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KHa3eBa TeTsiHa, 3aBoAoOBCbLKUI CTaHicnas
HaujioHanbHWI aBiauiiHuin yHiBepcuTeT

The article is devoted to the current topic of development and implementation of sustainable marketing innovations
based on the concept of socially responsible marketing to ensure business competitiveness. The work provides
definitions of «marketing innovation» by various authors (P. Drucker, S. Jobs, J. Notter, L. Duncan, V. Govindarajan,
M. Porter), highlighting the diverse nature of innovation, covering everything from the introduction of new products
and services to cultural and organizational change. Marketing innovation has been proven to play a key role in
driving sustainable business development by shaping consumer behavior, improving brand reputation, promoting
stakeholder engagement, and creating a positive impact on the environment and society. During the innovation
process, it is important to consider the concept of VUCA (Variability, Uncertainty, Complexity and Ambiguity). It is
stated that sustainable marketing innovations go beyond traditional marketing practices, integrating environmental
and social responsibility into the core of business strategies.

Keywords: concept of sustainable development, marketing innovation, social responsibility, sustainable marketing
innovation, VUCA concept.

CrarTsi npucBaYeHa akTyasbHili TeMi pO3PO0OKU Ta BNPOBaMKEHHS CTIMKMX MapPKETUHIOBMX iHHOBALii Ha OCHOBI
KOHLenuii couianbHO-BIANOBIAANbHOIO MapPKETUHTY A7 3a6e3neyeHHs1 KOHKYPEHTOCMPOMOXHOCTI Gi3Hecy. BusHa-
YEHO, LU0 TEOPIA KOHLENLi MapKeTUHTy IHHOBaLLili BUHMK/IA pa3oM i3 KOHLenTyaniauieto npobnem y cdepi iHHOBa-
Lili. 3HAYHWIA BNAMB Ha NOCWMEHHS PO IHHOBALAHOT AiSNBHOCTI Ma10 AUHAMIYHE MiABULLEHHA POSli IHHOBALAHOT
LiANBHOCTI B COLja/IbHO-EKOHOMIYHOMY PO3BUTKY MiANPUEMCTBA Ta Jepxasu B Uifiomy. B poboTi npuBegeHo Bu-
3HAYEHHS «MapKETUHIOBUX IHHOBAUl» pidHux aBTopiB (P. Drucker, S. Jobs, J. Notter, L. Duncan, V. Govindarajan,
M. Porter), Wo BUCBIT/IIOIOTb Pi3HOMAHITHY NpMPOAY iHHOBALLilA, LLIO OXOM/IHTh YCE: Bif, BNPOBAIXEHHS HOBUX NPO-
[YKTIB | NOCAYr A0 KyNbTYPHUX Ta OpraHisauiinHmx 3MiH. [JoBeeHO, L0 MapKeTMHIOBI iIHHOBALi BifirpatTb K/4o-
BY PO/ib Y CTUMY/IHOBAHHI CTaNoro po3BUTKY Bi3HeCy, hopMytoUn NMOBELIHKY CMOXMBAYIB, NOKpaLlyoun penyTawiio
6peHAay, CNpusoUM 3aUTy4eHHI0 3aLlikaBieHNX CTOPIH | CTBOPIOKOUM NO3UTUBHUIA BNIMB HA HABKO/LLHE CEpeoByLLE
Ta cycninbCTBO. MMig Yac npouecy CTBOPEHHS iHHOBAL,i BaXK/IMBO BpaxoByBaTh koHuenujito VUCA (MiHMBICTb, HEBUY-
3HAYEHICTb, CKNAAHICTb | HEOAHO3HAYHICTb — SKOCTI, SKi YCK/IaAHIOKTL aHasi3 cuTyauii abo yMOBW, pearyBaHHs Ha
HMX abo NnaHyBaHHs). ChopMyIbOBaHO, WO CTasli MapKETMHIOBI IHHOBALLi BUXOASATb 3a paMKu TpaguLiiHUX Mapke-
TUHIOBWX NPaKTUK, IHTErPYHYM EKOMOTiIYHY Ta Coljia/ibHy BiAMNOBIAANbHICTb Y 14P0 6isHec-cTparTerii. Lie Bigobpaxae
nparHeHHs gonatu rnobasbHi BUKIKK Ta CPUSiE CTBOPEHHIO GiflbLU CTIlKOT Ta coLiasibHO CBifOMOI Gi3Hec-ekocuc-
Temu. ABTOPU LALLM BUCHOBKY, WO CTiliKi MapKETUHIOBI iIHHOBAL,T — Lie po3po6Ka Ta BNpOoBaKeHHS MapKeTUHIO-
BUX CTpaTeriidi, NpakTuK Ta iHiLiatve, AKi HaJalTb NPIOPUTET €KOJTONYHMM, COLiaIbHUM Ta ETUYHUM MIPKYBaHHAM i
BOZHOYAC CNPUAIOTL 3pOCTaHHI0 GisHecy. Lieli migxig nepegbadae CTBOPEHHS Ta NPOCYBaHHSA NPOAyKTiB abo nocayr
y CMOCI6, SIKMIA MiHIMI3ye HeraTVBHWIA BN/IMB HA HABKOMULLHE CepeaoBULLEe, NiATPUMYE CoLjasibHY BiAnoBiAa/IbHICTb
i AOTPUMYETBLCA ETUYHOI [AiN10BOT NMPAKTVKN B YCbOMY JTaHLIHOXXKY CTBOPEHHST BApTOCTi. CTasi MapKeTUHIOBI iHHOBALLT
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nparHyTb iHTErpyBaTyi NPUHLUMNM JOBrOCTPOKOBOT CTA/I0CTI B MapPKETWMHIOBI MPOLECH, BUPILLYHOUM €KO/OTiYHI Ta Co-
LiasibHi Npo6sieMm, 04HOYACHO 3abe3nedyoun LiHHICTL SK 415 BGi3Hecy, Tak i 451 CycniibCTBa.

KnrouoBi croBa: KOHUENLS CTasioro PO3BUTKY, MapPKETUHIOBI IHHOBALi, ColjiasibHa BiANOBIAASIbHICTb, CTilKi
MapKeTuHroBi iHHoBau,ii, koHuenuis VUCA (MiHNMUBICTb, HEBU3HAYEHICTb, CKNAAHICTb | HEOAHO3HAYHICTb).

Formulation of the problem. The concept
of «marketing innovation» appeared relatively
recently. The theory of the concept of innovation
marketing arose along with the conceptualization
of problems in the field of innovation.
The dynamic increase in the role of innovation
in the socio-economic development of the enter-
prise and the state as a whole had a significant
impact on strengthening the role of innovation.
Being within the framework of the economic
approach to the creation and implementation
of innovative projects, innovation marketing
is focused on working with the material
results of innovation activity or with technical
and technological ideas that can ultimately
lead to commercial success and increased
competitiveness. There is a need to implement
both commercial and non-commercial marketing
of innovations. The main task of commercial
marketing of innovations is to ensure the
release and sale of innovative technologies,
goods and services based on economic value.
The goal of non-profit marketing of innovations
is to ensure mutual adaptation of innovations
and the environment for their implementation, as
well as to stimulate social activity, creativity and
initiative as the main guarantor of sustainable
development, competitive advantages, respon-
sible activities and long-term progressive
development.

Analysis of recent research and
publications. Scientific developments of
famous Ukrainian and foreign scientists and
practitioners, such as: P. Drucker, S. Jobs,
J. Notter, L. Duncan, V. Govindarajan, M. Porter,
S. llyashenko, M. Oklander, I. Reshetnikova
and others are devoted to the issue of studying
and generalizing the experience of applying
marketing innovations. In general, the set
of views of scientists on the marketing of
innovations can be presented as follows: 1) as a
concept of the market activity of the enterprise;
2) as a process of analyzing market opportunities;
3) as a means of active influence on consumers;
4) as a function of innovative management;
5) as a means of orienting enterprises to
innovative development.

Highlighting previously unresolved parts
of the overall problem. However, despite the
presence of a significant number of scientific
works, it should be noted that there is insufficient

coverage of the issues of studying the experience
of applying innovation marketing tools as a
key to the development of modern business
in the context of the concept of sustainable
development, which determines the relevance
and necessity of this study.

Formulation of the goals of the article.
The purpose of the article is to formulate the
essence, definition of the concept and specifics
of innovative marketing in the activity of the
enterprise.

Presentation of the main research material.
Innovation is the process of creating, developing,
and implementing new ideas, products, services,
or methods that result in significant positive
change, improvement, or value creation. It
involves the transformation of creative concepts
into practical solutions, often to address
challenges, meet needs, or seize opportunities
[3]. Innovation can occur in various domains,
including technology, business, science, culture,
and social systems, and it is characterised by a
continuous and dynamic pursuit of improvement
and advancement.

To understand better the specifics and wide
range of innovation it is necessary to consider
the different definitions which highlight various
aspects of innovation (Table 1).

These definitions highlight the diverse
nature of innovation, encompassing everything
from introducing new products and services
to cultural and organizational change. It often
involves creativity, problem-solving, and a
willingness to take risks to achieve positive
and impactful outcomes. From a marketing
perspective, innovation goes beyond just the
creation of new things, it's about introducing
fresh and impactful ideas that solve specific
customer problems or unmet needs in a way that
enhances their experience and drives business
growth, redefining value in the marketplace and
therefore building competitive advantage.

Innovation manifests in diverse forms,
categorised into various types according to
distinct criteria. Its multifaceted nature allows
it to span a spectrum of expressions, ranging
from technological breakthroughs to novel
business models, reflecting the dynamic and
adaptable essence of creative progress across
various fields and industries. The main forms of
innovation can be listed as:
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Table 1
Definitions of innovation
Definition Author Aspect

Innovation is the specific instrument ;

of entrepreneurship. The act that endows resources P. Drucker %gegmg value from

with a new capacity to create wealth.

Innovation is not about saying 'yes' to everything. S. Jobs Continuous

It's about saying 'no' to all but the most crucial features. |~ improvement

Innovation is learning, not just doing. It is a search D. Drucker Learning and

for the truth, not a confirmation of existing prejudices. ) experimentation

Innovation is change that unlocks new value. J. Notter Problem-solving

Innovation is the ability to convert ideas into invoices. L. Duncan Risk and uncertainty

Innovation is not just about new products or services. - ._ | Customer-centric

It is about creating value for customers in new ways. V. Govindarajan perspective

Companies achieve competitive advantage through acts

of innovation. They approach innovation in its broadest M. Porter Creating competitive

sense, including both new technologies and new ways . advantage

of doing things

Source: compiled by the authors taking into account [4; 10]

Product Innovation which involves creating
new or improved products or services. It can
include technological advancements, design
improvements, or entirely new offerings.
Examples include the introduction of the iPhone
or electric cars;

Process Innovation focuses on improving
the way products are manufactured, delivered,
or serviced. This can lead to cost savings,
increased efficiency, and better quality. Lean
manufacturing and Six Sigma are examples of
process innovations.

Business  Model Innovation  involves
rethinking and redesigning the fundamental
way a company creates, delivers, and captures
value. Companies like Uber and Airbnb are
known for their business model innovations in the
transportation and accommodation industries,
respectively.

Marketing Innovation implies new approaches
to promoting and selling products or services.
This can include novel advertising strategies,
social media campaigns, or influencer marketing;

Organizational  Innovation focuses on
improving the structure, culture, or management
practices within a company. It can involve
changes in leadership styles, team dynamics, or
the adoption of new work processes;

Service Innovation involves developing new
ways to deliver and enhance services. For
example, the introduction of online banking or
the use of chatbots in customer support is a
service innovation;

Open Innovation calls for collaborating with
external partners, such as customers, suppliers,
or other organisations, to generate new ideas
and bring them to market. Open innovation can
help companies tap into broader expertise and
resources;

Sustainable or Green Innovation focuses
on creating environmentally friendly products,
processes, or technologies. It's driven by the
need to address environmental concerns and
reduce the carbon footprint;

Social Innovation addresses social issues and
seeks to improve the well-being of communities
and society as a whole. It can involve creating
new solutions to problems like poverty, healthcare
access, or education;

Technological Innovation centres on the
development of new technologies or the
improvement of existing ones. This includes
advances in fields such as artificial intelligence,
biotechnology, and renewable energy.

Cultural or Artistic Innovation pertains to
advancements in culture, art, and creativity.
It includes breakthroughs in music, literature,
fashion, and the arts.

These are just some of the many forms of
innovation, and often, innovations can overlap
or combine elements from multiple categories.
Successful businesses and organisations often
engage in a mix of these innovation forms to stay
competitive and meet evolving customer needs.

Conducting additional research into the
influence of innovation on a company's



Bunyck # 60 / 2024

EKOHOMIKA TA CYCIMINbCTBO

performance necessitates a focused exami-
nation of the correlation between existing and
new products/services, target markets, and
customer engagement with used technologies.
These distinct combinations delineate four
primary categories of marketing innovation:
radical, incremental, disruptive, and architectural
(Figure 1).

Radical Innovation refers to a significant
and fundamental breakthrough or change in
products, services, processes, or business
models that often disrupt existing markets
and create entirely new ones. It represents
a departure from the norm, introducing novel

redefine industry standards and challenge
established practices.

Radical Innovation is crucial for organisations
seeking long-term growth and competitiveness.

However, it requires a willingness to take
risks, invest in research and development, and
cultivate a culture that fosters creativity and
experimentation. Organizations that successfully
embrace radical innovation can position
themselves as industry leaders and shape the
future of their markets.

Incremental Innovation goes into a series of
small, continuous improvements or adjustments
made to existing products, services, processes,

approaches, technologies, or concepts that or methods within an organization. Unlike
New Architectural Disruptive
Uses existing Creates technology
technology to reach new and processes that adapt
customers to consumers needs
Marketing Incremental Radical
and Consumers Change or update Adjusts how consumers
existing products view a brand
and processes and its procsses
Existing _ —
Existing
Technology New
Figure 1. Types of innovation in marketing
Source: compiled by the authors taking into account [1; 8; 9]
Table 2

Key characteristics of radical innovation

Characteristics

Description

Radical innovations disrupt existing markets, challenging the status quo

Disruptive impact

and often displacing established products or services.

and Uncertainty

Novelty They involve the introduction of entirely new and groundbreaking ideas,
and uniqueness technologies, or solutions that differ significantly from what currently exists.
High Risk Radical innovation is typically associated with a high level of risk

and uncertainty, as it involves venturing into uncharted territory where
success is not guaranteed.

for High Rewards

Transformational It goes beyond incremental improvements and results in transformative
Change changes to products, processes, or business models.
Potential While radical innovation carries high risks, it also offers the potential

for substantial rewards, including competitive advantage, market leadership,
and significant financial gains.
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Table 3
Key characteristics of incremental innovation

Characteristics

Description

Continuous
Improvement

Incremental innovation involves a step-by-step approach to improvement,
making small adjustments over time rather than introducing radical changes
all at once.

Low to Moderate
Risk

Compared to radical innovation, incremental innovation typically carries lower
risk and uncertainty. Organizations can build on existing knowledge
and experiences to make incremental improvements.

Evolutionary

It contributes to the gradual evolution of products or processes, allowing
organizations to stay competitive by keeping up with changing customer

Progress needs, technological advancements, or market trends.

Utilisation Incremental innovation often leverages existing resources, knowledge,

of Existing and technologies, making it a cost-effective approach for organizations
Resources to maintain competitiveness.

Customer Feedback from customers and end-users plays a crucial role in incremental
Feedback innovation. Organizations continuously gather insights and make adjustments

based on customer preferences and needs.

radical innovation, which involves significant
and disruptive changes, incremental innovation
focuses on gradual, iterative enhancements
to enhance efficiency, functionality, or user
experience.

While incremental innovation may not result
in groundbreaking shifts or disrupt markets in the
same way as radical innovation, it is an essential
strategy for organizations to remain adaptable,

respond to evolving customer demands,
and sustain competitiveness in dynamic
environments. Many successful businesses

combine both incremental and radical innovation

strategies to achieve a balanced and effective
approach to innovation.

Disruptive Innovation refers to the introduction
of agroundbreaking product, service, or business
model that significantly alters the existing
market landscape, often displacing established
competitors and reshaping industry norms.
This type of innovation typically targets
underserved or overlooked segments of the
market and initially may not be as appealing to
mainstream customers.

Disruptive innovation, a concept introduced
by Harvard Business School professor Clayton

Table 4

Key characteristics of disruptive innovation

Characteristics

Description

Disruptive innovations have the potential to transform entire markets

and Accessibility

Market . > .
; by offering a new approach that challenges traditional business models

Transformation and industry practices.

Serving They often start by addressing the needs of und d looked

Underserved ey often start by addressing the needs of underserved or overlooke

Markets customer segments that larger, established companies may ignore.

Affordability Disruptive innovations often bring increased affordability, accessibility,

or simplicity compared to existing solutions, making them more attractive
to a broader audience over time.

Technology

Enablers or digital platforms.

Advances in technology frequently play a role in enabling disruptive
innovations, whether through new materials, manufacturing processes,

Gradual Market
Adoption

Disruptive innovations may initially face scepticism and slower adoption,
but they gain momentum over time as their benefits become more apparent.

Challenges

Established Players |5 et share losses.

These innovations can challenge established industry leaders and
traditional business models, forcing companies to adapt or face significant
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Christensen, emphasises that innovations can
reshape industries by offering new, often simpler
and more accessible, solutions that appeal to a
broader market. It highlights the importance of
being vigilant to emerging trends and adaptable
to change to remain competitive in dynamic
business environments.

Architectural Innovation refers to a significant
redesign or reconfiguration of the components,
structure, or underlying architecture of a product,
service, or system. Unlike incremental or
disruptive innovation that focuses on individual
features or functions, architectural innovation

involves rethinking the overall design or
organization of a solution.
Architectural innovation is essential for

organizations seeking to stay ahead in dynamic
markets, as it allows them to rethink and
reposition their products or services to better
align with emerging trends, technologies, and
customer demands. It requires a strategic vision
and a willingness to make substantial changes
to achieve long-term success.

Selecting the appropriate innovation type
aligning with business requirements enhances
its market performance and ensures prolonged
customer satisfaction by comprehending
the unmet needs of underserved customer
segments. A comprehensive strategy should
encompass all four types of innovation, executed
through a meticulously crafted innovation plan,
to facilitate growth, operational efficiency, and
sustained competitiveness, surpassing industry
counterparts.

Marketing innovation plays a pivotal role in
driving sustainable business development by
shaping consumer behaviour, enhancing brand
reputation, fostering stakeholder engagement,

and creating a positive impact on the environment
and society. It aligns the business with evolving
market expectations and positions it for long-term
success sustainably and responsibly. Therefore,
effective process of marketing innovation
development and implementation is an integral
part of the business development process.

But during the innovation creation process is
essential to take into consideration the VUCA
concept. VUCA is an acronym that stands for
volatility, uncertainty, complexity and ambiguity —
gualities that make a situation or condition difficult
to analyse, respond to or plan for. Understan-
ding how to mitigate these qualities can greatly
improve the strategic abilities in innovation
implementation.

Volatility is the quality of being subject to
frequent, rapid and significant change. Small
triggers may result in large changes. In a volatile
market, for example, the prices of commodities
can rise or fall considerably in a short period, and
the direction of a trend may reverse suddenly.

Uncertainty occurs when events and
outcomes are unpredictable. The cause and
effect are not well understood, and previous
experience may not apply to the situation.
It is unclear which direction events will go; in an
uncertain market, for example, it is not clear if
the price will go up or down or by how much.

Complexity involves a multiplicity of issues
and factors, some of which may be intricately
interconnected. The relationships between items
and people are difficult to understand. A change
in one place may cause unintended changes to
other things down the line. Cause and effect are
obscured by many layers, and itis not clear which
factors are important in the decision-making
process. In a complex market, for example,

Table 5

Key characteristics of architectural innovation

Characteristics

Description

Redesign
of Core Elements

It involves restructuring the fundamental elements and relationships within
a product, service, or system. This can include changes to the overall
design, composition, or the way components interact.

Enhancing
Performance
or Functionality

The goal of architectural innovation is often to improve overall performance,
functionality, or efficiency rather than focusing on isolated features.

Holistic Approach

Architectural innovations take a holistic approach to change, considering
the entire system rather than making isolated modifications. This can lead
to more profound and systemic improvements.

Integration of New
Technologies

It may involve the integration of new technologies or the adoption of a new
technological paradigm to enhance the overall capabilities of the solution.

Alignment with
Strategic Objectives

Architectural innovation is often driven by strategic objectives, aiming to
position a product or system for long-term success in the market.
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the changes in gas prices affect the prices of
many other items that are not directly related.
Ambiguity is shaped by a lack of clarity
and difficulty understanding exactly what the
situation is. Information may be misread or
misinterpreted. During ambiguous situations,
all the facts are not clear. The goal or intended
outcome may not be evident to all parties
involved. In an ambiguous market, for example,
not all information is public and unseen factors
may be affecting prices. In essence, taking
into consideration the VUCA concept during
the innovation creation process is a strategic

imperative. It helps organisations proactively
navigate the challenges posed by a dynamic and
unpredictable business environment, ultimately
increasing the chances of successful and
sustainable innovation.

Sustainable marketing innovation refers to the
development and implementation of marketing
strategies, practices, and initiatives that not
only drive business growth but also prioritize
environmental, social, and ethical considerations.
It involves creating and promoting products
or services in a way that minimizes negative
impacts on the environment, supports social

Table 6

Reasons for the importance of the VUCA concept during the innovation process

Characteristics Description
Risk VUCA factors highlight the risks associated with the innovation process.
Management Understanding and anticipating them allows organisations to develop risk
mitigation strategies and contingencies.
Innovations must be adaptable to changing circumstances. By acknowledging
Adaptability VUCA elements, organizations can design innovations that are flexible
and Flexibility and capable of adjusting to unforeseen challenges or shifts in the market
environment.
Market VUCA conditions signify a dynamic market. Considering these factors during
Responsiveness innovation creation ensures that products or services are designed to respond
effectively to the evolving needs and preferences of customers.
Organizations need to plan strategically in the face of VUCA challenges.
Strategic Integrating the VUCA concept into the innovation process helps in crafting
Planning strategies that account for volatility, uncertainty, complexity, and ambiguity,
fostering more resilient plans.
Customer- VUCA emphasizes understanding customer needs in uncertain and complex
Centric environments. By considering VUCA, organizations can create innovations that
Innovation directly address customer problems, enhancing their experience
and increasing the likelihood of success in the market.
Innovations developed with VUCA in mind can provide a competitive
Competitive advantage. Companies that can navigate and capitalize on the VUCA
Advantage landscape are better positioned to outperform competitors and lead in rapidly
changing markets.
Fostering Recognizing VUCA conditions encourages an organizational culture that
Innovation embraces change and innovation. It promotes a mindset where teams
Culture are more open to experimentation, learning, and adaptation, fostering a culture
conducive to sustained innovation.
Resource VUCA factors impact resource allocation decisions. Understanding the volatile
Allocation and uncertain nature of markets helps in allocating resources judiciously,
optimising investments based on the ever-changing conditions.
Ambiguity can hinder decision-making. By acknowledging and addressing
Reducing ambiguity during the innovation process, organizations can work towards
Ambiguity reducing uncertainties, making clearer decisions, and achieving more
predictable outcomes.
Long-Term Innovations designed with VUCA considerations are more likely to be
Sustainability sustainable in the long term. They are better equipped to withstand external
shocks, navigate uncertainties, and remain relevant in dynamic markets.

Source: compiled by the authors taking into account [4,; 10]
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responsibility, and maintains ethical business
practices. Key elements of sustainable marketing
innovation are presented on Figure 2.

Green Marketing involves promoting products
and services based on their environmentally
friendly attributes. This can include highlighting
energy efficiency, recyclability, and other eco-
friendly features to attract environmentally
conscious consumers. Social Impact involves
addressing social issues and promoting positive
social change. This may include initiatives such
as fair labour practices, community engagement,
and support for social causes. Ethical Business
Practices: sustainable marketing emphasizes
transparency and ethical behaviour in business
operations. This includes fair trade practices,
ethical sourcing, and transparent communication
about the company's values and practices.
Circular Economy Approaches: embracing
circular economy principles involves designing
products and services with recycling and
reusability in mind. This minimizes the impact
of waste on the environment and promotes a
more sustainable use of resources. Consumer

Education and Engagement: sustainable
marketing seeks to educate consumers about
the environmental and social impact of their
choices. It encourages responsible consumption
and empowers consumers to make informed
decisions that align with sustainability goals.
Long-Term  Value Creation:  sustainable
marketing is focused on long-term value creation
rather than short-term gains. It considers
the impact of business activities on future
generations and aims to create a positive legacy
for the company. Compliance with Standards
and Certifications: adhering to recognized
sustainability standards and certifications,
such as those related to organic products, fair
trade, or environmental certifications, provides
credibility and assurance to consumers.
Stakeholder Collaboration: sustainable marketing
often involves collaboration with various
stakeholders, including suppliers, customers,
and communities. Engaging stakeholders in
the decision-making process can lead to more
sustainable and socially responsible business
practices.

Consumer Education
and Engagement
Long-Term Value
Creation Green Marketing
Compliance SUSTAINABLE
with Standards MARKETING Social Impact
and Certifications INNOVATIVE
Stakeholder Ethical Business
Collaboration Practices
Circular Economy
Approaches

Figure 2. Sustainable marketing innovation structure
Source: compiled by the authors taking into account [2; 6, 7]
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In summary, sustainable marketing innovation
goes beyond traditional marketing practices
by integrating environmental and social
responsibility into the core of business strategies.
It reflects a commitment to addressing global
challenges and contributes to building a more
sustainable and socially conscious business
ecosystem.

Conclusions. Sustainable marketing
innovation is the development and implemen-
tation of marketing strategies, practices, and
initiatives that prioritise environmental, social,

and ethical considerations while simultaneously
driving business growth. This approach involves
creating and promoting products or services in a
manner that minimises negative environmental
impacts, supports social responsibility, and
maintains ethical business practices throug-
hout the entire value chain. Sustainable
marketing innovation seeks to integrate long-
term sustainability principles into marketing
processes, addressing environmental and
social challenges while delivering value to both
businesses and society.
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