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ABSTRACT: In the last few years, digital marketing has played an important role. These days, companies relate
to consumers on online platforms with the help of digital marketing. Businesses relate to consumers through a new
medium, i.e., social media, as many consumers are on this platform. So, companies are interacting with them
online in new ways. Due to changing environments and customer availability platforms, new business ideas and
online ad campaigns are playing a crucial role. An online platform is a new mode of communication and a
connection point for the audience and businesses.

This shift has made companies see the digital world not just as where they are now, but as a key part of their future.
Looking ahead, companies are becoming more interested in making sure their business ideas are sustainable and
can last over time. On the digital scene, new business models that care about society and the environment have
started to appear, supported by online platforms that help with these kinds of efforts. At the same time, online ads
are now focusing more on promoting sustainability as a main idea. The main goal of this special research issue is
to look closely at how these new strategies have developed and how they affect the sustainability of digital
marketing. Our research wants to explore how these advanced tools are being used in a digital world that is more
focused on making sure business plans and online activities are sustainable in the long run.
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1. INTRODUCTION

In this research paper, the focus is on developing a marketing strategy tailored for rural consumers. It outlines a
plan to ensure that villages have a steady supply of consumer goods and agricultural inputs at reasonable prices, so
that the needs of rural people are met. In recent years, rural markets have become an important part of the Indian
consumption scene. With 69% of the population living in rural areas, these markets offer a significant business
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opportunity. The Indian rural market is large in size and has high demand, giving marketers a great chance to
succeed. Around 742 million people live in rural areas, and nearly half of the country's income comes from these
regions. These markets often depend on using information from the internet and carefully planned strategies to stay
competitive.

We also examine various digital marketing techniques and assess their impact on businesses, including how they
affect internal operations and the company’s online reputation.

These strategies are especially valuable on specialized platforms, e-commerce sites, and social networks. The
contributions to this Special Issue also look into different knowledge-based analytical methods. These data-
focused approaches help businesses evaluate their digital marketing strategies. Knowledge-based techniques focus
on analyzing data obtained from digital efforts, leading to better strategies. These include data mining, sentiment
analysis, text analysis, big data analysis, and social network analysis, among others.

We also explore social media analytics, which focuses on understanding user behavior on specific social
platforms, looking at topics and time-related patterns.

The aim is to identify important aspects related to corporate sustainability and how companies can improve their
digital tactics. The study of this area highlights the importance of using digital techniques and strategies connected
to digital behaviors and neuromarketing. Both of these areas are closely linked to understanding how users feel and
react to content created and shared by companies in the digital space, with the goal of making content more
engaging.

Lastly, we look at information systems and customer management systems, which are essential for implementing
and analyzing these various strategies.

These systems provide valuable data that can help find patterns or uncover unexpected connections.

In the following sections, each contribution to this Special Issue clearly outlines its main points in the field of
academic research.

These cover areas such as sustainable strategies in digital business models, digital marketing techniques, data-
driven analysis methods, social media analytics, digital behavior, neuromarketing, and customer relationship
management systems. We conclude by discussing how successful digital strategies are connected to a company's
commitment to sustainability in its business model.

2.LITERATURE REVIEW

Current State of Digital Marketing and Sustainability: This section will discuss the current state of digital
marketing and its effect on sustainability.

It will focus on providing statistics and trends that show the growth and use of digital marketing methods. It will
also explore how sustainability has become more important recently and how digital marketing plays a role in this
context. (Hajli, N) 2017. Key Concepts and Theories: This section will define and explain key ideas like digital
marketing and sustainability. It will also talk about important theories, such as the Triple Bottom Line (TBL)
framework, which looks at performance in terms of economic, environmental, and social factors. It will also
examine the connection between marketing, environmental science, and business ethics in the context of
sustainability and digital marketing. Previous Research Findings and Gaps: This section will summarize previous
studies on the relationship between digital marketing and sustainability. It will highlight the limitations and gaps in
existing research, including areas or industries that have not been studied enough. It will also mention any
conflicting findings or areas where there is no agreement among scholars. Emerging Trends: In this section, we
will identify new trends in digital marketing strategies that support sustainability, such as green marketing, eco-
labeling, and carbon-neutral advertising. We will also discuss how technology like Al and blockchain is used to
improve sustainability in digital marketing. We will also consider how changing consumer preferences and
societal values are shaping the future of sustainable digital marketing practices.
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3. OBJECTIVE OF THE STUDY

1. To examine the impact of eco-friendly digital marketing practices on consumers’ perception of brand
sustainability.

2. To identify and analyze key variables such as consumer awareness, brand perception, trust, and purchase
intention in the context of sustainable digital marketing.

3. To evaluate the importance of digital marketing in promoting sustainability initiatives among consumers.

4. To assess how eco-friendly marketing strategies influence consumer attitudes and beliefs toward
sustainable brands.

5. To analyze the benefits of sustainable digital marketing practices for businesses, customers, and the
environment.

6. To explore the broader implications of integrating sustainability into digital marketing for long-term
business growth and environmental responsibility.

4. RESEARCH METHODOLOGY
We used a tool to gather responses from shopkeepers who have been in rural markets for a long time.

We noticed major changes in rural consumers because of factors like rising income, better education, more media
access, more marketing reach, and interactions with urban areas. Many factors influence rural consumer behavior,
and social norms, traditions, caste, and customs have a stronger effect in rural areas than in cities. Therefore, rural
marketing is a two-way process. It includes goods and services flowing from rural to urban areas, and also from
urban to rural areas, as well as within rural areas.

c. Data Analysis Techniques:

Clarify the methods you will use to analyze your data. For quantitative research, name the statistical methods or
software you’ll use. If you are using thematic analysis for qualitative data, explain the steps involved, including
coding and how you’ll interpret the results.

d. Ethical Considerations:

Discuss important ethical issues like getting informed consent, protecting privacy, and handling data properly.

4.2 Data Collection

We use different types of data sources, which include:
- Secondary data from the internet

- Personal opinions

- Responses collected through Google form

- Analysis of feedback forms from local communities

Explain how you plan to deal with any ethical issues, such as keeping data anonymous and ensuring that
participants' identities are protected.

5. Digital Business Models: Pioneering Sustainability in the Digital Era

In recent years, the combination of new technologies and the widespread use of the Internet has led to new types of
business models.

These models place sustainability at the heart of their identity and marketing. In this changing digital world,
sustainability means more than just the environment. It also includes sustainable development, efficient resource
use, and the use of relevant technologies and tools by businesses. The Internet has become a key tool helping many



NIET Journal of Management (NIETJOM)

Volume 15, Issue 1 Winter / Summer 2024-25 ISSN: 0975-7643 (Print)

businesses grow sustainably. Because of this, companies are changing their business models to offer products and
services around the clock, seven days a week, and to support global shipping. This change is necessary for
pursuing bigger and wider e-commerce strategies that connect with people all over the world. These new models
rely on a deep understanding of how internet users interact with social networks, which is why it's important to
closely examine user-generated content and the tools users use in their online experiences.

6. Digital Marketing Techniques: Fostering Sustainable Brand Perceptions

In this Special Issue, we have found many digital marketing techniques that can be used to support a company’s
sustainability efforts.

However, the big challenge is creating a story that makes people see these companies as leaders in sustainability
and to deliver messages that clearly connect with those moving through the digital world. The digital marketing
strategies most often used by companies include search engine optimization, search engine marketing, social
media marketing, programmatic advertising, and influencer marketing, among others. What’s interesting is the
increasing use of digital marketing methods that use smart algorithms to check how people feel about the messages
companies send online. It’s clear that modern digital marketing techniques must go beyond their usual roles and
take on the responsibility of promoting sustainability, environmental awareness, and the long-term success of
business models. This is the key to helping people see companies as real champions of sustainable actions that last
over time.
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7. KNOWLEDGE-DRIVEN ANALYTICAL APPROACHES: DISCOVERING
SUSTAINABILITY INSIGHTS

User-Generated Content (UGC) has become a major source of information from social and digital platforms, as
well as from how people use search engines.

As a result, both researchers and businesses are using different methods to analyze UGC to understand
sustainability and sustainable development. These methods include textual analysis, sentiment analysis, and data
mining. Each of these tools helps find important indicators and variables that can help companies improve their
business models and internet strategies. By using these techniques, a lot of data is studied, allowing for the
discovery of useful patterns and the connection between user-generated content and the goals that companies want
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to achieve for sustainable success. Definitely, the field of knowledge-driven analysis is becoming more global,
supporting the study of environmental sustainability and the smart use of online resources.

8. SOCIAL MEDIA ANALYTICS: UNDERSTANDING DIGITAL DISCUSSIONS

At the same time, social networks have become a lively space where people talk and share their views on many
topics.

This online environment is a great place to find meaningful insights. Social networks can be used effectively to
find popular topics on digital platforms using techniques like topic modeling. These topics can then be grouped
into clusters based on indicators, offering important information about how companies use resources. Also, social
networks act as meeting places for people with similar interests who are passionate about certain causes. These
platforms give users a way to share their opinions and connect with others who share their beliefs. Studies show
that looking into user-generated content, especially content linked to relevant topics like Twitter hashtags,
provides valuable information. The data used in these studies helps find out what social media users care about
most. It also helps determine if a company's efforts in e-sustainability and sustainable development influence how
loyal users are to a brand. Additionally, it shows how users feel about sustainable practices in making products and
services.

9. DIGITAL BEHAVIOR AND NEUROMARKETING: UNDERSTANDING HOW
USERS SEE THINGS ONLINE

Within the complex digital world, understanding how users interact with companies is a key part of learning about
their behavior.

This involves looking into digital behavior and neuromarketing, which offer deep insights into how users view
sustainable strategies and environmentally friendly business models. Neuromarketing not only studies how users
behave online but also helps make guesses about their thoughts and decision-making. Using advanced techniques,
it finds out how users look at digital content, their facial expressions, and their actions in digital spaces. This can
include how users react to certain types of online content. From this, companies gain a better understanding of their
online audience. With this knowledge, they can improve their messages and communication strategies, aiming to
support and promote sustainable causes.

10. CUSTOMER RELATIONSHIP MANAGEMENT SYSTEMS: MANAGING DATA
IN THE DIGITAL WORLD

In the fast-changing digital environment, where new ways to share information and distribute digital content are
always appearing, the role of information systems is important for handling data.

These databases show how users act and engage with companies' online promotions and communication efforts. In
this ever-changing context, keeping data resources used for analysis, collection, and retrieval in check is
important. Because of this, new business models can improve their strategies, for example, by making the
workforce involved in data analysis more efficient or by making algorithms better for this purpose.

11. CONCLUSION

In recent decades, the term "sustainability" has grown a lot and now appears in many different areas of business.

With the rise of the internet and new digital business models, sustainability is now a key part of how companies
position themselves and build their digital image. Communication between companies and users through the
internet, especially via User-Generated Content (UGC) and Electronic Word of Mouth (eWOM), has become
essential for developing and promoting social initiatives and online campaigns. The data from these campaigns has
helped create and analyze indicators and variables. From an exploratory angle, these insights help find trends,
patterns, and increase the knowledge of companies using new digital models. Understanding user behavior,
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emotions, and reactions to company messages, along with proper data management, has strengthened companies’
ability to plan, manage, and analyze data. These new strategies help companies support their sustainability efforts
and communicate them effectively to users. In short, digital marketing has become the main way to understand
how users interact with companies online. It has become a must-have tool for sharing and spreading the sustainable
actions that companies take. Good data management and clear messages about sustainability from companies are
essential for the success and growth of today’s digital business models based on sustainable development.
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