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ABSTRACT 
Sustainable Innovation Marketing (SIM) is increasingly important as firms respond 
simultaneously to environmental pressures, changing stakeholder expectations, technological 
disruption, and stronger sustainability regulation. This conceptual article examines how 
marketing innovation can create sustainable competitive advantage when sustainability is 
embedded across the value chain rather than treated as a communication activity alone. The 
study employs a structured integrative literature review. Relevant literature was identified 
through searches organized around Scopus- and Web of Science-indexed scholarship, 
supplemented by publisher databases and official European Union legal sources. The search 
strategy used combinations of the terms "sustainable marketing," "marketing innovation," 
"circular economy," "greenwashing," "artificial intelligence," "dynamic capabilities," and 
"sustainable competitive advantage." Sources were screened for conceptual relevance, 
academic quality, publication traceability, and bibliographic verifiability. The synthesis 
integrates the Triple Bottom Line, dynamic capabilities, circular economy, responsible 
artificial intelligence, and anti-greenwashing perspectives. The findings indicate that SIM can 
be conceptualized through four mutually reinforcing mechanisms: circular value-chain design, 
transparent and evidence-based communication, responsible technology integration, and 
dynamic organizational capabilities. These mechanisms strengthen sustainable value creation 
and can contribute to competitive advantage and stakeholder loyalty. The revised Sustainable 
Innovation Marketing Advantage Framework is presented as a visual conceptual model. The 
article concludes with research propositions  
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INTRODUCTION 
Marketing is increasingly expected to contribute not only to market performance but also to 
environmental and social value creation. Sustainability-oriented marketing therefore requires 
firms to reconsider how products are designed, sourced, communicated, distributed, used, and 
recovered. Verma and Diwan (2025) demonstrate that marketing innovation for sustainability 
extends across organizational activities and value-chain interfaces and can support 
differentiation, efficiency, market access, and value co-creation. This perspective moves the 
discussion beyond conventional green promotion toward a more integrated understanding of 
innovation and sustainability. 
At the same time, circular economy thinking emphasizes the importance of extending product 
lifespans, reducing waste, and retaining product value through strategies such as repair, reuse, 
and recovery. Recent research highlights that circularity should be incorporated at the product 
design stage, as design decisions significantly influence the durability, repairability, and 
potential for continued use of products (Roskladka et al., 2025). Accordingly, sustainable 
marketing claims should be supported by tangible changes in product design and value-chain 
practices rather than relying solely on environmental communication. 
Technology adds another layer to this transformation. Artificial intelligence (AI) can support 
market intelligence, forecasting, personalization, operational optimization, and sustainability 
decision-making, but its use also creates ethical and governance risks. Satornino et al. (2024) 
argue that AI can support sustainable development while simultaneously creating trade-offs 
that require responsible deployment. Thus, technology integration should be treated as a 
capability that must be aligned with sustainability objectives rather than as an automatic source 
of sustainability performance. 
Regulation further increases the importance of credible sustainability communication. 
Directive (EU) 2024/825 strengthens consumer protection against misleading environmental 
practices and improves information available to consumers. Directive (EU) 2024/1760 
establishes corporate sustainability due-diligence requirements concerning adverse human-
rights and environmental impacts. These developments reinforce the principle that 
sustainability communication should be supported by evidence, traceability, and organizational 
action. 
Against this background, the purpose of this article is to develop a theoretically grounded 
framework explaining how Sustainable Innovation Marketing can contribute to sustainable 
competitive advantage through the integration of circularity, transparency, technology, and 
dynamic capabilities. The article addresses two questions: (1) What theoretical foundations 
explain SIM? and (2) What organizational mechanisms connect sustainable innovation 
marketing with competitive advantage?  
 
LITERATURE REVIEWS 
Theoretical Framework: The Triple Bottom Line and dynamic Capabilities 
The conceptual foundation of SIM is anchored in John Elkington’s Triple Bottom Line (TBL) 
framework, which posits the corporate performance must be evaluated based on three 
interconnected dimensions: Profit, People, and Planet (Verma, 2024). SIM operationalizes the 
TBL framework by ensuring that marketing processes actively regenerate environmental 
capital (planet) and support societal well-being (People) while maintain commercial viability 
(Profit). 
Dynamic capabilities theory explains how organizations adapt their resources and routines in 
rapidly changing environments. Teece et al. (1997) emphasize processes through which firms 
coordinate and reconfigure resources in response to technological and market change. Applied 
to SIM, dynamic capabilities provide the organizational mechanism through which firms can 
sense changing sustainability expectations, seize new sustainable market opportunities, and 
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reconfigure products, supply chains, data systems, and communication practices. This 
theoretical lens helps explain why simply adopting a green message is insufficient: the firm 
must possess capabilities that translate sustainability pressures into operational and market 
actions. 
Defining Sustainable Innovation Marketing 
Scholarly definitions of marketing innovation have evolved from classical product-and-process 
improvement toward broader socioeconomic and cultural transformations. Sustainable 
innovation in marketing refers to the structural integration of eco-design, non- toxic 
formulations, and circular lifecycles with transparent brand narrative systems (Damarani et al., 
2025).  
So, based on the reviewed literature, Sustainable Innovation Marketing is defined in this article 
as the strategic integration of sustainability-oriented product, process, business-model, 
communication, and technology innovation across the value chain to co-create economic, 
environmental, and social value with stakeholders. This definition distinguishes SIM from 
conventional green promotion because the marketing claim is expected to correspond with 
underlying organizational and value-chain changes. 
 
Table 1 Comparison Table: Traditional Marketing vs. Sustainable Innovation Marketing (SIM) 
Dimension  Conventional Marketing  Sustainable Innovation Marketing 

(SIM) 
Core Objective Short-term sales volume & 

profit max 
Long-term value co-creation & resource 
stewardship 

Scope Post-production promotion 
packaging 

Entire value chain (Sourcing to End-of-
life) 

Product logic Value proposition centered 
on customer benefits 

Customer value combined with 
circularity and sustainability outcomes 

Technology Use Consumer data harvesting 
for conversion 

AI-driven optimization & block chain 
traceability 

Communication Persuasion and positioning Transparent, evidence-based, verifiable 
sustainability communication 

Stakeholder role Primarily 
customer/consumer 

Customers, employees, suppliers, 
regulators, communities, and other 
stakeholders 

 
Core Structural Drivers of Sustainable Innovation Marketing 
1) Design for Circularity and Eco-Efficiency 
A key component of SIM is the adoption of Circular Economy (CE) principles. Academic 
research highlights that a significant portion of a product’s environmental footprint is 
determined during its initial design and planning phase (Damarani et al., 2025). Consequently, 
innovative marketing emphasizes structural product revisions, including material modularity-
designing products that are easily disassembled, repaired, or upgraded, thereby extending the 
product lifespan-and next generation packaging that eliminates virgin plastics in favor of 
compostable mailers or completely circular, reusable container loops. By converting these 
structural modifications into core marketing narratives, companies can justify justifiable price 
premiums and foster deeper emotional resonance with environmentally literate consumer bases 
(Verma, 2024). 
2) Digital Sustainability and AI Integration 
Digitalization acts as a massive accelerator for contemporary marketing innovation. Current 
paradigms show that digital marketing sustainability extends beyond environmental messaging 
to incorporate actual computing and resource efficiency (Polaris Market Research, 2026).  
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AI can strengthen sustainability-oriented marketing through data analysis, demand forecasting, 
customer insight, personalization, and optimization. However, AI does not inherently produce 
sustainable outcomes. Satornino et al. (2024) emphasize that AI-enabled solutions can generate 
both benefits and risks and therefore require responsible deployment. In SIM, technology 
integration should be evaluated according to whether it improves resource efficiency, 
transparency, decision quality, and stakeholder value while maintaining appropriate 
governance. 
Critical Challenges: The Greenwashing Threat and Regulatory Pressures 
The primary treat to the credibility of sustainable marketing is greenwashing-the deceptive 
practice of overstating, misrepresenting, or fabricating eco-friendly claims to win consumer 
favor. Academic inquiries indicate that greenwashing severely degrades consumer trust, 
induces brand switching, and provokes severe legal and financial penalties (Verma, 2024). 
Greenwashing occurs when environmental communication creates a misleadingly favorable 
sustainability impression that is not adequately supported by organizational performance. 
Recent systematic evidence shows that greenwashing is a substantial research stream involving 
firm-level drivers, consumer responses, and governance mechanisms (Huang et al., 2025). The 
marketing implication is that sustainability communication should be evidence-based and 
consistent with actual performance. This is increasingly relevant under Directive (EU) 
2024/825, which strengthens consumer protection against misleading environmental practices. 
 
RESEARCH METHODOLOGY 
This study adopts a structured integrative literature review appropriate for a conceptual article. 
The objective is not to estimate an aggregate effect size, but to synthesize established 
theoretical and empirical insights into a coherent conceptual framework. The review process 
was designed to improve transparency and reduce reliance on unsupported assertions. 
Literature identification was organized around major academic databases and publisher 
platforms, with Scopus and Web of Science treated as the primary academic-indexing targets. 
Google Scholar and publisher databases were used as supplementary discovery and 
bibliographic-verification channels. Official European Union legal publications were used for 
regulatory evidence. Particular attention was given to peer-reviewed journal articles, 
established theoretical works, and authoritative institutional documents that directly address 
sustainability, marketing innovation, circular economy, greenwashing, AI, dynamic 
capabilities, or sustainable competitive advantage. 
The search strategy combined the following terms and their close variants: "sustainable 
marketing," "sustainable innovation marketing," "marketing innovation," "green marketing," 
"circular economy," "circular design," "greenwashing," "artificial intelligence and 
sustainability," "dynamic capabilities," "Triple Bottom Line," and "sustainable competitive 
advantage." Boolean combinations were used conceptually to connect marketing with 
sustainability, technology, circularity, and competitive outcomes. 
The literature was selected based on predefined inclusion and exclusion criteria to ensure 
relevance, academic quality, and bibliographic verifiability. The inclusion criteria covered 
peer-reviewed journal articles, established academic books, and authoritative legal or 
institutional documents that were directly relevant to sustainable marketing, marketing 
innovation, circular economy, greenwashing, artificial intelligence, dynamic capabilities, or 
sustainable competitive advantage. Sources were also required to have identifiable authors or 
organizations, complete publication details, and a DOI or stable official source where 
applicable. Both foundational theoretical works and recent literature were included to provide 
an appropriate theoretical basis and reflect current developments. In contrast, unverifiable 
webpages, unattributed summaries, sources with insufficient bibliographic information, 
duplicate records, and materials focused solely on technical issues without relevance to 
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marketing, management, or sustainability were excluded. Commercial reports or market 
statistics were also excluded when more reliable academic or official sources were available. 
The selected literature was analyzed thematically. First, sources were grouped into theoretical 
foundations (Triple Bottom Line and dynamic capabilities), structural mechanisms (circular 
design and value-chain integration), technological mechanisms (AI and digital traceability), 
and credibility mechanisms (transparency and greenwashing prevention). Second, relationships 
among these themes were compared to identify recurring mechanisms through which 
sustainability-oriented marketing may influence value creation. Third, the themes were 
integrated into a conceptual framework. No meta-analysis or statistical effect-size estimation 
was conducted. 
 
RESEARCH RESULTS 
The synthesis of current literature reveals that Sustainability Innovation Marketing is not a 
cost-center; rather, it is a strategic catalyst for business growth and market differentiation 
(Damarani et al., 2025; Verma, 2024). When executed authentically, it provides non-tangible 
assets such as heightened brand equity, alongside tangible payoffs like supply chain resilience 
and cost reduction via waste elimination  
To conceptualize these interactions, this paper proposes the Sustainable Innovation Marketing 
Advantage Framework: 

 
This model posits that external triggers (regulations, consumer shifts) require organizations to 
deploy dynamic capabilities, splitting execution into circular value chain modifications and 
digital systems integration. These combined actions flow into transparent, validated marketing 
communications, culminating in sustained market differentiation and consumer loyalty. 
 



[6] 

DISCUSSION AND CONCLUSION 
The framework does not view sustainability marketing is not treated as an isolated 
communication activity. Instead, the framework links market pressures to organizational 
capabilities and then to concrete value-chain and communication mechanisms. This 
interpretation is consistent with the sustainability marketing literature, which increasingly 
views innovation as a means of creating value across business and stakeholder systems (Verma 
& Diwan, 2025).  
The framework also clarifies the role of circularity. Circular economy principles become 
strategically meaningful to marketing when they are reflected in product and packaging design, 
business models, and end-of-life systems. This provides marketers with substantive evidence 
for sustainability claims and can reduce the gap between what a firm communicates and what 
it does. 
Technology should likewise be integrated conditionally rather than assumed to be beneficial. 
AI may improve forecasting, customer understanding, and resource allocation, but its 
deployment can create ethical and sustainability trade-offs. Responsible AI governance is 
therefore part of sustainable marketing capability rather than an external technical issue 
(Satornino et al., 2024). 
Finally, regulation increases the strategic importance of verifiable sustainability 
communication. Directive (EU) 2024/825 and the broader due-diligence environment reflected 
in Directive (EU) 2024/1760 suggest that firms increasingly need systems capable of 
connecting sustainability claims with evidence from operations and supply chains. The 
strategic implication is that marketing, operations, sustainability, legal, and data functions 
should collaborate rather than operate independently. 
This article conceptualizes Sustainable Innovation Marketing as an integrated approach in 
which sustainability-oriented innovation is embedded across products, value chains, 
technology systems, and stakeholder communication. The revised framework demonstrates 
how dynamic capabilities can translate external sustainability pressures into circular innovation 
and responsible technology integration, which are then supported by transparent and evidence-
based communication. Together, these mechanisms can contribute to sustainable competitive 
advantage through differentiation, resilience, trust, and long-term value creation. 
The principal contribution of the article is conceptual integration. Rather than equating 
sustainable marketing with green promotion, SIM is positioned as a cross-functional capability 
connecting sustainability performance with market value. Future research should empirically 
test the proposed propositions using survey-based SEM, case studies, longitudinal designs, or 
mixed methods. Future studies should also examine how firm size, industry, regulatory 
intensity, digital maturity, and stakeholder pressure moderate the relationship between SIM 
and sustainable competitive advantage. 
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