© 2025 IJNRD | Volume 10, Issue 6 June 2025 | ISSN: 2456-4184 | [JNRD.ORG

IJNRD.ORG ISSN : 2456-4184 -

. INTERNATIONAL JOURNAL OF NOVEL RESEARCH
; == AND DEVELOPMENT (IJNRD) | IJNRD.ORG
NRD An International Open Access, Peer-reviewed, Refereed Journal

“Marketmg strategies for sustainable development in
emerging market”

1 Mrs. Jeevitha J R, 2Navya Shree D M, *Hema Shree S, *Ashwini K N, SAfnan Pasha

IAssistant Professor, 2Student, 3Student, 4Student, 5Student
Commerce,
BGS Institute of Management Studies, Chikkaballapur, Karnataka, India

Abstract: The idea of sustainable development has garnered increasing attention in recent years, particularly in emerging markets where
rapid economic expansion brings both opportunities and challenges. This study examines how marketing strategies can play a crucial role
in advancing sustainable development within these economies. It explores how businesses can integrate their commercial goals with social,
environmental, and economic sustainability objectives. The research identifies key marketing strategies that contribute to sustainability,
such as green marketing, product innovation, corporate social responsibility, and consumer education. Additionally, it analyzes the distinct
challenges businesses encounter in emerging markets, including resource constraints, regulatory inconsistencies, and varying levels of
consumer awareness. The study emphasizes the importance of collaboration between companies, local communities, governments, and
non-governmental organizations (NGOs) to achieve positive environmental and social outcomes while maintaining profitability. Using a
mixed-methods approach, the research investigates case studies from industries like agriculture, energy, and manufacturing to evaluate the
effectiveness of different sustainable marketing practices. The findings indicate that businesses integrating sustainability into their
marketing strategies not only improve their brand image but also achieve long-term growth by meeting the changing preferences and values
of consumers. This study contributes to the ongoing discussion on the intersection of marketing and sustainability, providing practical
insights for businesses seeking to implement successful sustainability-driven marketing strategies.
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INTRODUCTION
The world is witnessing a significant shift in economic power, with emerging markets experiencing rapid growth and urbanization. As
these markets continue to evolve, businesses are faced with the challenge of balancing economic growth with social and environmental
responsibility. Sustainable development has become a critical imperative, requiring companies to adopt innovative marketing strategies that
promote environmental sustainability, social responsibility, and economic growth. In emerging markets, the need for sustainable marketing
strategies is particularly pressing. These markets are often characterized by limited resources, inadequate infrastructure, and vulnerable
ecosystems, making it essential for businesses to adopt sustainable practices that minimize their environmental footprint and promote social
well-being. Effective marketing strategies can play a crucial role in driving sustainable development in emerging markets, by promoting
sustainable products and services, educating consumers about sustainable practices, and fostering stakeholder engagement and
collaboration.

Marketing strategies is the comprehensive and coordinated plans, tactics, and actions taken by a business to promote its products or
services, reach target audiences, and achieve marketing objectives. These strategies involve a deep understanding of the target market,
including customer needs, preferences, and behaviors, as well as the competitive landscape and market trends. Effective marketing
strategies integrate various elements, such as market research, segmentation, targeting, and positioning, branding, product d evelopment,
pricing, distribution, and promotion, to create a unique value proposition that differentiates the business from its competitors. By
developing and implementing well-crafted marketing strategies, businesses can increase brand visibility, drive sales and revenue growth,
enhance customer loyalty and retention, and ultimately achieve long-term success and growth. Sustainable development balances economic
growth, social progress, and environmental stewardship to ensure a resilient future. It addresses global challenges like poverty, inequality,
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and climate change by promoting sustainable practices, renewable energy, and responsible consumption, ensuring well-being for current
and future generations.

Emerging markets is a countries or regions that are in the process of rapid economic growth and industrialization, often accompanied by
significant social and political changes. These markets are typically characterized by a growing middle class, increasing urbanization, and a
rising demand for goods and services. Emerging markets often offer attractive investment opportunities due to their potential for high
growth rates, diversification, and access to new consumers. These markets are often marked by a transition from a traditional or agrarian
economy to a more modern, industrialized economy, and are increasingly playing a significant role in the global economy.

REVIEW OF LITERATURE:

1.Anayo D Nkamnebe: Sustainability marketing in the emerging markets, imperatives, challenges, and agenda setting this paper
explores This study emphasizes the importance of adopting sustainability marketing in emerging markets, while identifying obstacles and
proposing a research agenda. It highlights global market pressure, poverty, and local conditions as challenges, stressing the need for policy
changes and strategic sustainability practices to promote sustainable development in these markets.

2. Alona tanasiichuk et al. (2024): Sustainable Development Strategy of Enterprises in International Markets: Opportunities and
Challenges this paper explores, in today's globalized markets, businesses must adopt sustainable development strategies to succeed,
balancing economic growth, stakeholder engagement, and environmental stewardship. A study of Ukrainian companies' international
market performance led to strategies for crisis communication, marketing, and sales growth, identifying Korea, Malaysia, and the UK as
promising markets.

3. Chavez et al. (2021): Challenges of Sustainable Marketing this paper explores, the identify challenges such as limited consumer
awareness and infrastructure gaps in emerging markets. Despite these, they note the potential of a growing middle class and increased
interest in sustainable products, urging businesses to educate consumers and adapt strategies to local contexts.

4. Velez et al. (2023): Corporate Social Responsibility (CSR) this paper explores, the discuss how CSR initiatives can enhance brand
loyalty in emerging markets. They argue that businesses focused on environmental and social issues build trust and create a positive brand
image, meeting the rising demand for ethical corporate practices.

5. Patel et al. (2022): Digital Marketing’s Role in Sustainability this paper emphasizes the role of digital marketing in promoting
sustainability in emerging markets. They argue that social media and influencer campaigns can effectively raise awareness and influence

behavior, making digital platforms an essential tool for promoting eco-friendly products.

Objectives:
1. To explore the potential of Al in enhancing online learning experiences

2 To explore the potential of Al in enhancing online learning experiences
3. To develop innovative Al-powered solutions for online learning
4

To improve accessibility and equity in online learning

Research gap:
There is a significant research gap in understanding effective marketing strategies for sustainability in emerging markets. Current research
focuses on developed economies, overlooking the unique challenges in emerging markets. Limited studies explore localized strategies

balancing profitability and sustainability, neglecting the role of digital marketing, social entrepreneurship, and policy interventions.

Statement of the problem:

As sustainable development becomes increasingly important, emerging market businesses struggle to implement effective marketing
strategies that balance profitability with environmental and social responsibility. Limited resources, regulatory constraints, and varying
consumer awareness exacerbate these challenges. This study seeks to address the knowledge gap on innovative, localized marketing

strategies that promote sustainability while ensuring competitiveness.
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Scope of study:
This study investigates effective marketing strategies supporting sustainable development in emerging markets, examining chal lenges,
opportunities, and innovative approaches that promote sustainability, with a focus on consumer behavior, competitive advantage, and

regulatory frameworks.

Research methodology:

This design allows us to collect data from diverse group of respondents at a single point in time.

Sampling strategy

Sampling size: we well survey 100 respondents

Sampling Technique: Convenience sampling will be used due to practical constraints. Respondents will be selected based on their
availability and willingness to participate.

Data Collection:

Primary Data: We will collect primary data through a structured questionnaire administered to the selected respondents.

Limitations:

1. Emerging markets often lack reliable data, hindering sustainability strategy evaluation.

2. Emerging market consumers often lack sustainability awareness, reducing eco-friendly demand.

3. Inconsistent regulations hinder sustainable marketing, discouraging eco-friendly business practices.
4. Sustainable marketing requires substantial investment, challenging emerging market businesses

greatly.
Data analysis:

Tablel: Showing the Demographic profile of the respondent’s gender.

Gender No. of respondents Percentage
Male 41 41%
Female 59 59%

Analysis and interpretation: The data displays the majority of female respondents, constituting 59% of the sample, while male make up
the remaining 41%. this gender distribution may indicate a tendency towards certain gender specific preference or behavior within the
surveyed population, highlighting the importance of considering gender dynamic in the analysis.

Table2: Distribution of respondents by age range.

Age range No. of Percentage
respondents
18-25 35 35%
26-35 30 30%
36-45 20 20%
46 above 15 15%

Analysis and interpretation: The data illustrates a predominant presence of younger adults aged 18 -35, comprising 65%o0f the sample.
This suggests a focus on demographic that is likely more tech-savvy and adaptable to new trends. The remaining 35%represents older age
groups, indicating a somewhat balanced representation for comprehensive insights.
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Table3: The primary focus of sustainable marketing in emerging markets.
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Particulars No. of
respondents percentage

Economic growth only 41 41%

Environmental sustainability and 52 52%
social responsibility

Technological advancements 5 5%

only
Cultural preservation only 2 2%

Analysis and interpretation: The above table informs, the primary focus of sustainable marketing is emerging marketing, with 41%
emphasizing economic growth, 52% prioritizing environmental sustainability and social responsibility, 5% concentrating on techno logical
advancements, and 2% dedicated to career preservation.

Table 4: The following is a key challenge for sustainable marketing in emerging markets.

Particulars No. of respondents percentages
High consumer demand for 41 41%
luxury goods
Lack of awareness and 35 35%
infrastructure
Oversaturation of 12 12%
sustainable products
Strict government 12 12%
regulations discouraging
sustainability

Analysis and interpretation: The above table informs, the key challenges for sustainable marketing in emerging markets include high
consumer demand for luxurious goods, which accounts for 41%, a lack of awareness and infrastructure at 35%, over-structuration of
sustainability, also at 12%.

Table5: The role of green marketing in sustainable development.

Particulars No. of respondents | percentag
es
To promote the use of non-renewable 59 59%
resources
To reduce energy consumption and 18 18%
waste
To increase the use of plastic packaging 12 12%
To promote fast fashion 11 11%

Analysis and interpretation: The above table informs, the role of green marketing in sustainable development includes promoting the
use of non-renewable resources at 59%, reducing energy consumption and waste at 18%, increasing the use of plastic packaging at 12%,
and promoting fast fashion at 11%.

Table6: Role of Corporate Social Responsibility (CSR) play in sustainable marketing.

Particulars No. of respondents | percentag
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It focuses only on charitable donations 41 41%
It integrates ethical, social, and 52 52%
environmental concerns into business
strategies
It is a marketing gimmick with no real 5 5%
impact
It aims to reduce product prices only 2 2%

Analysis and interpretation: The above table informs, the role of corporate social responsibility in sustainable marketing includes
focusing on charitable donations at 41%, integrating ethical, social, and environmental concerns into the business strategy at 52%, being

seen as a market gimmick with no real impact at 5%, and aiming to reduce protest prices at only 2%.

Table7: The following is a challenge faced by companies in emerging markets when implementing sustainable marketing

strategies.
Particulars No. of respondents percentages
Lack of government support 40 40%
Limited financial resources 17 17%
Inadequate infrastructure 2 2%
All the above 41 41%

Analysis and interpretation: The above table informs, the challenges faced by companies in emerging markets when implementing
sustainable marketing strategies include a lack of government support at 40%, limited financial resources at 17%, inadequate infrastructure

at 2%, and a combination of all the above at 41%.

Table8: The importance of transparency in sustainable marketing.

Particulars No. of respondents | percentag
es
To hide company information from 23 23%
stakeholders
To provide accurate and timely 47 47%
information to stakeholders
To mislead stakeholders about 18 18%
company practices
To ignore stakeholder concerns 12 12%

Analysis and interpretation: The above table informs, the role of consumer education in sustainable marketing includes promoting
overconsumption of resources at 35%, educating consumers about sustainable practices and products at 47%, misleading consumers about
product benefits at 1%, and ignoring consumer concerns at 17%.

Table9: The following is a benefit of implementing sustainable marketing strategies in emerging markets.

Particulars No. of respondents percentages

Increased costs and reduced 41 41%
profits

Improved brand reputation and 47 47%

customer loyalty

Reduced competitiveness in the 11 11%
market

Ignored by stakeholders 1 1%

Analysis and interpretation: The above table informs, the benefits of implementing a sustainable marketing strategy in emerging
markets include increased costs and reduced profits at 41%, improved brand reputation and customer loyalty at 47%, reduced

competitiveness in the market at 11%, and being ignored by stakeholders at 1%.
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Findings:

1 Emerging market consumers show growing awareness and preference for sustainability.

2 Digital marketing effectively promotes sustainable products in emerging markets online.

3. Localized marketing strategies effectively promote sustainability in emerging market contexts.

4 Partnerships between businesses, governments, and NGOs drive sustainable development growth.

Suggestions

1. Conduct market research to understand local challenges and tailor sustainable marketing.

2. Educate consumers on sustainability through targeted campaigns, promoting eco-friendly
behaviors effectively.

3. Collaborate with local groups and influencers to co-create sustainable solutions
effectively.

4. Showcase sustainable products' economic benefits, including cost savings and long-term
value.

5. Align marketing with national agendas and SDGs to boost partnerships and credibility.

Conclusion:

This study underscores the crucial role of marketing strategies in driving sustainable development in emerging markets. The findings
reveal that localized approaches, digital marketing, partnerships, and policy support are essential for promoting sustainable development.
By embracing these strategies, businesses can not only contribute to sustainable development but also enhance their competitiveness, brand
reputation, and bottom line. Ultimately, this research provides valuable insights for businesses, policymakers, and stakeholders seeking to
promote sustainable development in emerging marKkets.
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