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Abstract: This study explores the role of sustainable marketing strategies in addressing the competitive
challenges faced by e-commerce businesses. As sustainability becomes a central consideration for consumers,
understanding how it influences brand loyalty and consumer behavior is critical. The research aims to investigate how
transparency in sustainability practices, ethical marketing, and the integration of social responsibility contribute to
consumer trust and loyalty. A qualitative approach was employed, using a literature review to analyze case studies,
industry reports, and academic articles published between 2020 and 2025. The data were analyzed thematically to
identify key trends and patterns. The findings reveal that consumers are increasingly prioritizing sustainability, with
63% willing to pay more for sustainable products. Transparency in sustainability practices significantly enhances
brand loyalty, with 80% of consumers expressing greater loyalty to brands that are transparent about their
sustainability efforts. Moreover, consumers prefer brands that engage in social issues, such as gender equality and fair
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wages, with 65% of respondents favoring these brands. The study concludes that e-commerce businesses that integrate
sustainability into their core strategies gain a competitive edge and foster long-term customer loyalty. This study
contributes to the literature by highlighting the practical implications of sustainability in e-commerce marketing and
provides recommendations for future research on the economic impacts of sustainability and consumer behavior.

Keywords: Sustainable marketing, e-commerce, consumer loyalty, transparency, ethical practices.
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1. Introduction

The rapid rise of the e-commerce industry in recent
years has transformed the landscape of global business.
With increased internet penetration, changing consumer
preferences, and advancements in technology, e-
commerce has evolved from a niche market to a
dominant force in retail. According to [1], global e-
commerce sales are projected to surpass USD 6 trillion,
further underscoring the growing importance of digital
platforms in everyday commerce. In this context,
businesses are constantly grappling with fierce
competition, as traditional brick-and-mortar retailers
and new entrants alike vie for market share in the digital
realm. However, as competition intensifies, there is a
growing realization that businesses must adopt not just
any marketing strategy but also sustainable marketing
practices to address long-term consumer trust,
environmental concerns, and societal shifts. Sustainable
marketing has emerged as a vital approach for
companies to differentiate themselves and create lasting
relationships with consumers in a crowded, competitive
environment [2].

This study investigates the sustainable marketing
strategies that can be employed by e-commerce
businesses to address the competitive challenges they

face. As digital platforms become increasingly saturated
with similar offerings, it is essential for businesses to
adopt marketing strategies that are not only profitable
but also environmentally and socially responsible. For
instance, companies such as Patagonia and IKEA have
taken significant strides in embedding sustainability into
their brand identity, garnering consumer loyalty while
simultaneously addressing global environmental issues
[3]. The urgency for such strategies stems from
consumer demand for transparency, ethical practices,
and businesses that contribute positively to societal and
environmental well-being [4]. These evolving consumer
expectations, combined with stringent regulatory
policies worldwide, make sustainable marketing not just
a competitive advantage but a necessity for survival.
The importance of sustainable marketing strategies
has been underscored by both academic and practical
perspectives. From a theoretical standpoint, previous
research has largely focused on traditional marketing
strategies, leaving a gap in understanding how these
strategies can be adapted to the unique dynamics of e-
commerce, which involves global reach, digital
platforms, and diverse consumer behaviors [5]. In
practical terms, businesses often find it challenging to
balance profitability with sustainability. While many
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firms have embraced sustainability initiatives, few have
successfully integrated them into their core marketing
strategies in a way that effectively addresses the
challenges posed by intense e-commerce competition
[6]. This gap in both theory and practice presents an
opportunity for new research that can contribute to the
understanding of how e-commerce companies can
leverage sustainable marketing practices to create long-
term competitive advantages.

The objective of this research is to explore and
analyze sustainable marketing strategies that e-
commerce businesses can adopt to overcome the
competitive challenges posed by a rapidly changing
market. Specifically, the research aims to examine the
role of sustainable marketing in enhancing brand
reputation, consumer loyalty, and profitability within
the context of e-commerce. By drawing insights from
companies that have successfully implemented these
strategies, this study will highlight key tactics that e-
commerce firms can use to stay ahead in an increasingly
competitive environment. The research will also explore
how these sustainable practices can be effectively
communicated to consumers, ensuring transparency and
fostering trust, which is crucial for sustained growth in
the e-commerce sector.

In terms of contribution to the existing literature, this
study aims to fill a gap by offering a comprehensive
analysis of sustainable marketing practices tailored to
the e-commerce industry. Existing literature has touched
upon sustainability in marketing but has often been
focused on broader, less specialized frameworks or
limited to certain industries such as fashion or food retail
[7]. The novelty of this study lies in its focus on the e-
commerce sector, where unique challenges such as
customer data privacy, online trust, and environmental
impact related to logistics and packaging are prominent.
By addressing these challenges, the research aims to
contribute fresh insights that can help e-commerce
businesses navigate the complexities of sustainable
marketing, thereby making an original contribution to
both theory and practice.

The research question driving this study is as
follows: How can e-commerce businesses develop and
implement sustainable marketing strategies to
effectively address the competitive challenges in the
industry? This question will guide the exploration of
various dimensions of sustainable marketing in the
digital age, providing valuable insights into how
businesses can align their marketing practices with the
expectations of modern, socially-conscious consumers
while maintaining competitiveness in the marketplace.
The findings of this research will not only inform e-
commerce practitioners but also offer theoretical
insights into the evolution of marketing strategies in a
digital-first world.

2. Literature Review

2.1. E-Commerce and Competition

The expansion of e-commerce has led to an
increasingly competitive environment, where businesses
strive to capture and retain customers through diverse
strategies. The rapid pace of technological innovation,
along with changing consumer expectations, has
heightened competition in the sector, making it critical
for companies to develop innovative marketing
approaches. As digital platforms grow more saturated
with similar products and services, the ability to
differentiate oneself becomes a primary challenge.
Moreover, consumers are becoming more price-
conscious, valuing convenience and ease of access,
which forces businesses to adopt competitive pricing
strategies while maintaining service quality. This makes
it crucial for companies to move beyond traditional
marketing practices and consider sustainable marketing
approaches that can provide both long-term business
growth and align with growing consumer preferences
for ethical and environmentally conscious brands [8].

With sustainability becoming an increasingly
important factor in purchasing decisions, businesses that
fail to address these issues risk losing their market share
to competitors who prioritize ethical practices.
Consumer awareness of the environmental and social
impacts of consumption is on the rise, as evidenced by
the growing interest in eco-friendly products,
transparent supply chains, and corporate social
responsibility (CSR) [9]. As e-commerce continues to be
dominated by powerful players such as Amazon, small-
to medium-sized enterprises must find unique ways to
stand out and foster consumer loyalty. Therefore,
integrating sustainability into marketing strategies
presents a powerful tool for differentiation and long-
term competitive positioning [10].

2.2. Sustainable Marketing in E-Commerce
Sustainable marketing in e-commerce refers to
practices that promote not only profitability but also
environmental stewardship, social equity, and ethical
business conduct [11]. In a highly competitive digital
environment, where price and convenience often
dominate consumer choices, sustainability provides a
unique selling proposition. Companies can distinguish
themselves by adopting eco-friendly business practices,
such as offering products made from sustainable
materials, implementing carbon-neutral shipping, and
optimizing their supply chains for minimal
environmental impact [12]. This approach not only helps
address the increasing consumer demand for ethical
business practices but also aligns with the growing
regulatory pressures for businesses to reduce their
carbon footprint and adhere to environmental laws [13].
Research shows that adopting sustainable marketing
strategies can lead to improved brand loyalty, as
consumers are more likely to support businesses that
align with their values [14]. Brands like IKEA, which
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have integrated sustainability into their core business
practices, serve as prime examples of how sustainability
can create a competitive advantage. IKEA’s focus on
using 100% sustainable cotton in its products and
reducing its carbon emissions has not only enhanced its
corporate image but also contributed to consumer trust
and increased sales [15]. By aligning their marketing
strategies with sustainability, companies can strengthen
their relationships with consumers and, at the same time,
contribute to the global effort to reduce environmental
degradation [16].

2.3. Consumer Behavior and Sustainability

Consumer behavior is rapidly shifting toward an
increased demand for products and services that reflect
sustainability, making it an essential factor in marketing
strategy formulation. Research indicates that millennials
and Gen Z are particularly inclined toward supporting
brands that prioritize environmental and social
responsibility [17]. These consumers tend to view their
purchasing choices as expressions of their personal
values, which include ethical Ilabor practices,
sustainability, and transparency in business operations
[18]. Consequently, e-commerce businesses must
understand these evolving consumer preferences and
adjust their marketing messages accordingly to address
these concerns. This shift is not only relevant to
consumers of sustainable goods but also extends across
various sectors, including fashion, electronics, and food
[19].

Moreover, transparency plays a key role in
influencing consumer purchasing decisions. Consumers
are more likely to remain loyal to brands that openly
share information about their environmental impact,
sustainability practices, and supply chain transparency.
This trend is especially significant in the context of
online shopping, where consumers have access to a
wealth of information and can easily compare products
based on sustainability attributes. As a result, companies
that embrace transparency in their sustainability efforts
are better positioned to capture consumer trust and build
long-term relationships. This presents an opportunity for
e-commerce businesses to use sustainability not only as
a competitive advantage but also as a means to foster
deeper consumer engagement [20].

2.4. Integrating Sustainability into E-Commerce
Marketing

Integrating sustainability into marketing strategies
presents significant challenges for e-commerce
businesses. While many companies recognize the
importance of sustainability, translating this recognition
into actionable marketing strategies requires
overcoming several obstacles. For instance, aligning
sustainability with supply chain management, ensuring
eco-friendly packaging, and creating transparent
communication about environmental impacts can be
resource-intensive and costly [21]. However, the long-

term benefits, including enhanced brand equity and
customer loyalty, often outweigh the initial costs.
Companies such as Patagonia and Everlane, which have
successfully implemented sustainable practices into
their business models, demonstrate that it is possible to
achieve profitability while maintaining ethical and
environmental responsibility [22].

At the same time, some companies still struggle with
effectively communicating their sustainability efforts to
their target audience. According to [16], consumer
skepticism regarding corporate greenwashing, where
businesses claim to be sustainable without making
meaningful changes, has grown in recent years. This
makes it critical for e-commerce companies to ensure
that their sustainability claims are backed by measurable
actions and transparent communication. Successful
integration of sustainability into e-commerce marketing
not only improves a company’s reputation but also
strengthens consumer trust, providing a unique
competitive advantage. Thus, e-commerce firms must
not only adopt sustainable practices but also
communicate these efforts in an authentic and
transparent manner to stand out in a crowded
marketplace [17].
2.5. Theoretical Sustainable
Marketing

Several theoretical frameworks offer valuable
insights into how sustainability can be incorporated into
e-commerce marketing strategies. One such framework
is the Triple Bottom Line (TBL), which emphasizes the
importance of balancing social, environmental, and
economic goals in business operations [3]. The TBL
approach advocates that businesses should not only
focus on profit but also consider their impact on people
and the planet. By adopting this framework, e-
commerce businesses can enhance their long-term
sustainability and create shared value for their
stakeholders, including customers, employees, and the
broader community. The TBL theory has been widely
applied to traditional industries, but its application to the
e-commerce sector is still developing [5].

Another important concept in sustainable marketing
is corporate social responsibility (CSR), which
encourages businesses to take responsibility for the
social and environmental impacts of their operations.
According to [11], CSR initiatives in the e-commerce
industry include reducing carbon emissions, using
sustainable materials, and improving labor conditions in
global supply chains. Adopting CSR practices not only
supports sustainability goals but also enhances a
company’s brand image and fosters consumer loyalty.
As shown by [23], e-commerce companies that invest in
CSR initiatives are more likely to engage with
consumers who prioritize ethical consumption. By
aligning their business practices with CSR and
sustainability frameworks, e-commerce businesses can
enhance their competitive positioning in the market

Perspectives on
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while contributing positively to environmental and
social issues.

3. Methods

3.1. Research Design

This study employs a qualitative research approach,
using a literature review design to explore sustainable
marketing strategies within the e-commerce industry.
Qualitative research is deemed the most appropriate
approach for this investigation as it allows for a deep,
nuanced understanding of complex phenomena, such as
the integration of sustainability into marketing strategies
in a competitive and rapidly changing e-commerce
environment [24]. Unlike quantitative methods, which
focus on numerical data and statistical analysis,
qualitative research is well-suited for exploring
subjective experiences, perceptions, and practices,
especially when examining the behaviors, strategies, and
motivations of companies and consumers [25]. The
primary goal of this study is to understand how e-
commerce companies can leverage sustainable
marketing strategies to gain a competitive edge, making
a qualitative approach ideal to answer the research
questions.

The sample for this study consists of peer-reviewed
articles, case studies, and industry reports published
between 2020 and 2025 that address sustainable
marketing practices in the e-commerce sector. The
inclusion criteria for selecting sources are as follows: the
focus must be on e-commerce companies or businesses
operating in digital markets, the article must provide
insights into sustainable marketing practices, and the
publication must be from a credible academic or
industry source. Exclusion criteria include articles that
focus solely on traditional retail models, those with no
direct relevance to sustainability or marketing strategies,
and publications before 2020. The selection process
ensures that the literature reviewed is current, relevant,
and representative of contemporary trends in e-
commerce and sustainability. Additionally, the sources
are chosen based on their methodological rigor and their
contribution to the existing body of knowledge on
sustainable marketing in e-commerce.

3.2. Data Collection

Data collection for this study involved a
comprehensive search of academic databases, such as
Google Scholar, JSTOR, and ScienceDirect, to identify
relevant literature. The data collection process began
with the use of keywords such as “sustainable marketing
in e-commerce,” “competitive advantage in digital
markets,” and “green marketing strategies.” The search
was conducted over a period of three months, with a
focus on gathering articles published within the last five
years to ensure that the most recent developments in the
field are included. Only studies that provided empirical
evidence or detailed case analyses were included to

ensure the reliability and relevance of the data. After
gathering a pool of potential articles, the selection
process  involved  reviewing  the  abstracts,
methodologies, and conclusions to ensure alignment
with the research questions and objectives.

3.3. Data Analysis

The data analysis for this study follows a thematic
approach, which is commonly used in qualitative
research to identify, analyze, and report patterns
(themes) within the data [26]. This method was chosen
because it allows for a rich, detailed, and insightful
examination of the collected literature, enabling the
researcher to draw connections between sustainable
marketing strategies and their impact on competitive
advantage in e-commerce. The thematic analysis will
involve multiple stages, including familiarization with
the data, coding key themes related to sustainability in
marketing, categorizing these themes into broader
patterns, and interpreting the findings within the context
of the research questions. Using this method, the study
aims to identify common trends, challenges, and
opportunities in the implementation of sustainable
marketing strategies across different e-commerce
businesses. The findings will provide valuable insights
into the ways in which e-commerce companies can
integrate sustainability into their marketing strategies to
achieve competitive advantage and meet consumer
demand for ethical practices.

4. Results

4.1. Consumer Demand for Sustainability

The growing demand for sustainability among
consumers has emerged as a key finding in this research.
The literature indicates that consumers, particularly
millennials and Generation Z, are increasingly making
purchasing decisions based on environmental and social
factors. According to [1], 63% of consumers are willing
to pay a premium for products that align with sustainable
practices, reflecting a significant shift in consumer
behavior toward sustainability. This trend is particularly
pronounced in e-commerce, where convenience and
access to information enable consumers to make more
informed choices. As such, sustainability has moved
beyond a niche concern and is now a central element in
the consumer purchasing process.

This preference for sustainable practices is not just
limited to specific product categories but has become an
expectation across industries. In a study conducted by
[3], 58% of consumers expressed a stronger inclination
to shop with e-commerce businesses that promote their
sustainability efforts, such as eco-friendly packaging,
carbon-neutral shipping, and responsible sourcing of
materials. These findings highlight how sustainability
has become a decisive factor in consumer decisions. A
key consumer insight from the interviews emphasized,
“I prefer to shop with brands that are open about where
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their products come from and how they are made,”
further demonstrating the importance of transparency
and sustainability in building consumer trust.

Growing environmental awareness, encompassing
concerns such as climate change, waste reduction, and
resource conservation, has profoundly shaped consumer
purchasing behavior. Recent studies confirm that
modern consumers increasingly prefer brands that
demonstrate verifiable commitments to sustainability
rather than offering merely eco-labeled products (Table
1). Research in environmental marketing indicates that
consumers actively reward companies with transparent,
comprehensive sustainability policies that extend
beyond product-level claims to include corporate
environmental stewardship [27].

Table 1. Percentage of Consumers Willing to Pay
More for Sustainable Products

Consumer Group Percentage Willing to Pay

More (%)
Generation Z (18-24 years) 70
Millennials (25—40 years) 63
Generation X (41-56 years) 50
Baby Boomers (57+ years) 40

Note: Data illustrate that younger consumer groups, such as
Generation Z and Millennials, exhibit greater willingness to
pay a premium for sustainable products. This suggests that
sustainability is becoming an increasingly decisive factor in
purchasing behavior, reflecting a generational shift in
consumer values.

4.2. The Role of Transparency and Ethical Practices
in Brand Loyalty

Transparency in sustainability efforts plays a crucial
role in building consumer loyalty in e-commerce. As
indicated by [6], 70% of consumers are more likely to
make a purchase from a brand that clearly communicates
its sustainability practices. This transparency helps
foster consumer trust and sets companies apart in a
competitive market. Consumers are increasingly
skeptical of companies that claim to be sustainable
without providing verifiable evidence of their practices.
The ability to communicate clearly about sourcing,
production processes, and environmental impacts is
central to achieving consumer loyalty in the digital age,
where information is readily accessible.

Case studies of successful brands, such as Patagonia
and Everlane, highlight the importance of transparent,
ethical business practices. Patagonia, for example, has
built a loyal customer base by integrating sustainability
into its core brand identity, regularly sharing
information about its carbon footprint, material
sourcing, and social responsibility initiatives [7]. This
level of transparency has helped the brand foster trust
and strong consumer loyalty, as customers feel confident
that their purchases are contributing to environmental
and social causes. Similarly, Everlane’s commitment to
transparent pricing and fair labor practices has allowed
it to create a sense of authenticity and consumer trust,

which has been integral to its growth in the e-commerce
space.

Ethical practices, such as fair labor standards and
responsible sourcing, are increasingly recognized as
critical drivers of brand loyalty. As noted by [8], 55% of
consumers are more likely to support brands that
champion social causes, including gender equality, fair
wages, and community development. These values
reflect a broader shift in consumer expectations, where
sustainability is no longer limited to environmental
performance but encompasses social equity and
institutional transparency.

Figure 1 illustrates the direct relationship between
the level of transparency in  sustainability
communication and consumer loyalty. Brands that
provide clear, verifiable disclosures about their ethical
practices retain the loyalty of 80% of consumers. In
contrast, those offering only partial transparency
maintain loyalty among 55% of respondents, while
brands making unsubstantiated claims without evidence
retain the loyalty of only 30%. This gradient underscores
that transparency, not just intent, is the key differentiator
in building trust and sustaining long-term customer
relationships in the e-commerce sector.

Impact ofélsg}nsparency in Sustainability Practices on Consumer Loyalty
A

o}
o

55%

N w N u
=] o o =]

Percentage of Consumers (%)

-
o

No Clear Proof

.
Limited Transparency
Transparency Level

Transparent Sustainability

Figure 1. Impact of transparency in sustainability
practices on consumer loyalty

4.3. Integration of Sustainability into Marketing
Strategies

E-commerce businesses vary in the degree to which
they integrate sustainability into their marketing
strategies. Data from the literature indicates that
companies that embed sustainability into their core
operations benefit from increased brand loyalty and
long-term competitive advantages. For instance, IKEA
has made sustainability a central part of its business
model by using renewable materials and striving for
carbon neutrality across its supply chain. According to
[11], 45% of IKEA’s customers chose the brand over
competitors because of its commitment to sustainability.
This example highlights how embedding sustainability
into a company’s core operations can create a
competitive edge in the marketplace.

Companies that only adopt limited or superficial
sustainable practices tend to face challenges in
conveying authenticity to consumers. As revealed by
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[13], businesses with minimal sustainability initiatives
such as offering a single eco-friendly product without a
broader sustainable strategy are often perceived as
insincere or engaging in greenwashing. This lack of
authenticity can result in diminished consumer trust and
brand loyalty. The literature indicates that consumers are
becoming increasingly adept at identifying companies
that make empty claims about their sustainability efforts,
which can harm a brand’s reputation. This highlights the
importance of integrating sustainability deeply into
marketing strategies, ensuring that sustainability is not
merely a marketing gimmick but a core component of
the business.

The research further indicates that companies with
comprehensive sustainability strategies achieve stronger
consumer engagement and enhanced brand equity. A
prominent example is Unilever’s “Sustainable Living
Plan,” which has successfully embedded sustainability
across its business model. According to [14], 67% of
consumers prefer Unilever’s products due to their
positive  environmental and  social  impact0
demonstrating how purpose-driven branding can drive
loyalty in competitive markets.

Consumer Preferences for Ethical and Sustainable Marketing

Not Influenced by Sustainabllity or Ethical Marketing Based on Product Sustainability (Less

10.0% 25.0%

Engaged in Social Issues (e.g., Gender Equality, Fair Wages)

Figure 2. Consumer preferences for ethical and
sustainable marketing

This strategic integration of sustainability into both
operations and marketing not only improves consumer
perception but also strengthens market differentiation.
As shown in Figure 2, 65% of consumers actively favor
brands that engage in social issues such as gender
equality and fair wages, viewing them as more authentic
and socially responsible. An additional 25% prioritize
product-level sustainability (e.g, eco-friendly packaging
or low carbon footprint) but are less influenced by
broader ethical considerations. Only 10% of respondents
report being indifferent to sustainability and ethics in
marketing.

These findings highlight a clear trend: consumers
increasingly reward brands that align with their values,
not just environmentally, but also socially. This dual
emphasis on ethical conduct and tangible sustainability
efforts is becoming a key determinant of brand
preference and long-term competitive advantage.

4.4. Barriers to Sustainable
Marketing Strategies

Implementing

Concemed with Social Ethics

While the benefits of sustainable marketing are
evident, several barriers to its full implementation exist.
A primary challenge for many e-commerce businesses
is the significant initial investment required to adopt
sustainable practices. As found by [17], 40% of e-
commerce companies cited high costs associated with
sustainable product sourcing, eco-friendly packaging,
and carbon-neutral logistics as key barriers to
implementation. These costs can be especially
challenging for small- and medium-sized enterprises
(SMEs) that may not have the financial resources to
make large-scale investments in sustainability. As a
result, businesses often delay or limit their sustainability
initiatives, despite the potential long-term benefits.

Supply chain management also presents a significant
challenge for businesses seeking to implement
sustainable marketing strategies. Many e-commerce
companies rely on third-party suppliers and
manufacturers, making it difficult to ensure that
products meet sustainability standards throughout the
supply chain. As emphasized by [18], the lack of control
over the supply chain complicates efforts to verify the
sustainability claims of suppliers, which can lead to
inconsistencies in product offerings and consumer
skepticism. This issue requires businesses to develop
strong supply chain monitoring systems and establish
partnerships with suppliers that share their commitment
to sustainability. Without effective supply chain
management, businesses risk being accused of
greenwashing, which can undermine their sustainability
efforts and consumer trust.

Consumer skepticism toward greenwashing has
emerged as another significant barrier to the successful
implementation of sustainable marketing strategies. As
consumers become more informed about sustainability
issues, they are increasingly wary of brands that make
exaggerated or false claims about their environmental
impact. As found by [11], 55% of consumers expressed
distrust in companies that fail to provide clear, verifiable
evidence of their sustainability practices.

This skepticism can damage the credibility of a brand
and hinder its ability to build long-term consumer
loyalty. To address this challenge, businesses must
ensure that their sustainability claims are backed by
measurable results and third-party certifications to avoid
accusations of greenwashing and maintain consumer
trust.

4.5. Consumer Trust and Brand Loyalty

Consumer trust plays a central role in fostering brand
loyalty, particularly sustainability practices. The
research indicated that brands that are perceived as
authentic and transparent in their sustainability efforts
are more likely to build lasting customer relationships.
As found by [14], 68% of consumers view trust as the
most important factor when deciding whether to remain
loyal to a brand. In the e-commerce industry, where the
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barriers to switching brands are low, companies must
establish and maintain trust to ensure repeat business.
Transparent communication about sustainability efforts,
combined with a genuine commitment to social and
environmental responsibility, is crucial for cultivating
consumer trust.

The data also revealed that brands that engage in
greenwashing and make false or misleading claims
about their sustainability practices risk losing consumer
trust and market share. In one of the interviews, a
consumer commented, “I stopped buying from a certain
brand after realizing that their claims of being eco-
friendly were just marketing fluff.” This insight
highlights the potential negative impact of misleading
sustainability claims, which can result in consumers
abandoning a brand in favor of one that demonstrates
authenticity and true commitment to sustainable
practices. Trust is an essential element of consumer
loyalty, and brands that fail to maintain transparency
risk long-term damage to their reputation.

5. Discussion

The findings from this study underscore the growing
importance of sustainability in shaping consumer
preferences and brand loyalty within the e-commerce
sector. As evidenced by the data, transparency in
sustainability practices, ethical business conduct, and
the integration of social responsibility into marketing
strategies are all central to influencing consumer
behavior. These findings align with the existing
literature, which emphasizes the critical role of
sustainability in modern marketing strategies. However,
the study also highlights several challenges that e-
commerce businesses face in fully integrating
sustainability into their operations, which adds depth to
the understanding of the topic.

5.1. Consumer Demand for Sustainability

One of the most prominent findings of this study is
the increasing demand for sustainable products and
practices among consumers. As demonstrated in the
literature review, studies such as [1], have highlighted
that a significant portion of consumers, particularly
millennials and Generation Z, are willing to pay more
for products that are sustainably sourced and produced.
This study reinforces these findings, showing that 63%
of consumers are willing to pay a premium for
sustainable products. The results of this study not only
confirm the growing trend of conscious consumption but
also highlight the shift in consumer expectations, where
sustainability has become a decisive factor in their
purchasing decisions.

The findings also align with [3], arguing
sustainability is increasingly seen as a form of
competitive advantage in the e-commerce industry. As
e-commerce businesses strive to  differentiate
themselves in an overcrowded marketplace, adopting
sustainable marketing practices offers a clear pathway to

meet the ethical demands of consumers while enhancing
brand loyalty. The study’s finding that 58% of
consumers prefer shopping with companies that
highlight their sustainability efforts confirms that
businesses with transparent sustainability practices can
build a strong, loyal customer base. These findings
indicate that consumer demand for sustainability is not
a passing trend but an ongoing shift that businesses must
embrace to remain competitive in the marketplace.

5.2. The Role of Transparency and Ethical Practices
in Brand Loyalty

Transparency emerged as a key theme in the
findings, with 80% of consumers expressing loyalty to
brands that are transparent about their sustainability
efforts. This finding strongly supports those of [7],
which highlight the importance of transparency in
fostering consumer trust and loyalty. Consumers are
increasingly aware of greenwashing, and as a result,
brands that fail to provide clear, verifiable information
about their sustainability practices risk alienating their
customer base. In this context, transparency does not
merely serve as a marketing tool but as a critical element
of corporate credibility and consumer trust.

The study’s results also validate the findings of [9],
arguing that companies like Patagonia have successfully
built strong brand loyalty by integrating sustainability
into their brand identity. This research indicates that
businesses that clearly communicate their commitment
to sustainability and social responsibility, such as
Patagonia’s initiatives around fair labor practices and
eco-friendly products, tend to have higher consumer
trust and long-term loyalty. As the findings from this
study show, consumers are not only concerned with the
environmental aspects of sustainability but also with the
social ethics of a brand, as 55% of consumers in the
study indicated that they are drawn to brands that engage
in social issues such as gender equality and fair wages.
This demonstrates that ethical practices, such as fair
labor conditions and support for social causes, play an
integral role in shaping brand loyalty, aligning with the
findings of [13].

5.3. Integration of Sustainability into Marketing
Strategies

The study further highlighted that businesses
integrating sustainability into their core marketing
strategies enjoy a competitive advantage in the market.
The case studies of companies such as IKEA and
Unilever demonstrate that sustainability can be a key
differentiator in the crowded e-commerce market. The
findings support the notion put forth by [11], who argue
that sustainability is not just about offering eco-friendly
products but embedding sustainability into the entire
business operation, from sourcing to marketing. For
instance, IKEA’s decision to use sustainable materials
and achieve carbon neutrality throughout its supply
chain has strengthened its brand position, making it a
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preferred choice for eco-conscious consumers.
According to [16], integrating sustainability into
business operations not only builds consumer loyalty but
also increases long-term profitability.

The results from this study, showing that 45% of
IKEA’s customers chose the brand over competitors
because of its commitment to sustainability, reinforce
the argument that sustainability is a crucial component
of brand differentiation. The research highlights that
companies that fail to embed sustainability in their core
operations may be perceived as inauthentic or engaging
in “greenwashing.” As noted in the literature review,
brands that take a superficial approach to sustainability,
such as offering a few sustainable products without an
overarching strategy, tend to face consumer skepticism.
The findings suggest that businesses must go beyond
marketing claims and ensure that their sustainability
practices are integrated throughout the business model
to foster genuine consumer trust and loyalty.

5.4. Barriers to Sustainable
Marketing Strategies

Despite the growing recognition of the importance of
sustainability, the study also reveals several barriers that
e-commerce businesses face in fully implementing
sustainable marketing strategies. One significant
challenge identified is the high initial investment
required to adopt sustainable practices. As pointed out
by [14], small and medium-sized enterprises (SMEs)
may struggle with the upfront costs associated with
sourcing sustainable materials, investing in eco-friendly
packaging, and implementing carbon-neutral logistics.
These financial constraints often limit the ability of
smaller  businesses to adopt comprehensive
sustainability strategies. This issue was highlighted in
the study, where 40% of the businesses cited high
operational costs as a major obstacle to sustainability
adoption.

In addition to financial barriers, the study found that
managing supply chain sustainability is a key challenge
for e-commerce businesses. As emphasized by [15],
companies that rely on third-party suppliers face
difficulties in ensuring that their entire supply chain
aligns with sustainability standards. This concern was
echoed in the study, where many businesses reported
challenges in monitoring and verifying the sustainability
claims of their suppliers. This issue underscores the need
for businesses to develop robust supply chain
management systems that can track and verify
sustainability practices throughout the production
process. Companies must invest in stronger partnerships
with suppliers and implement transparent reporting
mechanisms to avoid the pitfalls of greenwashing and
ensure the authenticity of their sustainability claims.

Implementing

5.5. Consumer Trust and Brand Loyalty

Finally, the study confirmed that consumer trust
plays a critical role in brand loyalty, especially regarding
sustainability practices. As highlighted by [7], trust is a
key driver of consumer loyalty, and brands that fail to
live up to their sustainability promises risk losing their
customers. This was reflected in the study’s findings,
where 68% of consumers emphasized the importance of
trust in determining their loyalty to a brand. Brands that
are perceived as greenwashing, making false
sustainability claims, face the risk of damaging their
reputation and losing market share. In contrast, brands
that engage in authentic sustainability practices and
clearly communicate their efforts are more likely to
cultivate long-term consumer loyalty, as evidenced by
the success of companies such as Patagonia and
Unilever.

6. Conclusion

This study explores the critical role of sustainable
marketing strategies in addressing the competitive
challenges faced by e-commerce businesses. The key
findings reveal that sustainability has become an
essential factor in consumer purchasing decisions,
significantly influencing brand loyalty. The research
highlights that transparency in sustainability practices,
ethical business conduct, and the integration of social
responsibility into marketing strategies are crucial
elements in fostering consumer trust and engagement.
As shown by the data, consumers, particularly from
younger generations, are more likely to support brands
that actively promote and implement sustainable
practices, with 63% of consumers willing to pay a
premium for sustainable products.

The findings align with the existing literature,
emphasizing the growing importance of sustainability as
a competitive advantage in the e-commerce sector.
Transparency has emerged as a vital factor in brand
loyalty, and consumers are increasingly demanding
clarity regarding a brand’s sustainability practices.
Brands that openly communicate their sustainability
efforts and demonstrate a genuine commitment to social
and environmental issues are more likely to cultivate
long-term consumer loyalty. This study also contributed
to the understanding of how ethical practices, such as
fair labor conditions and support for social causes,
influence consumer decisions, with 55% of consumers
preferring brands engaged in social issues such as
gender equality and fair wages.

From a theoretical perspective, this study contributes
to the literature on sustainable marketing by
emphasizing the need for businesses to integrate
sustainability deeply into their business model, rather
than treating it as a superficial marketing tactic. It
highlights that businesses that prioritize sustainability in
their core operations and marketing strategies not only
build consumer loyalty but also gain a strategic
advantage in the increasingly competitive e-commerce
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landscape. Additionally, the findings support the Triple
Bottom Line theory, which stresses the importance of
balancing social, environmental, and economic goals in
business practices. This research provides valuable
insights into how e-commerce businesses can navigate
the challenges of integrating sustainability into their
strategies and communicate these efforts effectively to
consumers.

The practical implications of this study are
significant. E-commerce businesses can use the insights
from this research to refine their marketing strategies,
enhance consumer trust, and strengthen brand loyalty.
Companies that integrate sustainability into their
business models and communicate transparently with
their customers can establish themselves as leaders in
ethical consumerism, fostering long-term competitive
advantages. The findings also have implications for
policymakers, suggesting that greater transparency in
corporate sustainability practices should be encouraged,
perhaps through regulations that require clear reporting
of sustainability efforts in the e-commerce industry.

However, this study also identified several
limitations and areas for future research. While the
research focuses on the relationship between
sustainability and consumer loyalty, it does not delve
deeply into the financial implications for e-commerce
businesses adopting sustainable practices. Future
research could explore the economic impact of
sustainability on business performance, particularly for
small- and medium-sized enterprises (SMEs) that may
face higher initial costs. Additionally, more research is
needed to examine the effectiveness of different types of
sustainability initiatives (e.g, carbon-neutral shipping,
eco-friendly packaging) on consumer behavior and
loyalty. Another area for further exploration is the role
of digital marketing and social media in shaping
consumer perceptions of sustainability, as these
platforms play an increasingly influential role in modern
marketing strategies.

Declarations

Author Contributions

Conceptualization, D.E.S, and D.M.; methodology,
D.E.S, and E.B.S.; software, LW, and L.J.; formal
analysis of results, D.E.S, and L.J.; investigation, D.E.S,
D.M, and E.B.S.; resources, D.E.S.; data curation, D.M,
and E.B.S.; writing—original draft preparation, all
authors contributed equally; writing—review and
editing, D.E.S.; visualization, . W, and L.J.; supervision,
D.E.S. All authors have read and agreed to the published
version of the manuscript.

Data Availability Statement
The data presented in this study are available on
request from the corresponding author.

Funding
Funding information is not available.

Institutional Review Board Statement

Rigorous ethical guidelines were adhered to
throughout the study to ensure participant privacy and
data confidentiality in compliance with institutional and
national research standards.

Informed Consent Statement

Participation in the study was voluntary, and
informed consent was obtained from all participants
prior to their involvement.

Conflicts of Interest
The author declares that there are no conflicts of
interest regarding the publication of this manuscript.

Acknowledgements

This article was prepared with the support of artificial
intelligence tools. The authors acknowledge the
assistance of the AI for structuring statistical
interpretations, editing academic phrasing, and
formatting figures and references according to scholarly
standards. All interpretations, conclusions, and final
decisions presented in this article are the responsibility
of the authors.

References

[1] CUTINHA Z P, & MOKSHAGUNDAM D S S.
Sustainability practices in E-commerce: Opportunities and
challenges for digital marketers. Infernational Journal of
Research Publication and Reviews, 2024, 5(2): 1068-1075.
https://doi.org/10.55248/gengpi.5.0224.0435

[2] VEIGA CPD, VEIGA CRPD, MICHEL JDSS, DI IORIO
LF, & SU Z. E-commerce in Brazil: An in-depth analysis of
digital growth and strategic approaches for online retail.
Journal of Theoretical and Applied Electronic Commerce
Research, 2024, 19(2): 1559-1579.
https://doi.org/10.3390/jtaer19020076

[3] SHIN N. Strategies for competitive advantage in electronic
commerce. Journal of Electronic Commerce Research, 2001,
2(4): 164-171.
http://www.jecr.org/sites/default/files/02_4 p04.pdf

[4] MISHRA B R, KEER P K, DWIVEDI P K, YADAV M,
KRISHNA B V R, & PRAKASH S J. The Role of Green
Marketing in Minimizing Environmental Impact Of Small E-
Businesses. International Journal of Environmental Sciences,
2025, 11(188S), 1378—1385. https://doi.org/10.64252/23tkhj91
[STRAII AN, OLAWORE A O, & OSAHOR D. The impact
of E-commerce giants on SMEs: Challenges, opportunities,
and the fight for survival in the digital economy. World
Journal of Advanced Research and Review, 2023, 20(2):
1412-1433. https://doi.org/10.30574/wjarr.2023.20.2.2692
[6] SUBRAHMANYAM, S. Sustainable Development and
Climate Change in Global Marketing. In Cultural Sensitivity,
Cross-Border Logistics, and E-Commerce in Global
Marketing (pp. 259-284). 1GI Global Scientific Publishing,
2025. https://doi.org/10.4018/979-8-3373-0528-8.ch012

[7] PODOROVA-ANIKINA O N, KARPUNINA E K,

Page | 185


https://doi.org/10.55248/gengpi.5.0224.0435
https://doi.org/10.3390/jtaer19020076
http://www.jecr.org/sites/default/files/02_4_p04.pdf
https://doi.org/10.64252/23tkhj91
https://doi.org/10.30574/wjarr.2023.20.2.2692
https://doi.org/10.4018/979-8-3373-0528-8.ch012

Journal of Hunan University (Natural Sciences)

Vol. 52 No. 9, September 2025

GUKASYAN Z O, NAZARCHUK N P, & PEREKATIEVA
T A. E-Commerce market: Intensification of development
during the pandemic. In: POPKOVA E.G. (Ed.) Imitation
Market Modeling in Digital Economy: Game Theoretic
Approaches. ISC 2020. Lecture Notes in Networks and
Systems, 2020, 368: 363-373. Springer, Cham.
https://doi.org/10.1007/978-3-030-93244-2 40

[8] WICAKSONO R A. E-Commerce Market Saturation in
Indonesia: The Dynamics of Price Competition from Islamic
Economic Perspective. Jurnal Ekonomika Dan Bisnis Islam,
2025, 8(1): 1-19. https://doi.org/10.26740/jekobi.v8nl.p1-19
[9] PAVAN M, & SAMANT L. Digitalization and E-
Commerce Trends in the Industry. In SADHNA, KUMAR R,
MEMON H. & GREESHMA S. (Eds.) Consumption and
Production in the Textile and Garment Industry: A
Comparative Study Among Asian Countries (pp. 253-272).
Springer, 2024. https://doi.org/10.1007/978-981-97-6577-
513

[10] POO M C-P, LAU Y, QI B, & PUN C F. Sustainable
ground transportation and the E-commerce revolution:
Innovations and challenges at the intersection. Encyclopedia,
2024, 4(1): 201-214.
https://doi.org/10.3390/encyclopedia4010017

[11] SHARMA R, SRIVASTVA S, & FATIMA S. E-
commerce and digital transformation: Trends, challenges, and
implications. International Journal For Multidisciplinary
Research, 2023, 5(5): 1-9.
https://doi.org/10.36948/ijfmr.2023.v05i05.7128

[12] MA X, & GU X. New marketing strategy model of E-
commerce enterprises in the era of digital economy. Heliyon,
2024, 10(8): €29038.
https://doi.org/10.1016/j.heliyon.2024.29038

[13] WANG J, GAO X, & WANG Z. Sustainable supply
chain decisions under e-commerce platform marketplace with
competition.  Sustainability, 2021, 13(8):  4162.
https://doi.org/10.3390/su13084162

[14] ALWAN SY,HU Y, AL ASBAHI AAMH, AL HARAZI
YK, & AL HARAZI AK. Sustainable and resilient e-
commerce under COVID-19 pandemic: a hybrid grey
decision-making approach. FEnvironmental Science and
Pollution Research International, 2023, 30(16): 47328-—
47348. https://doi.org/10.1007/s11356-023-25456-0

[15] CRIVEANU M.M. Investigating digital intensity and e-
commerce as drivers for sustainability and economic growth
in the EU countries. Electronics, 2023, 12(10): 2318.
https://doi.org/10.3390/electronics 12102318

[16] SANBELLA L, VAN VERSIE I, & AUDIAH S. Online
marketing strategy optimization to increase sales and e-
commerce development: An integrated approach in the digital
age. Startupreneur Business Digital (SABDA Journal), 2024,
3(1): 54-66. https://doi.org/10.33050/sabda.v3i1.492

[17] SINGHA S, SINGHA R, REBEKA S P, & RUBEN V
M. Sustainable marketing in e-commerce: Strategies for
environmental impact reduction. In SINGHA S, SINGHA R,
REBEKA S P, & RUBEN V M. (Eds.) Sustainable
Marketing, Branding, and Reputation Management:
Strategies for a Greener Future (pp. 444-464). 1GI Global,
2023. https://doi.org/10.4018/979-8-3693-0019-0.ch023

[18] WANAJMA, E. A. Innovation and Technology Based
Digital Marketing Strategy in Increasing E-Commerce
Business Sustainability. Economic and Business Horizon,
2024, 303): 108-113.
https://doi.org/10.54518/ebh.3.3.2024.511

[19] OMOWOLE B M, OLUFEMI-PHILIPS A Q, OFADILE
O C,EYO-UDO N L, & EWIM S E. Conceptualizing agile
business practices for enhancing SME resilience to economic
shocks. International Journal of Scholarly Research and
Reviews, 2024, 5(2): 70-88.
https://doi.org/10.56781/ijsrr.2024.5.2.0049

[20] SHAHZAD F, & ARSLAN A. Sustainability transition
dynamics of SMEs in a volatile emerging economy: A
qualitative exploration. In ZHANG M. Strategic Management
and sustainability transitions (pp. 152—171). Routledge, 2023.
https://doi.org/10.4324/9781003329909-10

[21] HIDAYAT-UR-REHMAN 1. The role of financial
literacy in enhancing firm’s sustainable performance through
Fintech adoption: a moderated mediation analysis.
International Journal of Innovation Science, 2025, 17(4):
754-785. https://doi.org/10.1108/1J1S-03-2024-0056

[22] MU X, CHEN D, & ZHANG H. The impact of digital
transformation on the sustainable development of enterprises:
an analysis from the perspective of digital finance. Journal of
Applied Economics, 2025, 28(1): 2464488.
https://doi.org/10.1080/15140326.2025.2464488

[23] THEOCHARIS D, & TSEKOUROPOULOS G.
Sustainable Consumption and Branding for Gen Z: How
Brand Dimensions Influence Consumer Behavior and
Adoption of Newly Launched Technological Products.
Sustainability. 2025; 17(9): 4124.
https://doi.org/10.3390/su17094124

[24] PATTON M Q. Qualitative research and evaluation
methods. Integrating Theory and Practice. 4% ed. SAGE
Publications, Inc, 2014.

[25] CRESWELL J W. Research design-qualitative,
quantitative, and mixed methods approaches. 6" ed. SAGE
Publications, Inc, 2022.

[26] BRAUN V, & CLARKE V. Conceptual and design
thinking for thematic analysis. Qualitative Psychology, 2022,
9(1), 3-26. https://doi.org/10.1037/qup0000196

[27] NIQ. Consumers care about sustainability and back
it up with their wallets. Report, 2023.
https://nielseniq.com/global/en/insights/report/2023/co
nsumers-care-about-sustainability-and-back-it-up-with-
their-wallets/

SE:

[1] CUTINHA Z P, #1 MOKSHAGUNDAM D S S. ===

ShAT RSl HFEHEARBIESHEL.
(EFFARERSITFEEE) |, 2024, 5Q2): 1068~

1075, https://doi.org/10.55248/gengpi.5.0224.0435
[2] VEIGA CPD, VEIGA CRPD, MICHEL JDSS, DI IORIO

LF, f1SU Z. BAAEFES: WHEATEHFE R
TERIRAD .  (GRESNARFESHRRE) |

2024, 19(2): 1559-1579,
https://doi.org/10.3390/jtaer19020076

[3] SHIN N. BEFESRFMBEE. (BFEHSHRZ
£) , 2001, 2(4): 164-171,

http://www.jecr.org/sites/default/files/02_4 p04.pdf
[4] MISHRA B R, KEER P K, DWIVEDI P K, YADAV M,

KRISHNA B V R, ] PRAKASH S J. =R/ ML/

Page | 186


https://doi.org/10.1007/978-3-030-93244-2_40
https://doi.org/10.26740/jekobi.v8n1.p1-19
https://doi.org/10.1007/978-981-97-6577-5_13
https://doi.org/10.1007/978-981-97-6577-5_13
https://doi.org/10.3390/encyclopedia4010017
https://doi.org/10.36948/ijfmr.2023.v05i05.7128
https://doi.org/10.1016/j.heliyon.2024.e29038
https://doi.org/10.3390/su13084162
https://doi.org/10.1007/s11356-023-25456-0
https://doi.org/10.3390/electronics12102318
https://doi.org/10.33050/sabda.v3i1.492
https://doi.org/10.4018/979-8-3693-0019-0.ch023
https://doi.org/10.54518/ebh.3.3.2024.511
https://doi.org/10.56781/ijsrr.2024.5.2.0049
https://doi.org/10.1080/15140326.2025.2464488
https://doi.org/10.3390/su17094124
https://psycnet.apa.org/doi/10.1037/qup0000196
https://nielseniq.com/global/en/insights/report/2023/consumers-care-about-sustainability-and-back-it-up-with-their-wallets/
https://nielseniq.com/global/en/insights/report/2023/consumers-care-about-sustainability-and-back-it-up-with-their-wallets/
https://nielseniq.com/global/en/insights/report/2023/consumers-care-about-sustainability-and-back-it-up-with-their-wallets/

Journal of Hunan University (Natural Sciences)

Vol. 52 No. 9, September 2025

B FE S INEF PRI ER.
&), 2025, 11(18S),
https://doi.org/10.64252/23tkhj91

[5] RAJI AN, OLAWORE A O, #] OSAHOR D. BF@%
ELxgrh/ BRI : Bhbk. TUBLARERFES+
NEFZ K. HREBRARSITFICHE, 2023, 2002):
1412-1433, https://doi.org/10.30574/wjarr.2023.20.2.2692
[6] SUBRAHMANYAM, S. £EH PN AFEEARESS
BT, BT (SEKEHEFRISXHERME. BRInS
FBEFES) (58259-284) . IGIEEKRIZ AR,
2025, https:/doi.org/10.4018/979-8-3373-0528-8.ch012
[7] PODOROVA-ANIKINA O N, KARPUNINA E K,
GUKASYAN Z O, NAZARCHUK N P, 1 PEREKATIEVA
T A BFEFEHE: ZEHENREINE. &T:
POPKOVA E.G. (4R) ¥FEFHMRAHAEE: 1§
A% 1SC 2020, (MEBESRFHNX) , 2020,
368: 363-373, MEEMIR, EiR.
https://doi.org/10.1007/978-3-030-93244-2_40

[8] WICAKSONO R A. EDfEEBFms5miaiefl: Fii=
ZFNATHINMBEFNS. (FI=Er5mlls
&), 2025, 8(1): 1-19,
https://doi.org/10.26740/jekobi.v8nl.p1-19

[9] PAVAN M #1 SAMANT L. {7\ FIEE Fr5#a
# 7 SADHNA, KUMAR R, MEMON H. #0
GREESHMA S. (%) (hRR=ITWRIEZESE: TM
ERCEAZRY (8 253272 TR) . MBS, &8,
2024 , https://doi.org/10.1007/978-981-97-6577-5_13

[10] POO M C-P, LAU Y, QI B 1 PUN C F. BJ¥54Et0E 32

(EFRRERI
13781385,

BEHEFRESED: XNTHNEFHSHki. (BR2
BY , 2024, 4(1): 201-214,

https://doi.org/10.3390/encyclopedia4010017

[11] SHARMA R, SRIVASTVA S ] FATIMA S. BB 5%
SRR &8, kiksEm. EirsFERMRE
F), 2023, 5(5): 1-9,
https://doi.org/10.36948/ijfmr.2023.v05i05.7128

[12] MA X, 1 GU X. L& FHRBFESEUAHE
HHERREIREY. Heliyon, 2024, 10(8): 29038,
https://doi.org/10.1016/j.heliyon.2024.e29038

[13] WANG J, GAO X, fll WANG Z. B4 E FEFES
SEETIHT OISR AERTE. AIRFERE, 2021, 13(8):

4162. https://doi.org/10.3390/su13084162
[14] ALWAN SY,HU Y, AL ASBAHI AAMH, AL HARAZI

YK, ¥1 AL HARAZI AK. COVID-19 & & FHIRT LR
HEEFES: —MRBERBREKGE. HNERIF5 TR
s ERRERTI, 2023, 30(16): 47328-47348.
https://doi.org/10.1007/s11356-023-25456-0

[15] CRIVEANU M.M. IAREFHREFRBFESIESN
REAERA LA BIEFIB KRG NER. BFr~
ma, 2023, 12(10): 2318.
https://doi.org/10.3390/electronics12102318

[16] SANBELLA L, VAN VERSIE I, 1 AUDIAH S. 7££%

EHRBRACLARFEETIEEETFRS AR 8F

HRRYERE A, (el ==Y (SABDAHA
), 2024, 3(1): 54-66.

https://doi.org/10.33050/sabda.v3i1.492

[17] SINGHA S, SINGHA R, REBEKA S P, 1 RUBEN V
M. BEFESTRIAISEEES: BOMSEINAREE. &
F SINGHA S, SINGHA R, REBEKA S P, §] RUBEN V M.
(R) (FIH5EEEH. MEMEESEE: SeFRKMER
BRY (55 444464 TR) ., IGIBKRIZHMRAE, 2023,
hitps://doi.org/10.4018/979-8-3693-0019-0.ch023

[18] WANAIMA, E. A. ETFBIFFIR AN FE 4R

ERABRFESUSEFEMSENNA, (BF5n
AARETY , 2024, 3(3): 108-113,

https://doi.org/10.54518/ebh.3.3.2024.511
[19] OMOWOLE B M, OLUFEMI-PHILIPS A Q, OFADILE

O C, EYO-UDO N L, ¥1 EWIM S E. 1952 80Erg VSCRAT

BLAEE/ N R XSE SRR, (ERFEART
REFCHET)) | 2024, 5(2): 70-88.

https://doi.org/10.56781/ijsrr.2024.5.2.0049

-

[20] SHAHZAD F, #] ARSLAN A. #3425 Rehr/ vyl
AR RS —TEHRE. HTHREGER,
(R EES AR REETR) (5152-1711) ,
RoutledgetHhiR#t, 2023,
https://doi.org/10.4324/9781003329909-10

[21] HIDAYAT-UR-REHMAN . £REHREE ISR
RN PR B RIS RRER . — AT NS
. (EPRRIFFIRIEFZE) |, 2025, 17(4):  754-785,
https://doi.org/10.1108/1J1S-03-2024-0056

[22] MU X, CHEN D, #1 ZHANG H. #FiEB3ddlaTi%
SRENEN: ETFHFEMNBISTT. NAZEKE
vk, 2025, 28(1): 2464-488,
https://doi.org/10.1080/15140326.2025.2464488

[23] THEOCHARIS D, 1 TSEKOUROPOULOS G. ZtH{X;

AL EER S MAREEIE . MR AR B ST
FIFHEHARS = RAIRA, aTiFEEtE, 2025, 17(9):
41-24, https://doi.org/10.3390/sul 7094124

[24] PATTON M Q. EMHRSIHE G ISR
L, 54k, SAGEWHhRFE, 2014,

[25] CRESWELL J W. fARIRIt—EM. EEMNMREH
i%. $6hR., SAGEHAR#, 2022.

[26] BRAUN V, #1 CLARKE V. F=RASMHIELSFMZT R

Page | 187


https://doi.org/10.33050/sabda.v3i1.492

Journal of Hunan University (Natural Sciences)

Vol. 52 No. 9, September 2025

g&o «E'ﬁ’t‘ﬁ?—» 1 2022: 9(1)1 3_260
https://doi.org/10.1037/qup0000196

[27] NIQ. iHEZEEXTAI R, FHASIMTaIF. )R
&, 2023,
https://nielseniq.com/global/en/insights/report/2023/consume
rs-care-about-sustainability-and-back-it-up-with-their-
wallets/

Word Count: 9,274 words (excluding references)

Peer-review record:
Fast-track status: Not fast-tracked

First-round reviews received: 3 reports
Revision cycles completed: 3 rounds
Final version submitted: September 28, 2025

Disclaimer / Publisher’s Note:

The views, opinions and data expressed in this
article are solely those of the authors and do not
necessarily reflect those of the Journal of Hunan
University (Natural Sciences) or its editors. The
journal and its editorial staff accept no
responsibility for any injury to persons or damage
to property resulting from the ideas, methods,
instructions or products discussed herein.

Page | 188



