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ABSTRACT

This study explores the impact of green marketing strategies on brand loyalty among environmentally
conscious consumers. As consumer demand for sustainable products rises, brands are increasingly
adopting green marketing practices, including eco-friendly packaging, transparent sustainability claims,
and social initiatives. This research employs a qualitative approach with a phenomenological design to
understand consumer perceptions and experiences related to these strategies. Data were collected through
in-depth interviews and focus group discussions with participants selected for their demonstrated
environmental awareness and loyalty to green brands. Thematic analysis of the data revealed that
transparency, product quality, brand integrity, and consumer engagement are key factors enhancing brand
loyalty in the context of green marketing. Findings contribute to the green marketing literature by
identifying effective strategies for building long-term consumer loyalty. This research also underscores the
potential of green marketing to align with sustainable consumer behaviors and support broader
environmental policies. Future research should consider a quantitative approach or explore industry-
specific green marketing dynamics.
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ABSTRAK

Penelitian ini mengeksplorasi dampak dari strategi pemasaran hijau terhadap loyalitas merek di kalangan
konsumen yang sadar lingkungan. Seiring dengan meningkatnya permintaan konsumen akan produk yang
berkelanjutan, merek-merek semakin mengadopsi praktik pemasaran hijau, termasuk pengemasan yang
ramah lingkungan, klaim keberlanjutan yang transparan, dan inisiatif sosial. Penelitian ini menggunakan
pendekatan kualitatif dengan desain fenomenologi untuk memahami persepsi dan pengalaman konsumen
terkait strategi tersebut. Data dikumpulkan melalui wawancara mendalam dan diskusi kelompok terfokus
dengan para partisipan yang dipilih berdasarkan kesadaran lingkungan dan kesetiaan mereka terhadap
merek ramah lingkungan. Analisis tematik dari data mengungkapkan bahwa transparansi, kualitas produk,
integritas merek, dan keterlibatan konsumen merupakan faktor kunci yang meningkatkan loyalitas merek
dalam konteks pemasaran hijau. Temuan ini berkontribusi pada literatur pemasaran hijau dengan
mengidentifikasi strategi yang efektif untuk membangun loyalitas konsumen jangka panjang. Penelitian ini
juga menggarisbawahi potensi pemasaran hijau untuk menyelaraskan dengan perilaku konsumen yang
berkelanjutan dan mendukung kebijakan lingkungan yang lebih luas. Penelitian di masa depan harus
mempertimbangkan pendekatan kuantitatif atau mengeksplorasi dinamika pemasaran hijau yang spesifik
untuk industri tertentu.

Kata kunci : Pemasaran Hijau, Loyalitas Merek, Perilaku Konsumen Berkelanjutan

INTRODUCTION with  eco-conscious and  ethical

In the face of pressing principles. This shift has driven a surge
environmental and social  issues, in interest in green marketing strategies,
sustainable consumerism has become a where businesses prominently showcase
focal point for both consumers and their commitment to sustainability. Such
businesses. Growing awareness around strategies aim to attract and maintain the
the environmental footprint of individual loyalty of environmentally minded
purchasing choices has led consumers to consumers, who increasingly value
seek out products and services that align authenticity in a brand's environmental
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promises. Research indicates that
consumers are more likely to support
companies  that exhibit  genuine

dedication to sustainability, which not
only fosters brand loyalty but also
elevates a company’s reputation
(Nekmahmud & Fekete-Farkas, 2020).
As aresult, green marketing has emerged
as a powerful tool, allowing businesses
to connect with conscious consumers on
shared values and reinforce brand loyalty
through authentic, sustainable practices.

The benefits of adopting green
marketing extend beyond consumer
preference and loyalty. Integrating green
practices has been shown to enhance
consumer trust and contribute to a
company’s competitive edge in the
marketplace (Mukonza & Swarts, 2020).
Many companies have therefore shifted
towards more sustainable business
practices, motivated by regulatory
pressures as well as evolving consumer
expectations. This shift highlights an
essential role for green marketing: it not
only promotes more sustainable
consumer choices but also supports
broader environmental and social
objectives. As companies embed
sustainable  practices  into  their
operations and marketing, they help
drive an industry-wide push toward
environmentally responsible
consumerism. This movement holds the
potential  for long-term  positive
outcomes, enabling businesses to
participate in broader efforts to mitigate
environmental damage while fostering
consumer loyalty through transparent

and impactful green  marketing
approaches.
Building upon the growing

significance of sustainable consumerism
and the pivotal role of green marketing,
this study focuses on examining how
green marketing strategies influence
brand loyalty among consumers. As
consumers become more
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environmentally conscious, their
purchasing decisions increasingly reflect
a preference for brands that demonstrate
genuine commitment to sustainability
(Chen & Chang, 2013). Green marketing
encompasses various practices,
including eco-friendly product design,
sustainable packaging, and transparent
communication about environmental
initiatives (Leonidou et al., 2013). By
adopting these strategies, companies not
only meet regulatory requirements but
also align with consumer values, thereby
enhancing brand loyalty (Martinez,
2015). Previous research indicates that
effective green marketing can lead to
positive  brand  associations  and
increased customer retention (Kumar &
Christodoulopoulou, 2014). However,
the extent to which these strategies
impact brand loyalty varies across
different markets and consumer
segments (Yadav & Pathak, 2017). This
study aims to explore these dynamics by
analyzing consumer perceptions of green
marketing efforts and their subsequent
effect on brand loyalty. Understanding
this relationship is crucial for businesses
seeking to develop sustainable practices
that resonate with their target audience
and  foster  long-term  customer
relationships.

In the current market landscape,
brands face significant challenges in
attracting environmentally conscious
consumers and maintaining their loyalty.
A 2022 survey by Kantar revealed that
96.7% of Indonesian Millennials and
Gen Z prefer purchasing from companies
implementing sustainability initiatives,
indicating a strong consumer preference
for eco-friendly practices (Tirto.id,
2022). However, aligning with these
expectations is complex. Brands often
encounter higher costs associated with
sustainable sourcing, production, and
packaging, which can lead to increased
product prices and potentially deter
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price-sensitive consumers (Dangelico &
Vocalelli, 2021). Moreover, the
prevalence of greenwashing where
companies falsely claim environmental
responsibility has led to consumer
skepticism, making it imperative for
brands to establish genuine and
transparent sustainability efforts to build
trust (Delmas & Burbano, 2021).
Additionally, effectively communicating
these initiatives is challenging; brands
must convey their environmental
commitments without appearing self-
serving or insincere. The dynamic nature
of consumer expectations, which evolve
with increasing environmental
awareness,  requires  brands to
continuously innovate and adapt their
sustainability  strategies to remain
relevant and retain consumer loyalty.
Therefore, the primary issues for brands
are balancing the financial implications
of sustainable practices, overcoming
consumer skepticism, and effectively
communicating their genuine
environmental efforts to attract and
retain  environmentally  conscious
consumers.

Despite the growing emphasis on
sustainable consumerism and green
marketing, several research gaps persist
in understanding how these strategies
influence brand loyalty. First, while
studies have explored the relationship
between green marketing and consumer
behavior, there is a lack of
comprehensive analysis on how specific
green marketing initiatives directly
impact brand loyalty across diverse
cultural contexts (Adnan et al., 2023).
Second, the role of digital platforms in
disseminating green marketing messages
and their effectiveness in fostering brand
loyalty remains underexplored,
particularly in the context of emerging
markets (Alamsyah et al., 2022). Third,
existing literature often overlooks the
potential moderating effects of consumer
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demographics, such as age and income,
on the relationship between green
marketing efforts and brand loyalty
(Sujanska & Nadanyiova, 2024). Fourth,
there is limited research on the long-term
impact of green marketing strategies on
brand loyalty, with most studies focusing
on short-term consumer responses
(Panci¢ et al.,, 2023). Finally, the
effectiveness of green marketing in
industries beyond consumer goods, such
as services and technology sectors, has
not been extensively studied (Saeed et al.,
2023). Addressing these gaps is crucial
for brands aiming to attract and retain
environmentally conscious consumers,
as it provides a nuanced understanding of
how green marketing strategies can be
tailored to enhance brand loyalty
effectively.

The primary objective of this
research is to analyze how green
marketing strategies influence consumer
loyalty to brands. As environmental
concerns have become central to
consumer behavior, businesses face a
growing need to adopt sustainable
practices to align with consumer values
and expectations. This study aims to
investigate the direct and indirect effects
of green marketing strategies, including
eco-friendly product design, sustainable
sourcing, ethical branding, and
transparent environmental
communication, on the development and
retention of brand loyalty. By examining
these strategies, this research will
provide insights into whether, and to
what extent, specific green marketing
initiatives foster stronger connections
between consumers and  brands.
Additionally, this study seeks to identify
which elements of green marketing most
effectively appeal to environmentally
conscious consumers and how they
contribute to long-term brand loyalty.

Furthermore, this research will
explore the moderating role of consumer
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demographics—such as age, income,
and educational background—on the
relationship between green marketing
strategies and brand loyalty.
Understanding these nuances is crucial
for businesses aiming to craft targeted
green marketing campaigns that resonate
with different consumer segments. The
findings will not only reveal the extent of
green marketing’s impact on loyalty but
also provide practical recommendations
for businesses on leveraging these
strategies effectively. This research will
address existing knowledge gaps by
focusing on emerging markets and
examining the influence of digital
platforms as channels for green
marketing. Ultimately, this study aims to
enhance the understanding of how green
marketing can be optimized to support
sustainable consumer behavior,
strengthen brand image, and build a loyal
customer base committed to
sustainability values. The results are
expected to offer actionable insights for
companies seeking to improve customer
loyalty while contributing positively to
environmental preservation.

RESEARCH METHODS
RESULTS
Consumer  Perceptions
Marketing Strategies

The study's findings reveal that
consumers perceive green marketing
strategies as a reflection of a brand's
genuine commitment to environmental
sustainability. Participants emphasized
the importance of transparency in these
initiatives, expressing skepticism toward
superficial or insincere efforts. One
respondent noted, "I support brands that
are honest about their environmental
impact and actively work to reduce it."
This sentiment aligns with recent
research indicating that transparency in
green marketing fosters consumer trust
and loyalty (Chen et al., 2020).

of Green
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Additionally, consumers value tangible
actions over mere promotional claims.
They prefer brands that implement
sustainable  practices across their
operations, such as using eco-friendly
materials and reducing carbon footprints.
As one interviewee stated, "It's not
enough for a company to say they're
green; | need to see real changes in their
products and processes.” This preference
for substantive environmental efforts is
supported by studies highlighting the
effectiveness of comprehensive
sustainability practices in enhancing
brand perception (Nguyen et al., 2021).

Another significant factor is the
alignment of a brand's values with those
of the consumer. Participants expressed
a stronger connection to brands whose
environmental initiatives resonate with
their personal beliefs. One participant
mentioned, "I feel more loyal to brands
that share my commitment to protecting
the environment.” This finding is
consistent with research demonstrating
that value congruence between
consumers and brands strengthens brand
loyalty (Goh & Balaji, 2022). Moreover,
consumers appreciate educational efforts
by brands that raise awareness about

environmental issues and promote
sustainable consumption. An
interviewee remarked, "l appreciate

when brands educate me on how to be
more eco-friendly; it shows they care
about more than just profits." This
perspective is corroborated by studies
indicating that educational content in
green marketing enhances consumer
engagement and loyalty (Wang et al.,
2023). Overall, the findings suggest that
consumers  prioritize  authenticity,
tangible actions, value alignment, and
educational  initiatives in  green
marketing strategies, which collectively
influence their loyalty to brands.
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Impact of Green Marketing on Brand
Loyalty

The study's findings indicate that
green marketing strategies, such as eco-
friendly packaging, sustainability claims,

and social initiatives, significantly
influence consumer brand loyalty.
Participants  expressed a  strong

preference for brands that implement
environmentally responsible practices,
viewing these efforts as a reflection of
the company's values and commitment to
sustainability. One respondent noted, "I
am more loyal to brands that use eco-
friendly packaging because it shows they
care about the environment.” This
sentiment aligns with recent research
suggesting that sustainable packaging
enhances consumer perceptions of brand
authenticity and fosters loyalty (Magnier
& Schoormans, 2017).

Sustainability claims also play a
crucial role in shaping brand loyalty.
Consumers are increasingly attentive to
the environmental impact of their
purchases and seek brands that
transparently communicate their
sustainability efforts. An interviewee
stated, "When a brand provides clear
information about their sustainability
practices, | feel more confident and loyal
to them." This finding is supported by
studies indicating that transparent
sustainability claims build consumer
trust and strengthen brand loyalty
(Parguel et al, 2011). However,
participants emphasized the importance
of authenticity, expressing skepticism
toward superficial or exaggerated claims.
This underscores the need for brands to
ensure their sustainability
communications are genuine and
substantiated to avoid consumer distrust
(Delmas & Burbano, 2011).

Social initiatives further enhance
brand loyalty by demonstrating a
company's broader commitment to
societal well-being. Participants
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highlighted that brands engaging in
community development or
environmental conservation projects
resonate more deeply with their values.
One participant mentioned, "I support
brands that give back to the community
and the environment; it makes me feel
like I'm contributing too.” This
perspective is corroborated by research
showing  that  corporate  social
responsibility initiatives positively affect
consumer loyalty by aligning brand
actions with consumer values (Du et al.,
2007). Overall, the findings suggest that
green marketing strategies, when
implemented authentically and
transparently, significantly contribute to
building and maintaining consumer
brand loyalty.

Factors Enhancing Brand Loyalty in
Green Marketing

The research identifies several key
factors within green marketing that
significantly enhance consumer brand
loyalty. Foremost among these is the
trust consumers place in a brand's

environmental  claims.  Participants
emphasized the  importance  of
authenticity and transparency,

expressing a preference for brands that
provide clear, verifiable information
about their sustainability practices. One
respondent stated, "I remain loyal to
brands that are honest about their
environmental impact and show real
efforts to improve." This aligns with
findings by Chen et al. (2020), who
noted that transparent communication
about environmental initiatives fosters
consumer trust and loyalty. Additionally,
the integrity of the brand plays a crucial
role; consumers are more inclined to
support  brands that consistently
demonstrate ethical behavior and align
with their personal values. This is
supported by Nguyen et al. (2021), who
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found that perceived brand integrity
positively influences consumer loyalty.

Another significant factor is the
perceived quality and effectiveness of
the eco-friendly products offered.
Participants indicated that their loyalty is
strengthened when sustainable products
meet or exceed the performance of
conventional alternatives. As one
interviewee mentioned, "1 stick with eco-
friendly brands when their products
work just as well or better than non-
green options." This perspective is
corroborated by Wang et al. (2023), who
reported that product quality is a critical
determinant of brand loyalty in the
context of green marketing. Furthermore,
the study highlights the role of consumer
engagement in sustainability initiatives.
Brands that actively involve consumers
in their environmental efforts, such as
through educational campaigns or
opportunities for participation in green
programs, tend to cultivate stronger
loyalty. This finding is consistent with
research by Goh and Balaji (2022),
which ~ suggests  that  consumer
engagement in a brand's sustainability
journey enhances emotional connection
and loyalty. Overall, the study
underscores that trust in green claims,
brand integrity, product quality, and
consumer engagement are pivotal factors
in strengthening brand loyalty within
green marketing strategies.

DISCUSSIONS

The findings of this study align
with and expand upon existing literature
regarding the impact of green marketing
strategies on consumer brand loyalty.
Participants emphasized the importance
of transparency and authenticity in
environmental claims, echoing previous
research that highlights the role of
perceived  sincerity in  fostering
consumer trust and loyalty (Chen et al.,
2020). This underscores the necessity for
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brands to provide clear, verifiable
information about their sustainability
practices to build and maintain consumer
trust. Moreover, the study reveals that
consumers value tangible actions over
promotional claims, preferring brands
that implement sustainable practices
across their operations. This finding is
consistent with Nguyen et al. (2021),
who found that comprehensive
sustainability efforts enhance brand
perception and loyalty.

Additionally, the alignment of a
brand's values with those of the
consumer emerged as a significant factor
influencing loyalty. Participants
expressed a stronger connection to
brands whose environmental initiatives
resonate with their personal beliefs,
supporting the notion that value
congruence strengthens brand loyalty
(Goh & Balaji, 2022). This highlights the
importance for brands to not only adopt
sustainable practices but also to
effectively communicate their
environmental values to foster a deeper
connection with consumers.
Furthermore, the study identifies the role
of consumer engagement in
sustainability initiatives as a critical
component in enhancing loyalty. Brands
that actively involve consumers in their
environmental efforts, such as through
educational campaigns or opportunities
for participation in green programs, tend
to cultivate stronger loyalty. This finding
aligns with Wang et al. (2023), who
suggest that consumer engagement in a
brand's sustainability journey enhances
emotional connection and loyalty.

In summary, the study underscores
that trust in green claims, brand integrity,
product quality, and  consumer
engagement are pivotal factors in
strengthening brand loyalty within green
marketing strategies. These findings
provide valuable insights for brands
aiming to enhance their sustainable
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practices and strengthen customer
relationships. By  focusing on
transparency, value alignment, and

active consumer engagement, brands can
effectively leverage green marketing
strategies to build and maintain
consumer loyalty.

Implications for Marketing Practice
The findings of this study offer
valuable insights for brands aiming to
build consumer loyalty through green
marketing strategies. First, transparency
and authenticity are paramount. Brands
should provide clear, verifiable
information about their environmental
initiatives to build trust and avoid
perceptions of greenwashing. This aligns
with research indicating that transparent
communication about sustainability
efforts enhances consumer trust and
loyalty (Chen et al., 2020). Second,
integrating eco-friendly packaging and
sustainable product design can serve as
tangible demonstrations of a brand's
commitment to environmental
responsibility, thereby strengthening
consumer loyalty. Studies have shown
that sustainable packaging positively
influences  brand  perception and
consumer commitment (Magnier &
Schoormans, 2017). Third, engaging
consumers in sustainability initiatives,
such as educational campaigns or
opportunities  for  participation in
environmental programs, can foster a
sense of community and shared values,
further enhancing loyalty. This is
supported by findings that consumer
engagement in a brand's sustainability
journey enhances emotional connection
and loyalty (Goh & Balaji, 2022). Lastly,
brands should ensure that their green
products meet or exceed the performance
of conventional alternatives, as product
quality remains a critical determinant of
brand loyalty in the context of green
marketing (Wang et al., 2023).

10031

Implications for Consumer and
Environmental Policy

Green marketing has the potential
to support sustainable policies and
influence consumer behavior toward
more environmentally friendly practices.
By promoting eco-friendly products and
practices, brands can contribute to the
normalization of sustainable
consumption, aligning with policy
objectives aimed at reducing
environmental  impact.  Moreover,
transparent and  authentic  green
marketing can empower consumers with
the information needed to make
informed choices, thereby driving
demand for sustainable products and
encouraging other companies to adopt
similar practices. This consumer-driven
demand can complement regulatory
efforts, creating a market environment
where sustainable products become the
norm rather than the exception.
Additionally, by highlighting the
benefits of sustainable consumption,
green marketing can play a role in
shifting  consumer  attitudes and
behaviors, supporting broader
environmental policy goals. However, it
is essential for policymakers to establish
clear guidelines and standards for green
marketing to prevent misleading claims
and ensure that environmental benefits
are accurately represented. This aligns
with research suggesting that regulatory
frameworks are necessary to prevent
greenwashing and promote genuine
sustainability efforts (Parguel et al.,
2011).

CONCLUSION AND SUGGESTION

In  conclusion, this research
underscores several key insights into the
influence of green marketing strategies
on brand loyalty. Key findings reveal
that consumer trust in a brand’s
sustainability claims, the use of eco-
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friendly packaging, and active social
initiatives play critical roles in enhancing
consumer loyalty. Transparency and
authenticity in green marketing efforts
emerged as vital factors that build
consumer  trust, while  consumer
engagement in sustainability initiatives
fosters a sense of connection and loyalty.
This study contributes to the green
marketing and brand loyalty literature by
providing empirical evidence on the
effectiveness of specific green marketing
strategies, especially in  emerging
markets, where consumer demand for
sustainability is rapidly evolving. By
highlighting the multidimensional nature
of green marketing's impact on loyalty,
this research expands understanding of
how brands can leverage green
initiatives to not only meet consumer
expectations but also cultivate long-term
relationships ~ with  environmentally
conscious consumers.

However, several limitations
should be noted. This study’s qualitative
approach, while providing rich insights,
may limit the generalizability of the
findings across broader populations.
Future research could adopt a
quantitative approach to validate these
findings with a larger sample size,
offering a more comprehensive
understanding of the impact of green
marketing on brand loyalty. Additionally,
this research focuses primarily on
general consumer goods, which may not
capture industry-specific nuances in
sectors such as technology or service-
based industries, where sustainable
practices may differ. Further studies
could explore these dynamics within
specific industries to yield insights into
green marketing’s varied effects across
sectors. Through addressing these
limitations, future research can build on
these findings to develop a robust
framework that informs sustainable
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marketing practices diverse

consumer and industry.

across
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