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Abstract 

In the era of rapid digital transformation and increasing market competition, 
businesses are challenged to move beyond short-term marketing tactics and adopt 
sustainable digital marketing strategies to ensure long-term growth. This study 
explores the essential components of a sustainable digital marketing strategy that 
supports enduring business success. Using a qualitative research method with a 
literature study approach, this article analyzes academic sources, industry reports, 
and relevant case studies to identify key strategic elements. The findings show that 
businesses must develop a deep understanding of their market and audience, 
maintain consistency in branding, optimize for SEO, leverage social media, 
implement effective content marketing, utilize data analytics, apply targeted email 
marketing, and invest continuously in learning and innovation. These components 
collectively form the foundation for sustainable digital marketing practices. The 
study contributes to the field by offering practical guidance for business leaders, 
marketers, and policymakers in designing strategies that not only drive long-term 
customer engagement and loyalty but also strengthen competitive positioning in a 
rapidly evolving digital landscape.  
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1. Introduction 

In the last two decades, significant transformations have occurred globally driven 
by advances in digital technology. This technology has not only changed the way 
humans communicate but has also fundamentally disrupted various industrial 
sectors. Everything now relies on the ever-evolving digital infrastructure, from how 
people access information and conduct transactions to managing business 
operations. The Digital 2024 Global Overview report notes that more than 5.3 
billion people are connected to the internet, representing more than 2/3 of the 
world's population. This phenomenon indicates that digitalization is no longer an 
option but a strategic necessity for social and economic entities in the modern era to 
survive (Pranata et al., 2023; Khairifa & Mardhiyah, 2023). Conceptually, digital 
technology refers to the usage of data-based computing systems, software, and 
communication networks in managing, storing, and transmitting information. This 
technology inlcudes various innovations such as artificial intelligence (AI), big data 
analytics, cloud computing, the Internet of Things (IoT), and blockchain technology 
(Laudon & Traver, 2021). The presence of digital technology has provided 
significant opportunities for companies to increase efficiency, accelerate product 
innovation, and expand market reach through online platforms. The digital economy 
in Indonesia has grown remarkably quickly in recent years. Data from the 2023 e-
Conomy SEA report shows its value at USD 82 billion, with forecasts suggesting a 
rise to USD 130 billion by 2025. This growth is primarily driven by increased 
internet access, e-commerce adoption, and the development of various technology-
based startups that meet the needs of today's consumers. In this context, sustainable 
business is defined as an effort that not only pursues economic profit but also 
holistically considers social and environmental impacts (Bocken et al., 2014; 
Elkington, 1997; Sunggara et al., 2022). 

Most companies have used digital marketing to market the products or services 
they offer. In fact, some companies report that their Digital Marketing budget has 
increased by up to 50% because digital marketing can reach targets widely and 
effectively through digital media (Astuti et al., 2023). In this context, the term 
sustainable digital marketing emerged, which is a marketing approach that not only 
focuses on short-term results but also considers the long-term impact on the 
environment, society, and customers. This strategy emphasizes the use of digital 
technology to communicate hate values, such as through consumer education, 
promotion of environmentally friendly products, and strengthening the brand's 
ethical and social values (Delai & Takahashi, 2013). Furthermore, sustainable digital 
marketing also involves responsible management of consumer data, transparency in 
communication, and collaboration with business partners who share the same vision. 
To achieve long-term business growth, a sustainable digital marketing strategy is 
necessary. The initial stage involves studying digital business models to learn their 
strategies for effectively utilizing the data they obtain online (Hery, 2019). This 
analysis also takes into account the benefits of applying and evolving these strategies 
across dedicated platforms, e-commerce, and social networks. Furthermore, it 
considers the impact of these strategies on the company's organization and identifies 
internal issues (Hidayat et al., 2022). 

This study heavily focuses on how digital media plays a crucial role in creating 
long-term and sustainable business growth. It means that businesses not just 
growing, but ensuring that growth can be maintained over time.  Over the past few 
decades, the increasing of numerous internet campaigns and effective business 
models has laid the groundwork for new and creative digital marketing techniques. 
Innovative ways to leverage resources and digital business models are implemented 
by gathering online data from multiple sources. Such as user-created content (UGC) 
and content that spreads digitally through word-of-mouth (eWOM) (Reyez-
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Menendez et al., 2019). According to Irawan (2023) and Alverina (20024), 
sustainable digital marketing strategies and long-term business growth are very 
closely related. Azmi et al. (2020) Companies that can integrate this strategy into 
their business models have significant potential to build customer loyalty, increase 
brand value, and create lasting competitive advantages. Future business success is 
no longer determined solely by product quality or price, but also by the values upheld 
by the company through its communication strategy (Saura et al., 2020; Wuisan & 
Handra, 2023; Junaedi & Edmond, 2024).  

This research is expected to be a strategic guide in designing marketing that is 
not only economically effective but also in line with the principles of sustainability. 
For academics and researchers, this article can enrich scientific studies in the field of 
digital marketing and sustainability. Meanwhile, for policy makers, the findings of 
this study can be the basis for designing regulations or public policies that support 
inclusive and sustainable digital transformation. 

2. Literature Review 

Sustainable digital marketing strategy as a driver of long-term business growth, 
the most relevant theory to be used as a basis for this research is the concept of 
sustainable marketing developed by Belz and Peattie (2012). This concept 
emphasizes the importance of integration between economic, social, and 
environmental goals in marketing practices. In the digital context, sustainable 
marketing requires companies to utilize digital technology not only for efficiency 
and increased profits, but also to build ethical and sustainable relationships with 
consumers and reduce negative impacts on the environment. This strategy includes 
practices such as information transparency, the use of content that educates 
consumers about sustainability, and the use of data to develop more environmentally 
friendly products and services. This approach requires companies to think long-term 
and prioritize sustainability values throughout the digital marketing chain 
(Wanajma, 2024; Gumilang et al., 2024). Thus, sustainable marketing theory 
provides a comprehensive framework for understanding how digital strategies can 
be directed not only towards economic growth, but also to create broad positive 
impacts for society and the environment. 

This theory emphasizes that marketing should not only focus on fulfilling the 
current needs and wants of consumers but must also consider the well-being of 
society and environmental sustainability for future generations. Within this 
framework, an effective marketing strategy is not only evaluated by its ability to 
generate financial profit but also by its contribution to social and ecological aspects. 
The concept of sustainable marketing explicitly integrates the principles of 
sustainability into all elements of marketing, from product development, pricing, 
distribution, to promotion (Fuller, 1999). This aligns very well with current digital 
marketing practices, which not only function as a means of promotion but also as a 
medium for education and two-way communication between brands and consumers. 
In this context, digital marketing plays a vital role as a tool to broadly and effectively 
convey sustainability values to the public (Mokodompit et al., 2024). 

Furthermore, this theory asserts that marketing approaches must be able to 
create shared value between companies and consumers. Sustainable digital 
marketing can encourage more environmentally conscious and ethical consumption 
behavior through the delivery of informative, transparent, and evidence-based 
messages. For example, companies can use social media to educate about the 
importance of recycling, communicate the origins of environmentally friendly raw 
materials, or involve consumers in positive social campaigns. All of this 
demonstrates that digital marketing is not just a commercial instrument but also a 
tool for social transformation. In a more strategic framework, the implementation of 
sustainable digital marketing is also closely linked to long-term business growth. 
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Belz & Peattie (2012) explain that companies that can integrate sustainability into 
their marketing activities will gain a stronger reputation, higher customer loyalty, 
and better market trust. These become crucial assets in a market that is increasingly 
sensitive to environmental and social issues. Today's consumers tend to be more 
loyal to brands that have values and missions aligned with their concerns for the 
planet and society (Belz & Peattie, 2012). 

Marketing activities, including branding, that utilize the internet's diverse range 
of media are considered digital marketing (Wardhana, 2015). By leveraging digital 
platforms and channels, digital marketing aims to promote products or services 
through audience engagement, ultimately boosting online visibility and brand 
perception. Modern digital marketing employs a range of tactics, including content, 
social media, SEO, email, and online advertising (Risdwiyanto et al., 2023). With 
digital presence now a necessity, companies increasingly use digital marketing to 
grow, connect more with customers, and ultimately enhance their business 
performance (Laila et al., 2024). To achieve long-term growth, companies use 
sustainable digital marketing strategies. 

Brundtland (1987) defined sustainability as the act of fulfilling today's needs and 
wants responsibly, ensuring that future generations will also have the resources to 
meet theirs. The fundamental principle of sustainability requires us to prioritize the 
needs of future generations. Furthermore, embracing sustainability alongside ethical 
values enables organizations to strategically plan for the fulfillment of their visions. 
Sustainable marketing is a comprehensive strategy that seeks to meet customer 
desires and requirements while also prioritizing environmental and social concerns, 
ultimately leading to ethical and responsible profit generation (Belz & Peattie, 2012). 
For this approach to work effectively, it needs a re-evaluation of how consumers act 
and what they consume (Reutlinger, 2012). Martin & Schouten (2012) state that 
sustainable marketing's goal remains to add value and satisfy customers, but with a 
focus on sustainability. 

3. Methods 

This research employs a qualitative method, with the primary focus on gaining 
an in-depth understanding of the phenomenon under study. The qualitative method 
allows the researcher to explore the complexity and context of an issue or 
phenomenon, as well as to comprehend the meanings embedded within it. This 
research utilizes a qualitative approach with the Internet Searching method 
(Zakariah et al., 2020). In data collection, the researcher leverages internet 
technology to gather information from various sources and time periods. This 
process involves reviewing previous research, such as these, blogs, and journals 
relevant to the research topic. The data used in this research is secondary data, 
originating from references like journals, theses, and blogs that serve as the primary 
sources of the research. The use of the internet as a data collection tool enables 
researchers to access broad and detailed information that aligns with the research 
needs. The data analysis method aims to present the research findings in a structured 
and easily understandable manner. The data is presented in the form of descriptions, 
narratives, or systematic flows, which assists researchers in interpreting the 
meaning, patterns, and relationships within the data. Furthermore, the data analysis 
process includes data interpretation to explain the research findings. The final stage 
of data analysis involves drawing conclusions, which are designed to provide a 
comprehensive overview of the research findings and answer the research questions. 
This approach is expected to make a significant contribution to the understanding 
of the topic discussed and serve as a valuable reference for future research. 
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4. Results 

4.1. Sustainable Digital Marketing Strategy for Long Term Business Growth 

In today's rapidly changing and increasingly competitive digital landscape, 
businesses urgently need to develop digital marketing strategies that deliver both 
immediate results and long-term, sustainable growth. This article examines the 
strategic actions businesses can take to establish and maintain their sustainability in 
the middle of constant digital competition. Offering a complete strategy for 
businesses to adapt in a dynamic digital marketplace, this article analyze critical 
factors. These include identifying target markets, effectively using digital marketing, 
and leveraging data for insightful decision-making. Understanding the market and 
target audience is the critical first step in laying the groundwork for a successful 
digital strategy. Organizations need to conduct market research to identify customer 
needs and preferences. Understanding audience characteristics and behavior 
thoroughly allows organizations to develop more successful digital marketing 
strategies (Santos et al., 2022). By conducting market research, companies can 
understand market segmentation, analyze consumer trends, and gather 
comprehensive data, thereby It enables the creation of adaptable digital campaigns 
that address market needs and can be continuously modified as consumer behavior 
changes (Zhang et al., 2023). 

The next step is to focus on consistency in brand building. Businesses operating 
online must maintain a consistent brand presence across platforms like websites, 
social media, and digital ads, ensuring their message, values, and visuals align. 
Creating a sustainable brand image involves developing a strong brand identity that 
fosters a uniform and lasting consumer perception (Foroudi, 2019). By ensuring 
consistency across every digital platform, businesses can establish a strong base for 
making a brand last and be more noticeable in the constantly changing online world 
(Ahmed et al., 2019). Search Engine Optimization (SEO) is a vital element of a 
sustainable digital marketing strategy. SEO involves efforts to ensure that online 
content is effectively optimized according to keywords relevant to their industry and 
target market (Wulandari et al., 2022). Through the use of SEO, organizations can 
enhance their visibility in search engine results. By strategically optimizing all 
content and website structure, Search Engine Optimization (SEO) seeks to build a 
long-term online presence. This ensures company website is recognized as a 
dependable and authoritative source of information. 

Social media is a highly effective digital marketing tool therefore, for organization 
it's vital to figure out which social media platforms their target customers use most. 
This is due to the fact that each platform has its own specific characteristics that 
draw in different types of people (Harb et al., 2019). Furthermore, businesses need 
to prepare engaging and value-added content. Utilizing this way of working, 
businesses can make the most of social media's capabilities to successfully develop 
long-term customer bonds and strengthen brand awareness in a constantly shifting 
environment. Another way to maintain strong customer relationships is through the 
effective use of email marketing. Businesses need to design relevant and personalized 
email campaigns made for the individual needs and preferences of each customer 
(Baharuddin et al., 2022). By providing significant added value through customized 
emails, organizations can strengthen customer interaction, create engaging 
experiences, and build trust, therefore sustainable customer relationships can be 
established. 

The next strategy involves collecting and analyzing data, which forms a crucial 
fundamental for designing and implementing sustainable digital marketing 
strategies. By doing data analytics, businesses can understand what consumers 
prefer and modify their marketing strategies to align with these preferences (Laila 
et al., 2024). To gain in-depth information about campaign performance, 
organizations can utilize web and social media analytics tools (Ansari et al., 2019). 



Husna Maulida et al. 

152 | Economic and Business Horizon 

Understanding campaign effectiveness requires organizations to monitor user 

behavior data, consumer trends, and content responses (Enehasse & Sağ lam, 2020). 
Consequently, organizations can strategically adapt, respond to market dynamics 
instantly, and optimize all aspects of their digital campaigns. With this strategy, data 
is used as a valuable source of information for making informed decisions and as a 
tool to measure business success in improving performance and ensuring the 
continuity of their digital marketing. 

Long-term, sustainable growth in today's digital world is achievable for 
organizations that understand market dynamics, maintain strong brand consistency, 
optimize their SEO, leverage social media, analyze data thoroughly, and use effective 
email marketing. Integrating these key elements into their digital marketing 
approach allows them to navigate the digital landscape successfully and sustainably, 
allowing their businesses to growth over the long term. 

 

4.2. Benefits of Sustainable Digital Marketing Strategy for Companies 

Implementing a sustainable digital marketing strategy requires significant 
organizational changes for companies. This is because companies must rethink their 
current marketing practices to modify them so that the marketing process becomes 
sustainable. Therefore, the adoption of this strategy must provide benefits to the 
company, enabling them to carry out sustainable marketing. The benefit of 
implementing a sustainable digital marketing strategy is cost savings. Cost saving 
is one of the biggest motivations for companies to adopt this strategy (Thangam & 
Chavadi, 2023). Sustainable marketing offers easily achievable efforts with lower 
costs and can create more comprehensive and cost-effective changes, which lead to 
long-term cost savings (Park et al., 2022). These cost savings are achieved through 
efficiencies in energy, materials, and waste. For example, marketing efforts 
conducted on digital media by utilizing cost-effective and zero-waste channels like 
social media, email marketing, and SEO require less expense and generate no waste 
compared to traditional marketing methods such as printing pamphlets or 
brochures, which demand significant costs and produce waste. 

Sustainable digital marketing plays an important role in shaping a positive image 
of a company in the eyes of the public. In practice, desires are not enough to be 
communicated through statements or campaigns, but must be reflected through 
consistent real actions (Kumar et al., 2013). Modern consumers are increasingly 
critical of companies' efforts to carry out social and environmental responsibilities, 
so they trust information from independent sources such as word-of-mouth 
recommendations or support from reputable community organizations (Saura et al., 
2020). This approach shows that the credibility of the company will increase along 
with the application of the principle of real desires. If sustainable digital marketing 
strategies are implemented authentically and transparently, a strong relationship 
will be created between the company and customers. Consumer trust also grows 
because they believe that the company is not only pursuing short-term profits, but 
is also committed to responsible and sustainable growth. This positive image that is 
formed will be an important asset for business sustainability, strengthening 
customer loyalty, and providing long-term competitive advantages amidst 
increasingly dynamic digital market competition. 

Attracting and retaining employees can be easier for companies that practice 
sustainable digital marketing. Graduating students, as shown by a survey, trust and 
want to work for companies that prioritize their social and environmental 
responsibilities and operate sustainably (Martin & Schouten, 2012). A commitment 
to sustainability within a company can foster greater innovation, motivation, and 
productivity among its existing workforce (Zhang et al., 2023). This is because they 
strive to maintain the company's continuity so that it can continue to grow over the 
long term. Companies can secure or strengthen their leadership by employing 
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sustainable digital marketing strategies. When businesses make sustainability 
marketing a core part of their approach, they can boost their reputation and achieve 
a competitive advantage in the market (Peterson et al., 2021). Sustainable 
implementation now leads to competitive advantage for companies because it takes 
a significant amount of time to create sustainable digital marketing and build a 
reputation that takes years to establish (Kemper & Ballantine, 2019). This positions 
the company as a leader in the existing competition. 

5. Discussion 

The results of this research indicate that sustainable digital marketing strategies 
play a crucial role in supporting long-term business growth. These strategies are 
built upon a deep understanding of the market, brand consistency, SEO optimization, 
the utilization of social media and email marketing, and the use of analytical data for 
informed decision-making. These elements reflect the principles of sustainable 
marketing outlined by Belz and Peattie (2012), namely creating economic, social, and 
environmental value simultaneously.The use of SEO, as explained by Wulandari et 
al. (2022), helps companies sustainably increase their online visibility. On the other 
hand, social media and email marketing enable more personal and valuable 
engagement with consumers, which, according to Harb et al. (2019), is key to 
building long-term loyalty. All these digital channels also strengthen brand identity 
when used consistently (Ahmed et al., 2019). 

Implementing a data-driven strategy is an important element in supporting the 
sustainability of digital marketing. By utilizing consumer behavior data and 
responses to various digital content, companies can develop strategies that are more 
adaptive, responsive, and relevant to changing market needs. Ansari et al. (2019), 
this approach allows companies to segment more precisely, identify customer 
preferences in real time, and adjust marketing messages to be more personal and 
impactful. Data analysis also helps in evaluating the effectiveness of campaigns on 
an ongoing basis, so that decisions are made not based on assumptions, but on real 
evidence. This not only increases the efficiency of the marketing budget but also 
reduces waste of resources—a core principle in sustainability. With a data-driven 
strategy, companies can continue to refine their communication approach, 
strengthen customer engagement, and build long-term, mutually beneficial 
relationships. The competitive advantage resulting from the continuous use of data 
not only strengthens the company's position in the digital market but also 
strengthens the company's image as an intelligent, responsible, and future-oriented 
entity that is sustainable (Laksamana, 2018; Yeo et al., 2020). 

Sustainable digital marketing strategies according to Park et al. (2022) provide 
various strategic benefits for companies. One of the main benefits is cost efficiency, 
where the use of appropriate digital technology allows companies to optimize 
marketing budgets and reduce waste of resources. In addition, this strategy can also 
improve the company's reputation in the eyes of the public. Saura et al. (2020) explain 
that companies show a commitment to sustainable practices, consumers and 
stakeholders tend to judge the company more positively and trustworthy. Another 
significant advantage is the attraction of quality talent. The current generation of 
the workforce, especially millennials and Gen Z, are more interested in working for 
companies that have values of sustainability and social responsibility (Martin & 
Schouten, 2012).  

Thus, a sustainable digital marketing strategy not only drives direct business 
performance but also strengthens long-term foundations through superior 
reputation and human resources. This strengthens the company's competitive 
position and creates a foundation for sustainable long-term business growth. Thus, 
sustainable digital marketing strategies are not only responsive to the rapidly 
changing dynamics of the digital market but are also capable of building a lasting 
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foundation of reputation, efficiency, and loyalty. This approach proves to be relevant 
and effective in response to the increasing market demands for more responsible and 
future-oriented business practices. 

6. Conclusion 

Sustainable digital marketing strategies are an essential approach to navigate the 
complexities and dynamics of today’s digital marketplace. By integrating a deep 
understanding of audiences, brand consistency, leveraging technologies such as SEO 
and social media, and data-driven decision-making, companies are able to not only 
achieve short-term efficiency, but also maintain consumer trust and build a 
foundation for sustainable long-term growth. This study reinforces the idea that 
sustainability in marketing is not just a passing trend, but a strategic necessity in an 
era that is increasingly digitally aware and aware of social and environmental 
responsibility. Therefore, companies that adopt sustainable digital strategies have a 
greater chance of maintaining competitiveness, building customer loyalty, and 
becoming market leaders in the future. For future research, it is recommended to 
explore the application of this strategy in various industry sectors in more depth, as 
well as analyze the role of new technologies such as artificial intelligence (AI) and 
big data in strengthening the sustainability of digital marketing strategies. In 
addition, longitudinal studies are needed to observe the long-term impact of this 
strategy on actual business performance. In this way, the academic and practical 
contributions of this topic will be richer and more relevant to the needs of the ever-
evolving business world. 
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