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ABSTRACT

The personal care products market has witnessed a sea change in consumer preference, induced
mainly by the emerging consciousness for environmental responsibility, health, and ethics. In
recent days with increasing awareness about the social and ecological impact of their purchase
decisions, customers demand that marketers adopt more innovative and environment-friendly
means to attract and retain their loyalty.

Purpose: The study focuses on the marketing strategies of personal hygiene products,
considering sustainability, creativity, and consumer engagement to advance customer loyalty.
Methodology: In order to examine the marketing strategies and their influence on consumer
engagement and loyalty in the personal care industry, a descriptive research design is
implemented.200 sample respondents were selected from consumers and marketing
professionals in the personal care industry by using convenient random sampling technique.
Secondary data sources consist of academic journals, industry reports, and case studies of
prominent personal care brands that have effectively implemented sustainable marketing
strategies.

Findings: Personalization, Social Media Influence, Behavioural Targeting and Ethical
Marketing are significant.

Implications: The results underscore the potential of sustainable marketing strategies to
generate mutual benefits for the planet, consumers, and companies. Conclusion: By embracing
personalization, leveraging technological advancements, and prioritizing sustainability, brands
can meet the evolving needs of their customers while standing out in a competitive market.
These innovations not only provide practical solutions but also create emotional connections
with consumers, driving loyalty and brand advocacy

Keywords: Personal care products, Sustainability, Innovation, Consumer engagement, Brand
loyalty, Personalization, Digital marketing, Ethical marketing and Social media marketing..

1. INTRODUCTION:

Content marketing promotes trust and loyalty by
establishing genuine connections with consumers. Also,
if a company is quick to address questions and comments
from consumers on their website, this active engagement
can greatly enhance the brand's loyalty. However, not
everything runs smoothly: the importance of
environmentally sustainable and ethical marketing is
becoming more prominent[8]. As  consumers
increasingly differentiate between false and misleading
claims, brands are striving to find a balance between
authentic marketing and green washing. This
emphasizes a key aspect—building consumer trust by
ouaranteeing that communication remains consistent and

transparent. Another essential strategy that has been
identified is the creativity in product development and
marketing. This shift in demand has been toward highly
personalized products, with a notable rise in personalized
personal care items, such as customized medicine and hair
care. Companies use technology to enhance the consumer
experience through interactive and personalized features,
including Al-driven skin analyses and virtual try-ons[11].
This advancement not only boosts customer satisfaction but
also establishes a unique value proposition that promotes
long-term loyalty. There is an urgent need to adopt digital
marketing and social media platforms to enhance consumer
engagement. Brands are using participatory campaigns,
user-
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generated content and social media influencers to

cultivate a brand community and achieve deeper
consumer involvement with their brand. Due to the
growing concern for environmental degradation, by doing
so, customers currently have a greater predisposition to
settle for those products that are environmentally
sustainable and ethically sourced without maltreatment of
animals. Marketers take advantage of this and tout
sustainability via certifications of organic or vegan and
eco-friendly packaging. The modern consumer demands
that distribution networks also be sustainable, where
corporate processes are transparently executed and thus
in line with his ethical way of thinking. The present study
focuses on the fact that a firm has to genuinely espouse
and communicate its sustainable best practices with an
arresting emotional connect to its consumers for better
loyalty and advocacy[13].

In order to foster consumer loyalty, it is imperative to
sustain a high level of customer engagement [12].
Customer engagement is the process of establishing a
sense of investment, participation, and connection
between a brand or product and its consumers. It is
imperative to establish enduring relationships with
consumers in order to cultivate customer loyalty. This can
be accomplished by engaging in active communication
with them, taking their feedback into account, and
addressing their concerns. [4,6,13]. Additionally,
consumers who are emotionally invested in the brand are
less inclined to transfer to competitors. A critical
component of fostering consumer loyalty is customer
engagement. [4,14].. This favourable reputation has the
potential to broaden the brand's market presence and
increase its customer base. In contrast, a brand may
experience substantial setbacks as a result of subpar
product quality [2,14]. A negative reputation may result
from dissatisfied consumers who may switch to a
competitor or discourage others from using the brand. A
brand's market share and image can be significantly
diminished by a reputation that is detrimental. In order to
preserve consumer loyalty, it is imperative for a company
to priorities product quality by consistently monitoring
customer feedback and participating in development
initiatives. Companies can foster increased satisfaction
and loyalty by ensuring that their products consistently
meet or exceed consumer expectations.

2. LITERATURE REVIEW

Previous research has indicated that favorable online
evaluations are associated with consumer reactions,
including consumer trust, intent to purchase, and attitudes
towards the product The rating provided in an online
review is the most significant factor influencing
consumer purchasing behaviour [1,8 9]. Other consumers
are motivated to concur with the general consensus when
the majority of online reviewers express their opinions
regarding a product. Previous research has observed that
online evaluations that incorporate ratings and other
components are indicative of marketing that is consistent
with social norms [2,5,7].Informational influence is the
initial factor. These social influences are the result of
consumers' aspiration for precise information to aid in
their decision-making. The information is deemed

trustworthy and beneficial for their own decision-making,
provided that it is consistent with established norms,
particularly when ratings suggest that a significant
number of individuals have formed a particular opinion
or taken specific actions. Product evaluations that are
favorable indicate that the product is likely to satisfy
consumer expectations [9,2].

Relationship between social media and consumer
loyalty

Companies can cultivate a community of loyal consumers
who identify with the brand by generating captivating
content and promoting user-generated content. This
community advocates for the brand and offers valuable
feedback and insights into consumer preferences and
behaviours. This data has the potential to enhance
customer contentment and loyalty by enhancing the
quality of products and services[15]. Social media is also
instrumental in the promotion of consumer loyalty by
enabling businesses to showcase their values and identity.
Companies can establish an emotional connection with
their consumers by providing content that is consistent
with their brand values and character. This, in turn, fosters
increased customer loyalty. A company that advocates for
environmental conservation and sustainable practices
may utilise social media platforms to disseminate
information regarding its eco-friendly products and
initiatives, thereby appealing to consumers who possess
comparable values and beliefs. In addition to fostering
consumer loyalty, social media is also crucial for
customer retention. By providing exclusive content,
discounts, and promotions, businesses can encourage
consumers to remain loyal to their brand [7,15].
Organisations encounter numerous obstacles when
attempting to cultivate consumer loyalty through social
media. One of the primary obstacles is the management
of negative feedback and complaints, which can rapidly
disseminate and irreparably harm a company's reputation
and consumer loyalty. Strategies for addressing issues,
responding to negative comments, and guaranteeing
transparency and honesty in all communications should
be incorporated into this plan. In addition, the necessity
of consistently producing novel and engaging content
presents an additional obstacle to the establishment of
consumer loyalty through social media.

Consumer Engagement and Innovation in Product
Development

In today's market, which is both fiercely competitive and
swiftly evolving, innovation in product development is
crucial for fostering consumer engagement and ensuring
brand differentiation. Brands that priorities innovation
has the potential to attract consumer interest, establish
enduring relationships, and distinguish themselves in a
congested environment, as consumer preferences in the
personal care sector are constantly evolving towards more
sustainable, effective, and customised options.
Companies not only address the evolving requirements of
their consumers but also foster deeper engagement, which
leads to long-term loyalty and enhanced brand distinction,
by incorporating new technologies, offering distinctive
formulations, and providing personalized experiences.
The personal care industry has expanded significantly as
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a result of the increasing awareness of consumers

regarding sustainability, health, and wellness. However,
there is a dearth of research on the impact of innovative
marketing strategies on consumer engagement and brand
loyalty in response to the growing demand for sustainable
and eco-friendly products. Although there has been a
significant amount of research on the significance of
sustainability in product development and packaging,
there has been a dearth of research on the ways in which
brands can establish meaningful connections with
consumers through  marketing that prioritises
sustainability, innovation, and sustained value.
Traditional marketing strategies, including pricing,
promotions, and product attributes, are frequently the
focus of current research. However, the intersection of
sustainability with modern marketing techniques, such as
digital storytelling, personalised experiences, or
community-building through social platforms, is not
thoroughly investigated. .

3. CONCEPTUAL FRAMEWORK

The conceptual framework for marketing personal care
products, focusing on leveraging innovative and
sustainable approaches to enhance consumer engagement
and loyalty, can be structured around several key pillars:

Building Consumer
Loyalty

Ethical
Marketing
3

Sustainability
Integration

Consumer
Education and
Awareness

Source: Author

Sustainability as a Market-Driver

In the present day, the primary focus of personal care
product marketing should be sustainability, as consumers
are increasingly prioritizing ethical and ecological
considerations. Consumers anticipate that brands will
embody their values by incorporating sustainable
practices into their operations, given the increasing
apprehensions regarding climate change, plastic waste,
and the extinction of biodiversity. As a result,
sustainability has evolved into a critical strategy for
marketers in the personal care sector to foster long-term
consumer loyalty, in addition to serving as a distinctive
selling feature. The personal care categories of skincare,
hair care, cosmetics, and hygiene products are
experiencing an increase in competition. In order to
distinguish themselves from their competitors, brands are
perpetually striving for innovation and differentiation. In
recent years, sustainability has emerged as a significant
motivator in this endeavor. This trend has motivated
numerous brands to initiate a journey towards the
implementation of sustainable practices throughout their
value  chains, including ingredient sourcing,

manufacturing, packaging, and distribution.

Packaging and Product Development:
Environmentally Sustainable Product development is one
of the primary areas in which sustainability is evident in
personal care marketing. Consumers who are legitimately
concerned about the presence of hazardous compounds in
their cosmetic products are increasingly turning to brands
that offer comprehensive information about their natural,
organic, or vegan ingredients. Customers are opting for
natural alternatives that foster health and wellness in the
context of products that are free of synthetic fragrances.
These brands ultimately secure the trust and loyalty of
eco-conscious consumers by minimizing their
environmental impact. The current generation of
consumers is well-informed and highly skeptical of
brands that make superficial sustainability claims. 'Green
washing' is a concept that has become increasingly
problematic, as it refers to the practice of companies
marketing their products as eco-friendly without a
commitment to sustainable practices. Brands must be
transparent about their sustainability endeavors and
provide clear, verifiable information regarding their
supply chains, production processes, and CSR initiatives
in order to avoid this trap. The credibility of a brand and
its dedication to sustainability can be significantly
bolstered by third-party certifications, such as USDA
Organic and Fair Trade certifications and the Leaping
Bunny for cruelty-free claims. By transparently
disclosing sustainability objectives, challenges, and
performance, brands can foster a stronger connection with
their consumers, thereby fostering loyalty.

Customer Loyalty and Emotional Bonding
Sustainability in marketing is not limited to transactional
interactions; it is profoundly rooted in the emotional
connections between consumers and brands. The
consumer's sense of alignment with a brand's ethical
standards is likely to foster advocacy and loyalty.
Customers are more likely to return for subsequent
purchases—and;—more importantly, serve as brand
ambassadors by sharing their positive experiences and
encouraging others to select the brand when companies
sincerely embrace sustainability. Additionally, it is a
critical differentiator that assists brands in attracting
ethically conscious consumers. Sustainability in personal
care marketing is not solely a fad; it represents a
significant change in consumer expectations. Brands can
establish trust, establish emotional connections, and
ultimately foster loyalty by integrating eco-friendly
practices into their product development, packaging, and
marketing initiatives. In the present day, the marketplace
is becoming increasingly environmentally conscious, and
brands. Sustainable marketing, when executed
effectively, fosters a consumer community that is
engaged and addresses their environmental concerns,
resulting in long-term success for each business.

Personalisation as a Critical Innovation

In the realm of personal care, customization has emerged
as a significant trend. Consumers are currently in pursuit
of products that are tailored to their unique requirements,
including specific skin varieties, hair textures, or targeted
issues such as sagging or acne. They anticipate that
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brands will provide personalised solutions, including

color cosmetics, haircare, and skincare. Some brands
accomplish this by employing sophisticated algorithms
and data-driven insights, such as Al-driven diagnostics
that offer personalised product recommendations based
on the consumer's preferences and customer surveys. Not
only does this level of personalisation improve the
consumer experience, but it also fosters a strong
connection and trust between the brand and the consumer.
Personalised products foster a sense of appreciation and
recognition among consumers, thereby fostering even
more engagement and unwavering loyalty. Furthermore,
in a market that is replete with one-size-fits-all
alternatives, personalisation distinguishes brands.
Companies establish themselves as innovative leaders by
providing effective and distinctive solutions to consumer
issues by accommodating individual requirements and
preferences. With their hyper-personalization initiatives,
brands .

Technological Innovations and Consumer Experience
Additionally, the enhancement of consumer engagement
is contingent upon the impact of technological
advancements on  product development.  The
contemporary digital generation seeks more immersive
and interactive experiences when engaging with brands.
Technology has been integrated into the marketing
strategies and products of numerous personal care
companies to facilitate the development of engaging
experiences. AR tools that enable virtual cosmetics trials
or the testing of a variety of hygiene products are
innovative, engaging, and contribute to the consumer
journey. These tools significantly enhance consumer
engagement and reduce doubts prior to a purchase by
fostering a delightful sense of experimentation and
participation. In the same vein, Al-driven tools, such as
skin analysis applications, offer consumers immediate
insights into their skin conditions, thereby enabling them
to make informed purchasing decisions.

Sustainability as a Unique Characteristic

Products that are cruelty-free, biodegradable, and derived
from renewable resources offer a compelling value
proposition, as environmentally conscious consumers
favour organisations that are consistent with their values.
Additionally, sustainability-focused innovations, such as
waterless cosmetics or refillable packaging, contribute to
the reduction of waste and resource consumption, further
distinguishing brands from their less environmentally
friendly competitors. Consequently, these initiatives not
only improve the reputation of the brand but also appeal
to consumers who priorities environmental stewardship
when making purchasing decisions. Product development
innovations not only provide tangible benefits but also
emotionally engage consumers by providing new
experiences and solutions to unmet needs. Brands can
cultivate enthusiasm and anticipation among consumers
by providing customised offerings, effectiveness, and
consistent updates.

Consumer Loyalty to Personal Care Brands
The majority of individuals in the personal care industry
is interested in learning about the constituents, safety, and

efficacy of the products they use. By incorporating
educational and valuable content into their digital content
marketing strategies, brands can establish trust. This may
encompass information regarding hygiene regimens, the
advantages of natural ingredients, and solutions for
particular skin issues, such as acne or ageing. In doing so,
personal care brands establish themselves as industry
leaders who are well-informed. These brands not only
establish credibility but also reinforce their status as
industry experts by assisting consumers in making
informed purchasing decisions. This credibility is crucial
for the promotion of loyalty, as consumers are inclined to
remain loyal to brands that they perceive as transparent,
knowledgeable, and trustworthy. Advertisements for
other eco-friendly products may be presented to a
customer who has purchased organic hygiene products,
and these advertisements may be complemented by
personalised recommendations that align with the
customer's preferences. The effectiveness of this
personalisation strategy is attributed to the fact that the
attention to detail fosters a sense of recognition and
appreciation among individuals, thereby significantly
increasing their engagement with the brand. Additionally,
platforms such as Google Ads and Facebook Ads provide
brands with the ability to target their audience and deliver
the appropriate message at the appropriate time.

Power of Influencer Marketing

Influencer marketing has emerged as an indispensable
component of personal care brands' social media
strategies. Brands can expand their market reach and
improve their credibility by partnering with influencers
who have a loyal and engaged audience. Influencers,
particularly those in the beauty and personal care
industry, frequently offer their followers an insider's
perspective on product performance by providing product
evaluations, tutorials, and recommendations. The
authenticity and reliability of influencer content
contribute to the brand's credibility, as consumers
frequently regard influencers as companions or advisors.
Collaborations with influencers, particularly micro-
influencers with specific target audiences, can lead to
campaigns that are specifically tailored to resonate with
specific consumer segments and are highly focused and
authentic. This trust and authenticity result in enduring
loyalty and increased engagement rates, as consumers
establish a personal connection with the brand through the
influencers they revere. Another influential instrument
for fostering consumer loyalty is user-generated content
(UGC). Consumers are able to share their experiences
with personal care products on social media platforms,
whether through product testimonials, before-and-after
images, or reviews. Brands that priorities (UGC) not only
provide social proof—which indicates that other
customers are using and enjoying their products—but
also empower their clientele to become brand advocates.
This sense of involvement and contribution fortifies the
consumer's connection with the brand, fostering advocacy
and loyalty. UGC has been a significant factor in the
success of personal care brands such as Glossier, as it has
helped to establish a brand identity that is comprehensive,
approachable, and consumer-driven.

Objectives
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The objective of this research is to analyze the successful

integration of sustainability, innovation, and customer
involvement by companies in the personal care market, in
order to gain a competitive edge. Marketers may enhance
their strategies by comprehending the elements that
influence customer decision-making and loyalty,
allowing them to better synchronies with the shifting
principles and tastes of their target audience.

1. To understand the role of sustainability in
marketing on personal care products and its
impact on consumer loyalty.

2. To investigate factors influencing marketing
strategies of personal care products.

3. To explore the effectiveness of digital marketing
and social media in building consumer loyalty
for personal care brands.

Research Methodology

In order to examine the marketing strategies and their
influence on consumer engagement and loyalty in the
personal care industry, a descriptive research design is
implemented. This method enables a comprehensive
examination of the correlation between consumer
behaviour and innovative, sustainable marketing
practices. This study is particularly well-suited to
descriptive design, as it serves to comprehensively
document the evolving nature of marketing strategies,
consumer attitudes, and behaviours in the context of
sustainability. Creswell (2014). Online and in-depth
interviews with consumers and marketing professionals
in the personal care industry are employed to gather
primary data. The study is based on prominent personal
care brands that have effectively implemented sustainable
marketing strategies. 200 sample respondents were
selected from consumers and marketing professionals in
the personal care industry by using convenient random
sampling technique. These resources provide a contextual
understanding of the trends in sustainable marketing and
the ways in which they affect consumer engagement.
Data collected from the study in order to identify
consumer preferences and patterns of behaviour
regarding sustainable personal care products. Regression
analysis and other inferential statistics are employed to
assess the relation between consumer loyalty and
sustainable marketing strategies. Kvale (2007).

4. FINDINGS, RESULTS AND DISCUSSION
Factors influencing marketing strategies of personal
care products

There are nine factors influencing marketing strategies of
personal care products based on the previous studies
made. The marketing strategies for consumer goods have
dramatically changed in the digital era, where digital
marketing and social media play a very important role in
the build-up of consumer behavior and brand loyalty.
Digital marketing provides personal care brands with a
direct, personalized, and interactive channel to reach the
consumer, while social media can effectively connect,
communicate in real-time, and build communities. All
these digital tools have become irreplaceable in building
long-term consumer relationships, securing engagement,
and creating customer loyalty. Probably the greatest
advantage of using digital marketing is the possibility to

serve targeted content to clearly defined audiences. By
mining data-driven insights and effective advertising,
personal care brands will be able to create more focused
campaigns that will better resonate with each consumer,
based on the specific, individual preferences and purchase
history yet also online behavior.

Table 1: Factors influencing marketing strategies of
personal care products (MSPCP)

Factors Respon|Mean |Std. Mean
dents Deviation|Rank

Personalization |200 1.82 |.389 2.73

Social Media200  |3.11 |1.133 5.84

Influence

Trust and[200  [2.86 |1.242 4.99
Transparency

Mobile Marketing 200 2.72 |1.558 4.67
Behavioral 200 |2.84 |1.238 4.90
Targeting

Customer 200 3.25 |1.133 6.19
Experience

Consumer 200 3.46 |1.142 6.50
Engagement

Website usability {200 3.58 |1.436 6.47

Ethical marketing (200 1.82 10.789 2.73

Kendall's W* 0.032
Chi-Square 42.796
Difference 8
Sig. 0.000

The consumer engagement factor is the most preferable
factor, followed by website usability, as indicated by the
mean rank. Customer loyalty is a critical metric that
determines the profitability and development potential of
businesses. Kendal's W test indicates that the rank in
question is statistically significant. The Chi-Square value
for the df 8 is 42.796. The outcome is highly significant
(p-0.000) at the 1% level. Therefore, the factor's
classification is noteworthy.

Impact of Marketing Strategies towards Personal
Care Products (MSPCP)

Sustainability is increasingly a priority for
consumers, how these preferences can be translated into
consistent purchasing behavior through marketing
innovation remains underexplored. This research aims to
fill these gaps by investigating how companies can adopt
innovative and sustainable marketing strategies to not
only attract but retain consumers, thereby fostering brand
loyalty in an increasingly competitive market.

Model Summary

Model |R R R Square|Std. Error
Square|Adjusted
1 0.894 [0.412 (0.477 10.8657
a. Predictors: (Constant), MSPCP
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The model summary stated that R=0.894 and R
squared=.412. This means that nine factors account for 50
percentage of the variance in the performance dependent
variable.

ANOVA
Model Sum ofldf |Mean |F Sig.
Squares Square
Regres 22025.3 9 2486.47|20.10 0.000
sion |21 6 1
| Residu|21172.5 191 1112285
al 76
43197.8
Total 97 199
a. DV: Customer Loyalty
b. Predictors: (C), MSPCP

The findings indicate a computed F value 0f20.101 and a
p value of 0.000. This means the results are statistically
major and the model is validated. Besides, the covariance
can be understood from the table below.

Coefficients
Model Unstandar |Stand |t Sig.
dized ardize
Coefficien|d
ts Coeffi
cients
B |Std. |Beta
Error
1.916
18.0 11.16
(Factor) 1 3 0.000
Personalization 411.85 737 0.208 12316 l0.016
Social Media|2.11{.701 0.183 11.785 10.036
Influence 7
Trust and 1.161:343 6 103 11.009 |0.297
Transparency 5
Mobile Marketing (1).32 .699 0.100 11.296 10.233
1 -
Behav!oral 3.18|.696 0.269 12.589 [0.011
Targeting 7
Customer 0-18.673 16 014 {0.123 |0.765
Experience 1
Consumer 0.72|.474 0.073 10769 10.372
Engagement 6
Website usability é.671.212 0.137 11.603 l0.110
Ethical marketing |-
3.12|.987 |-0.269|-2.500[{0.012
1
a. Dependent Variable: Customer Loyalty

The coefficient table shows that Personalization (2.316),
Social Media Influence (1.785), Behavioral Targeting
(2.589), and Ethical Marketing (-2.500) are significant, as

their t-values exceed the critical threshold. Other
variables do not have a significant impact on marketing
strategies. Therefore, it can be concluded that these
factors of personal care products have a substantial
influence on customer loyalty.The findings of the
investigation regarding sustainable and innovative
marketing strategies for personal care products have
significant implications for both consumers and
marketers. For marketers, it underscores the significance
of incorporating sustainability into the brand's
promotional messaging and essential values through a
consumer-focused approach. Digital storytelling,
customised marketing initiatives, and collaborations with
influencers who  advocate for  environmental
sustainability can improve consumer engagement and
strengthen brand loyalty. Additionally, marketers should
recognize the growing consumer demand for
transparency in their operating procedures.

5. ANALYSIS AND DISCUSSION

Consumers' purchase intentions were investigated in this
paper in relation to self-construal, group similarity, and
internet ratings. Moreover, we investigated the main
processes of perceived belongingness and diagnosticity
that affect these intents [6, 30]. As shown by a rise in
purchase intentions in response to high online ratings,
those who maintained an interdependent self-concept
were more prone to be affected by group similarity
[11,14]. This study has shown that examining self-
construal helps one to clarify the effect of group similarity
on online assessments; this result contradicts previous
studies. According to the current research, social norms
included into marketing plans have a social effect on
customers that may be seen as either normative or
informative. Consumers are more likely to convert when
they are presented with pertinent content through this
targeted strategic approach. These consumers establish
long-term loyalty by associating their gratification with
the brand's capacity to satisfy their requirements. Personal
care brands establish a connection with their consumers
by soliciting feedback, responding to enquiries, and
resolving issues. This two-way communication fosters a
sense of approachability and connection, enabling
consumers to experience a part of the brand's journey.
Social media facilitates the establishment of communities
that are centered on shared values and lifestyles for
personal care brands, in addition to direct engagement.
Consumers who prioritise  ethical sourcing or
sustainability are attracted to brands that advocate for
pure beauty. Engaging with the brand's content and
spreading it within their networks, these consumers
frequently become a part of a broader community,
thereby amplifying the brand's message. As a result, this
method fosters more profound emotional connections, as
evidenced by brands like Herbivore Botanicals, thereby
fortifying consumer loyalty.

Implications for the study

Employing sustainable practices in personal care products
provides consumers with more environmentally favorable
and ethical alternatives. This allows consumers to make
decisions that align with their values, thereby fostering
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healthier lifestyles and supporting brands that priorities
environmental sustainability[9]. The industry may
undergo a more extensive transformation as consumer
perceptions change, which may lead to an increased
number of companies adopting sustainability in order to
remain competitive. The research has the potential to
motivate innovation from a societal perspective,
encouraging businesses to explore new eco-friendly
ingredients, sustainable production methods, and
alternative  packaging[17,19]. By increasing the
prevalence of sustainable products, the personal care
sector's environmental footprint is reduced, a circular
economy is promoted, and responsible consumption is
encouraged thereby. Ultimately, the results underscore
the potential of sustainable marketing strategies to
generate mutual benefits for the planet, consumers, and
companies.

6. CONCLUSION

Digital marketing and social media have transformed how
personal care brands build consumer loyalty by creating
personalized, engaging, and interactive experiences.
Through targeted advertising, educational content,
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