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In today's context of globalization and growing awareness of the impact of economic 
activities on society and the environment, ethics and sustainability have become essential 
elements in companies' marketing strategies. This paper investigates how ethical principles 
and sustainable practices influence marketing decisions, consumer behavior and brand 
image building. The benefits of integrating these values into marketing activity are 
highlighted, including customer loyalty, competitive differentiation and supporting 
sustainable development. To provide an overview of research in the field, the VOSviewer 
software was used to create a bibliometric map based on data extracted from the Web of 
Science. This analysis identified the main research directions, recurring concepts and their 
connections in the field of ethical and sustainable marketing. The results reflect current 
trends and initiatives through which organizations are integrating ethical and sustainable 
considerations into their communication and promotion strategies. The main aim of the 
research is to highlight the impact of these practices on brand credibility, consumer loyalty 
and market positioning. The paper also explores the potential of emerging technologies, 
such as automation and artificial intelligence, to support responsible marketing, 
emphasizing the benefits as well as the ethical challenges associated with their 
implementation in practice. 
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1. Introduction 

In an increasingly interconnected world that is conscious of the impact of economic decisions on the 
environment and society, modern marketing can no longer ignore the ethical and sustainable dimensions of its 
activities. Ethics and sustainability are becoming not only moral choices, but essential factors for the long-term 
success of a company. They directly influence consumer trust, brand loyalty and the public image of the 
organization. Environmental issues have become a concern for consumers and companies around the world, 
which has led to the need for manufacturing eco-friendly products (Bailey, Mishra & Tiamiyu, 2016).  

Green marketing encompasses a wide range of concepts that include facilitating and producing value 
that satisfies consumer needs and demands (Martínez, 2015). Therefore, it is essential to promote organic and 
healthy products (Rettie, Burchell & Riley, 2012). Thus, green marketing signifies a company's social 
responsibility. Green marketing retains the basic objective of traditional marketing, which is to facilitate 
exchanges that respond to human needs and wants. The key difference is that green marketing aims to achieve 
these goals with minimal environmental impact. In today's context of increasingly scarce natural resources, 
companies are having to find new or alternative solutions to meet the demands of today's increasingly 
demanding environment. 

Marketing ethics refers to the application of moral principles in the promotion and sale of products or 
services. Ethical practices imply transparency, honesty in advertising, respect for consumers' privacy and 
avoiding consumer manipulation. A company that promotes a product with misleading information or hides 
the negative effects of its products risks not only legal sanctions, but also loss of credibility. By contrast, 
companies that adopt ethical practices attract loyal customers, motivated employees and trusted partners. 

Ethics can be viewed as a process of reflection and development of principles that guide human 
behavior, whereas morality consists of specific judgments about what is right or wrong (Fisher & Lovell, 2012). 
Morality typically involves lists of rules, codes of practice, and restrictions on actions that might harm others. 
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Ethics are the virtues of desirable values that help people do good actions (Lashley, 2016).  Thus, businesses 
can gain competitive advantage by being concerned about ethics. 

On the other hand, sustainability in marketing means adapting promotion and production strategies 
so as to reduce negative environmental impacts and contribute to sustainable development. This concept has 
become increasingly important in recent decades, amid the climate crisis and public pressure. Today's 
consumers are better informed and more demanding; they prefer brands that promote eco-friendly products, 
use recyclable packaging or support social causes. 

However, as interest in sustainability has grown, there has also been a risk that some companies have 
taken a superficial approach to these principles, using them as image tools rather than genuine commitments. 
In this context, the phenomenon of greenwashing is becoming increasingly present (Pricopoaia, O., et all, 2025). 
Greenwashing can be the result of various malpractices, such as selective disclosures; empty, irrelevant or 
unsubstantiated claims; reference to dubious certifications; advocating or lobbying for environmentally 
unfriendly regulations; or working with companies that have a negative impact on the environment (Nemes et 
al., 2022). 

Integrating ethics and sustainability into marketing offers multiple benefits. First, it strengthens the 
firm's reputation and builds trust with the target audience. Second, it helps to differentiate from competitors 
in a crowded market (Bugheanu, A. M., et all, 2026). Third, it can generate valuable innovation: companies are 
forced to seek creative solutions to become more socially and environmentally responsible. Organizations 
known for respecting moral and ethical conscience build positive reputations and are therefore often identified 
with the common good (Sageder et al., 2018). 

Applying these principles is not without its challenges. Sometimes sustainability can mean higher 
upfront costs, and implementing a rigorous code of ethics may require profound organizational changes. There 
is also a risk that some companies engage in "greenwashing", i.e. claiming to be sustainable without taking 
concrete action, which undermines the credibility of the whole sector (Cristache, N., et all, 2025). 
Environmental sustainability, as a research field, deals with initiatives to reduce environmental degradation 
and promote the greater good for as many people as possible (Gimenez et al., 2012; Husted & de Sousa-Filho, 
2017). 

The concept of corporate social responsibility is closely related to sustainability. Corporate social 
responsibility is a critical area of management that offers significant potential for competitive differentiation 
by aligning market and societal objectives (Ali & Kaur, 2021). Given its dual benefits, corporate social 
responsibility is a valuable business strategy for marketers. 

In particular, it gives companies a means to gain a competitive advantage by prioritizing non-economic 
aspects and promotes positive consumer attitudes towards brand image. The importance of brand image in 
marketing strategy is well understood and, if executed effectively, can lead to greater customer loyalty, more 
focused purchase intent and improved corporate success (Kataria et al., 2021). 

Ethics and sustainability should not be seen as mere trends or marketing strategies, but as 
fundamental elements of responsible business. In an ever-changing economic and social context, companies 
that put moral values and respect for the environment at the forefront have the best chance of growing healthily 
and sustainably. 
 
2. Literature review 

Sustainable development is a highly controversial concept, with different definitions and opinions on 
what should be sustained, e.g. ecosystems, natural resources or culture; and what should be developed, e.g. 
equity, economic wealth or social justice (Robert, Parris & Leiserowitz, 2005). It can also be defined by goals, 
indicators, values or practices or a combination of these (Robert, Parris & Leiserowitz, 2005). This perspective 
highlights the complexity of the concept of sustainable development, which has no universally accepted 
definition. The fact that the term can be interpreted in different ways, whether in terms of protecting the 
environment, promoting social equity or economic growth, shows that it is an interdisciplinary concept, 
involving different choices and priorities depending on the cultural, political and economic context. 

In a marketing context, ambiguity can lead to questionable practices such as greenwashing, i.e. 
promoting a false image of environmental responsibility. This is why it is essential that companies adopt a clear 
and transparent approach to sustainability, based on measurable objectives and indicators, not just on 
intentions or attractive slogans. Greenwashing was first blamed in 1986 by activist Jay Westerveld, when hotels 
began asking guests to reuse towels, claiming it was a company water conservation strategy, even though there 
were no environmental actions with more significant environmental impact issues (Pearson, 2010).   

Some companies invest in green marketing communications in order to be perceived as green and 
socially engaged. They advertise and do corporate social responsibility (CSR) to achieve better purchase 
intentions and brand attitudes. According to the advertising firm Ogilvy and Mather, greenwashing practices 
have gained momentum in recent decades, reaching huge proportions (Hsu, 2011). With the rise of green 
markets, followed by greenwashing, a trust issue has arisen as customers have difficulty identifying a true 
green claim (Nyilasy, Gangadharbatla & Paladino, 2014). 
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In many cases, corporate social responsibility becomes more a strategic image tool than a genuine 
commitment to the environment or the community. Increasing greenwashing, i.e. the promotion of a "green" 
image without implementing real sustainable practices, has led to a decline in consumer confidence. Rather 
than becoming a means of bringing brands and customers closer together, superficial green communication 
risks eroding the credibility of the entire sector. Ethical marketing is thus not just about 'what' you 
communicate, but more about how honest and well-grounded it is.  

To combat this crisis of trust, it is essential that companies are transparent, back up their claims with 
concrete evidence (certifications, sustainability reports, external audits) and take a holistic, not just symbolic, 
approach to social responsibility. It is only through coherence between discourse and action that companies 
can build a sustainable relationship with the public and make a genuine contribution to a sustainable future. 
Sustainability is usually seen as three forces, economic, social and environmental, in tension with each other 
(Arogyaswamy, 2020). 

This underlines the crucial role of environmental education in shaping consumer behavior. The better 
informed people are about the environmental impacts of products, the more likely they are to choose 
sustainable alternatives. Environmental awareness therefore becomes a significant influencing factor in 
purchasing decisions and market orientation towards green products. Environmental awareness is defined as 
"working to minimize the negative effects of products or groups of products that harm the environment" (Kang 
& James, 2007). In this direction, the level of awareness of consumers leads them to consume environmentally 
friendly products. In other words, consumers who exhibit environmentally conscious behaviors tend to 
consume more environmentally friendly products (Fraj & Martinez, 2006). 

This trend represents an important opportunity for companies to respond to demand by developing 
products with low environmental impact and clearly communicating the environmental benefits. But for this 
relationship between awareness and green consumption to work genuinely, marketing must be responsible 
and honest. Informed consumers are increasingly critical and able to spot greenwashing or empty promises. 

Sustainable marketing initiatives must incorporate three fundamental elements: economic, social and 
environmental considerations. Sustainable marketing incorporates decision-making and business activities 
that consider the impact on the local community and consumers, including production and sales, as well as 
social and environmental ethics (Sun & Ko, 2016). Sustainable marketing involves a balanced approach where 
companies no longer focus solely on economic gain, but also integrate environmental and social responsibility. 
It involves making business decisions that consider community, consumer and environmental consequences 
at all stages of the business, from production to sale. 
 
3. Methodology and research stages 

This study aims to contribute to an in-depth perspective on how the principles of ethics and 
sustainability influence contemporary marketing practices. To this end, the research explores the interaction 
between corporate social responsibility, communicational transparency and organizational performance in the 
context of sustainable marketing strategies. The Web of Science database was used to collect relevant scientific 
articles. The database was built based on the following selection criteria: keywords (sustainable marketing, 
eco-conscious behavior, green marketing, greenwashing, corporate social responsibility (CSR), marketing 
ethics); research fields (Business Economics and Operations Research Management Science); publication 
period (2014 - 2024); document type (scientific article); language (English) and accessibility of the article 
(open access). 

Applying these filters resulted in a database of 23 985 articles. Table no. 1 shows the evolution of the 
number of scholarly publications, illustrating the growing interest of the academic community in sustainability 
and ethics in marketing. 

 
Table 1. Results of filtering the Web of Science scientific publications database, distribution 

between 2014 - 2024 
Year of publication  No. of publications 

2024 4082 
2023 3138 
2022 2933 
2021 2759 
2020 2418 
2019 2090 
2018 1579 
2017 1484 
2016 1287 
2015 1172 
2014 1043 

Source: own processing based on data from Web of Science 
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Figure no. 1, generated using VOSviewer software, illustrates the conceptual network formed around 
the themes of ethics, sustainability and marketing. The visual analysis is based on the frequency of co-
occurrence of key terms in the literature, highlighting the main research directions. Network Visualization 
comprises four differently colored clusters, the first cluster is red, the second green, the third yellow and the 
fourth blue. Terms such as CSR (corporate social responsibility), business ethics, sustainability, greenwashing 
and financial performance appear centrally in the map, suggesting a close interdependence between the ethical 
dimension, economic performance and sustainability of marketing strategies.  

The clusters reflect well-defined themes: in the red area is the managerial and governance dimension 
of CSR; in the green area, the focus falls on ethics, legitimacy and financial performance; the yellow cluster 
focuses on consumer perceptions and sustainability; and the blue cluster addresses critical issues such as 
greenwashing and corporate transparency. This visualization emphasizes that ethical and sustainable 
marketing is not just a strategic option, but a necessity for building trust and legitimacy in dealing with the 
public and society. 

 
Figure 1. Network Visualization 

Source: output soft VOSviewer version 1.6.19 
 

Figure no. 2 reflects a chronological dimension of the conceptual network, allowing us to observe the 
evolution of academic interest between 2018 and 2022. Thus, it can be observed that topics such as business 
ethics, financial performance or ethics have been intensively addressed between 2018 and 2019, constituting 
the theoretical foundations of research in the field of sustainability and ethical marketing. In contrast, terms 
such as CSR, sustainability and management have seen an intensification of interest around 2020, likely amid 
pandemic-driven changes.  

More recent themes, highlighted in yellow, such as greenwashing, disclosure and environmental 
performance, suggest a growing concern in the scientific community about the transparency of sustainable 
communication and the negative impact of marketing strategies perceived as misleading. This underlines an 
important current trend: sustainable marketing is no longer judged solely in terms of ethical values or 
economic performance, but also in terms of the authenticity and veracity of communication. 
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Figure 2. Overlay visualization 

Source: output soft VOSviewer version 1.6.19 
 

In Figure no. 3, the density map generated by VOSviewer provides a concentrated perspective on the 
dominant themes in research on sustainability and ethics in marketing. The areas marked in yellow, such as 
environmental performance, ethics, innovation, sustainable development and management, indicate a high 
degree of scientific interest and an increased frequency of these terms in the analyzed literature. This 
underlines that corporate social responsibility and organizational performance are essential components of 
the academic discourse related to ethical marketing.  

Terms such as greenwashing, impact or financial performance, situated in the green zone, suggest the 
emergence of emerging or complementary themes with potential for development. At the same time, concepts 
such as governance, business ethics or consumers are more peripheral, but may offer interesting directions for 
future research focusing on transparency and public perception. This visualization allows a clear 
understanding of the dominant directions and potential gaps in the study of ethics and sustainability in 
marketing. 

 

 
Figure 3. Item density visualization 

Source: output soft VOSviewer version 1.6.19 
 
Figure no. 4 helps to understand the structure and main themes in the scientific literature. Each term 

on the map represents a keyword frequently encountered in the articles analyzed. The size of the words 
indicates their frequency, terms such as "performance", "CSR" or "sustainability" are key in the literature 
studied. 

The colors indicate the thematic clusters that were formed according to how often the terms appear 
together in the same context. The red area includes terms such as 'management', 'green', 'innovation' and 'CSR', 
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suggesting that these terms are frequently discussed together in the corporate social responsibility and 
sustainability management literature. This cluster represents a research area focused on strategies for 
integrating sustainability into corporate management. 

The blue zone, which contains terms such as 'greenwashing', 'disclosure' and 'environmental 
performance', focuses on transparency and environmental reporting. The term 'greenwashing' indicates 
researchers' concern about practices in which companies falsely claim to be green. This cluster reflects a critical 
area of research that examines the discrepancies between the public image and firms' actual sustainability 
behavior. 

The green cluster includes terms such as "business", "strategy", "financial performance" and 
"legitimacy", suggesting a theme related to the impact of sustainable strategies on the financial performance 
and legitimacy of organizations. This cluster of terms reflects interest in how firms can gain competitive 
advantage through ethical and sustainable practices. 

At the top of the map, the yellow cluster contains terms such as 'performance', 'ethics' and 'consumers'. 
It reflects concern about how ethical behavior and sustainability are perceived by consumers and how they 
affect the overall performance of companies. This cluster is likely to highlight the social dimension of 
sustainability, emphasizing the relationship between organizations and their stakeholders. 

Overall, the map provides an overview of the major themes discussed in the scientific literature related 
to sustainability, corporate social responsibility (CSR), performance and ethics. This mapping is extremely 
useful to understand how the concepts are interrelated and to identify possible future research directions. 

 

 
Figure 4. Density visualization cluster 
Source: output soft VOSviewer version 1.6.19 

 
Table no. 2 contains the words in cluster 1 (red) and highlights the centrality and frequency of key 

concepts in the literature. The term CSR (Corporate Social Responsibility) has the highest link strength (Total 
Link Strength = 84) and the maximum number of occurrences (23), confirming its dominant position in 
research on sustainability and ethics in marketing.  

Other relevant terms, such as management and impact, show high connectivity in the network, 
reflecting the importance of management strategies and the evaluation of sustainability outcomes. In contrast, 
terms such as governance and perspectives appear less frequently and have low influence in the network, 
suggesting possible future research directions. Thus, the table analysis complements the visual representations 
by providing a quantitative framework for assessing the importance and interconnectedness of the analyzed 
terms. 

 
Table 2. Cluster 1 (red) 

Keyword Cluster Links Total link strength Occurrences 
csr 

1 

23 84 23 
governance 11 14 4 
green 20 35 10 
impact 17 43 10 
innovation 11 20 5 
management 20 48 14 
model 13 15 5 
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Keyword Cluster Links Total link strength Occurrences 
perspective 14 19 4 
sustainable developement 18 27 5 

Source: own processing based on data from VOSviewer software version 1.6.19 
 

 

 
Figure 5. Cluster 1 (red) 

Source: output soft VOSviewer version 1.6.19 
 

The bibliometric data on the terms included in Cluster 2 highlight a clear focus on the ethical, strategic 
and performance dimensions of sustainable marketing. Business ethics and sustainability are central terms, 
with a high number of links (18 and 17, respectively) and a Total Link Strength of 37 each, suggesting that these 
concepts are deeply intertwined within the academic literature.  

The frequent presence of the term financial performance (Total Link Strength = 31) indicates a 
continuing concern with the relationship between sustainability and financial performance, a topic of both 
theoretical and applied interest. Terms such as firm, strategy and legitimacy reflect more specific dimensions 
related to the application of sustainability at the level of economic entities and the importance of maintaining 
consumer trust. These indicators support the idea that sustainable marketing is not only a value approach, but 
also an integrated component of modern business strategies. 

 
Table 3. Cluster 2 (green) 

Keyword Cluster Links Total link strength Occurrences 
business 

2 

14 21 6 
business ethics 18 37 9 
financial performance 16 31 8 
firm 14 23 5 
legitimacy 11 14 4 
strategy 11 21 5 
sustainability 17 37 10 

Source: own processing based on data from VOSviewer software version 1.6.19 
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Figure 6. Cluster 2 (green)  

Source: output soft VOSviewer version 1.6.19 
 

The terms included in Cluster 3 emphasize the critical dimension of sustainability in marketing, 
focused on responsible communication and environmental performance. Greenwashing, with a high frequency 
(10) and a total link strength of 31, stands out as one of the most discussed concepts, indicating the growing 
concern to identify and sanction misleading marketing practices.  

In the same vein, the term disclosure (Total Link Strength = 29) emphasizes the central role of 
information transparency in sustainable strategies, suggesting that marketing ethics cannot be dissociated 
from honesty in communication. Green marketing emerges as a theme with strong links to both environmental 
responsibility and corporate positioning strategy. Terms such as environmental performance complement this 
perspective, emphasizing the need for objective measurement of environmental impact. This cluster therefore 
reflects the critical and applied dimension of sustainability in marketing, where ethics are challenged by the 
way companies choose to communicate their commitments. 

 
Table 4. Cluster 3 (blue) 

Keyword Cluster Links Total link strength Occurrences 
companies 

3 

9 11 4 
disclosure 16 29 7 
environmental performance 11 22 6 
green marketing 15 26 6 
greenwashing 16 31 10 

Source: own processing based on data from VOSviewer software version 1.6.19 
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Figure 7. Cluster 3 (dark blue)  

Source: output soft VOSviewer version 1.6.19 
 
Cluster 4 highlights the public perception-oriented component and performance evaluation in 

sustainable marketing. The term performance holds a pivotal position in the network, with 21 links and a total 
link strength of 55, ranking it among the most influential terms in the entire analysis. This centrality suggests 
that performance evaluation, whether financial, environmental or social, is a key element in sustainability 
strategies applied in marketing.  

Alongside this, the terms consumers and ethics reflect concern about the role of moral values and 
consumer reactions to ethical marketing messages. Although they appear less frequently, these terms are 
critical to understanding how sustainability is received and valued in the marketplace, providing a human and 
moral dimension to research in the field. 
 

Table no. 5. Cluster 4 (yellow) 
Keyword Cluster Links Total link strength Occurrences 

consumers 

4 

12 16 4 
ethics 10 13 4 

performance 21 55 13 
Source: own processing based on data from VOSviewer software version 1.6.19 
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Figure 8. Cluster 4 (yellow) 

Source: output soft VOSviewer version 1.6.19 
 
A bibliometric analysis using the VOSviewer tool identified four major clusters of terms, each 

representing a distinct but interconnected dimension of the literature on ethics and sustainability in marketing. 
The results highlight not only recurring concepts in academic research, such as corporate social responsibility, 
organizational performance, and green marketing, but also emerging trends, such as concerns about 
greenwashing and growing demands for transparency in communication. Ethics and sustainability are thus 
becoming defining elements in the construction of contemporary marketing strategies, helping both to 
differentiate brands and to build trust with the public. The implications of these concepts go beyond the 
reputational sphere, having a direct impact on financial performance, organizational legitimacy and consumer 
behaviour. 
 
4. Conclusions 

Sustainability issues are complex, with multiple ecological, social, and economic dimensions, and arise 
from efforts to protect and govern common resources such as climate, water, and energy (Nicholson & Kurucz, 
2019). Thus, that there is a need for a deeper understanding of leadership approaches that support efforts to 
systemically address the commons issues that sustainability presents (Broman et al., 2014; Engster, 2007).  

This complexity requires leadership models that are not based on managerial efficiency alone, but on 
an ethical and collaborative vision capable of mobilizing diverse actors around a common purpose. Sustainable 
leaders must understand the interdependence between natural and social systems and make decisions that 
reflect environmental care, social equity and long-term economic viability. Such approaches emphasize 
collective responsibility, empathy and long-term thinking, which are essential for managing common resources 
in a sustainable way. 

Organizations' marketing strategies are geared towards meeting consumers' socio-ethical needs by 
promoting cultural diversity, protecting the environment, and providing relief during natural disasters (Choi & 
Sung, 2013). Sustainable marketing initiatives have been proven to have a positive impact on improving brand 
image, increasing corporate profits and ensuring long-term survival (Maignan & Ferrell, 2001). 

In this context, sustainable marketing is no longer just a strategic option, but a necessity for 
organizations that want to remain relevant and responsible in a changing economic and social environment. 
By integrating ethical values into marketing activities, companies strengthen their relationships with 
stakeholders while building trust and loyalty among consumers. Sustainability thus becomes a key competitive 
advantage, contributing not only to financial performance but also to organizational reputation and resilience. 

According to Song et al. (2019), the company can improve its reputation and image by enhancing its 
credibility. On the other hand, when a company fails to maintain its credibility, this leads to a deterioration of 
reputation. Implementing corporate social responsibility practices can help to create a trustworthy, 
sustainable and ethical brand image, thereby increasing customers' perceived brand loyalty (Marin et al., 
2009). 

In this sense, corporate social responsibility becomes a strategic tool through which organizations can 
build sustainable image capital. Moreover, modern consumers, increasingly aware of the social and 
environmental impact of their choices, tend to support brands aligned with their values. Thus, ethical and 
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sustainable commitments not only strengthen customer loyalty but also contribute to competitive 
differentiation in a saturated and dynamic market. 

Ethics defines right and wrong (Peterson, 2009). It helps people decide how to live and what to buy. 
When applied to institutions, it enables groups to establish fair and appropriate procedures (Ferrell et al., 
2008). Therefore, ethics not only influences individual behaviors, but also plays a critical role in shaping 
organizational culture and collective decision-making. In the business environment, the application of ethical 
principles helps to create a climate of trust between the company and its stakeholders (employees, customers, 
partners and the community). Ethics becomes a foundation of corporate responsibility, ensuring alignment 
between economic interests and social and moral values. 

A green brand image is essential for businesses, especially in view of consumers' environmental 
awareness and strict international environmental regulations (Delafrooz & Goli, 2015). A green brand image 
satisfies consumers' environmental desires and reduces the resulting problems (Khandelwal et al., 2019). In 
this way, a green brand image positively influences consumer confidence as it can reduce perceived risk (Chen, 
2010).  

In addition, a well-defined green brand image helps to differentiate products in a competitive market 
by providing consumers with an additional value criterion in the choice process. This not only reinforces brand 
loyalty but also stimulates sustainable consumption behavior. In the long term, companies that invest in 
building an environmentally responsible brand image benefit from a stronger reputation, increased perceived 
brand value and a deeper and more enduring relationship with their target audience. 

Greenwashing has been attributed to a variety of factors, one of which is consumer perceptions related 
to irresponsible behavior by firms (Mansoor & Paul, 2022; White et al., 2019). In this context, greenwashing 
negatively affects consumer perceptions of the authenticity of the green messages promoted by companies, 
undermining trust and decreasing brand loyalty. When consumers perceive a disconnect between 
environmental communication and actual company actions, perceived risk increases and purchase intention 
decreases. Therefore, transparency and consistency between stated values and actual practices become 
essential to maintain a relationship of trust and avoid the negative effects of suspected greenwashing. 

A strong green brand image not only positively influences consumer perceptions, but also reinforces 
brand loyalty and differentiates the company in the marketplace. Consumers who are aware of environmental 
impacts are more likely to support brands that demonstrate environmental responsibility, which can lead to 
increased market share and a stronger competitive position. Thus, building and maintaining a genuine green 
brand image becomes a key strategy for long-term success in the green economy. 

Transparency, in the environmental context, refers to the way eco-labels provide clear and relevant 
information about their environmental policies. Transparency is an open acceptance of how business processes 
affect the environment. Transparent green brands focus not only on the long-term positive environmental 
impact of their products, but also on their ability to communicate their business practices (Bhaduri & Ha 
Brookshire, 2011).  

Transparency is a fundamental requirement for businesses to establish a positive relationship with 
consumers (Kang & Hustvedt, 2014). Recent research has found that environmental transparency produces a 
green brand image and environmental trust (Deng & Yang, 2022). Thus, transparency becomes an essential 
pillar in green marketing strategy, facilitating the building of an authentic and sustainable relationship between 
brand and consumers. By honest and detailed communication of green practices, companies not only meet 
consumer expectations, but also reduce the perceived risk of greenwashing. In this way, transparency 
contributes not only to increasing customer loyalty, but also to strengthening long-term competitive advantage 
in an increasingly sustainability-oriented business environment. 

The increasing demand for sustainable products is driving firms to develop green marketing strategies 
to show their good corporate image and social responsibility to consumers (Zhang et al., 2018). Thus, green 
marketing becomes a key tool through which companies can communicate their commitment to sustainability 
and social responsibility. By adopting practices and messages that reflect concern for the environment, firms 
are able to meet the expectations of increasingly conscious consumers, while strengthening their reputation 
and long-term competitive advantage. This approach not only promotes responsible consumption but also 
supports the wider objective of sustainable development. 

In conclusion, the integration of sustainable development principles and green marketing is a strategic 
necessity for modern companies. As consumers become increasingly aware of the social and environmental 
impacts of their choices, companies that adopt responsible practices and communicate these efforts 
transparently are able to strengthen their trust, loyalty and market position. In this way, sustainable marketing 
not only contributes to environmental protection and social equity, but also becomes an essential pillar of long-
term economic success. 
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