of environmentally friendly technologies, research and development of green products, and 

adaptation of production systems, large investments are usually required. These expenses can 

be a heavy burden, especially for small and medium-sized businesses, which may not have 

sufficient access to government funding or subsidies. Companies should work with financial 

or government institutions that can offer financial support or tax incentives to address these 

issues. Increasing access to green finance, such as green loans or environmental subsidies, can 

accelerate the transition to more sustainable practices without burdening companies' cash flow 

(Huang et al., 2024). 

 

2. Regulatory Obstacles and Policy Inconsistencies 

Sustainability and green marketing often face challenges due to inconsistent or unclear 

policies and regulations in many countries. Some regions have strict standards for green 

marketing and products, while others do not have enough regulations to monitor or verify 

sustainability claims. This raises the possibility of greenwashing, a practice where businesses 

demonstrate that their products are environmentally friendly but do not meet applicable 

standards. Firmer and more structured policies must support the synergy between innovation 

and green marketing to address these risks. This policy must ensure honest and sustainable 

implementation. Legitimate certification and strict government oversight are essential to ensure 

accountability and transparency in green marketing practices. 

 

3. Risiko Greenwashing 

Greenwashing false claims about product sustainability is one of the biggest problems 

with this synergistic strategy. When it comes to today's fast-evolving digital marketing era, 

customers are often faced with environmental claims that don't always have a solid foundation. 

This practice can damage the overall reputation of green marketing strategies and only benefit 

consumers. Therefore, companies must focus on transparency and provide clear evidence of 

the sustainability of their products when implementing green innovation strategies supported 

by green marketing. By prioritizing sustainability, independent audits and strict verification 

systems can reduce these risks and increase customer trust in the brand. Although companies 

implement various mitigation measures, this widespread corporate greenwashing not only 

damages the environment but also distorts market perceptions. 

Evaluating the environmental attributes of modern green products often requires a 

multidimensional approach due to their complex processes and diverse component structures. 

Generally, for certain products and production processes, the ratio of observable to non-

observable parts is predetermined. For example, while the use of environmentally friendly 

materials for the exterior of a laptop is observable to the public, the green manufacturing 

processes of its internal components are not easily observable. Consequently, as highlighted in 

the previous examples, companies that emphasize observable aspects of product greening while 

ignoring unobservable aspects are engaging in greenwashing behavior (Wu et al., 2020). 

 

CONCLUSION 

This research shows The function of synergy between innovation and green marketing 

as the main strategy to encourage economic and environmental sustainability. The results show 

that the synergy between these two components is very helpful in creating added value that 
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benefits the company and also benefits the environment. Companies can reduce their 

environmental impact through green innovation and green marketing that tells customers about 

the benefits of sustainable products. 

However, this strategy faces many major problems, including high initial costs, 

inconsistent regulations, the threat of greenwashing, and a lack of consumer awareness. 

Therefore, this problem can be addressed with strong policy support, increased access to green 

finance, and better consumer education. Additionally, it is critical to ensure that green 

innovation and marketing keep pace with economic benefits and positive effects on the 

environment. 

Overall, synergistic efforts between innovation and green marketing can help drive 

sustainability in the long term by strengthening a company's market position and creating 

sustainable environmental and social value. To achieve this, companies must concentrate more 

on transparency, strict monitoring of sustainability claims, and cooperation between the private 

sector and government. In this way, economic and environmental sustainability can be 

achieved simultaneously, along with preserving natural resources and sustainable economic 

growth. 
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