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Abstract

This study investigates the implementation of green marketing strategies in tourism destinations, emphasizing sustainability
practices to drive environmental and economic outcomes. A Systematic Literature Review (SLR) was conducted to analyze
recent scholarly contributions on green marketing efforts across various tourist locations, focusing on their influence on
sustainability and competitiveness. The findings indicate that green marketing strategies promote environmental
sustainability by encouraging eco-friendly practices, optimizing resource utilization, and minimizing pollution levels. These
initiatives not only support ecological balance but also contribute significantly to the economic development of tourism
destinations, enhancing their competitiveness in the global market. Nevertheless, challenges remain, including substantial
infrastructure costs and limited engagement from critical stakeholders, which can hinder the broader adoption of green
marketing strategies. The study highlights the importance of a multidimensional approach that integrates environmental,
social, and economic aspects to fully harness the benefits of green marketing in tourism. Such an approach can facilitate more
effective and sustainable development of tourism destinations. The study suggests that future research should expand its
focus to include emerging markets, thereby providing a more comprehensive understanding of global green marketing
strategies and their impact. This broader perspective can guide policymakers, tourism operators, and stakeholders in crafting
strategies that align with sustainability goals while maintaining economic viability, ultimately fostering a more sustainable
tourism industry worldwide.
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1. Introduction

In recent decades, global awareness of the importance of environmental sustainability has significantly increased[1]. The
concept of sustainable development, first introduced by the World Commission on Environment and Development (WCED)
in 1987, has become a key framework for many countries in designing policies and strategies that support environmental
sustainability [2]. In the context of marketing, green marketing is one of the primary approaches employed in business
practices to promote environmentally friendly products and services, aiming to reduce negative impacts on ecosystems and
raise consumer awareness of the importance of sustainability [3].

In the context of tourism, the application of green marketing has become crucial due to the significant environmental
impact of this industry [4]. As one of the largest economic sectors globally, the tourism industry contributes significantly to
carbon emissions, environmental degradation, and the unsustainable use of natural resources [5]. Therefore, implementing
green marketing principles in tourism destination management is critical to ensuring that tourism activities can occur without
harming the environment and surrounding natural resources [6]. Green marketing initiatives at tourism destinations aim to
attract environmentally conscious tourists while enhancing the competitiveness of destinations in an increasingly
sustainability-aware global market [7].

In practice, various efforts have been undertaken by governments and stakeholders in the tourism industry worldwide
to reduce the negative impacts of tourism activities [8]. One widely adopted strategy is the implementation of green marketing
in the promotion and management of tourism destinations [9]. This initiative seeks to raise awareness and encourage tourist
participation in environmental conservation while positioning destinations as environmentally friendly tourism spots.
However, the application of green marketing in various tourism destinations often faces challenges such as a lack of
awareness and participation from industry players and tourists, limited eco-friendly infrastructure, and high implementation
costs [8], which ultimately require deeper evaluation to identify effective and innovative steps to enhance tourism
sustainability.

Although much research has been conducted on the application of green marketing across various sectors, studies
specifically evaluating its implementation in tourism destinations remain relatively limited. Many studies have focused on
developed countries or destinations with unique characteristics, while in-depth analyses of green marketing practices in
emerging destinations or regions with different environmental challenges are still lacking. Moreover, most research tends to
evaluate the success of green marketing solely from an environmental perspective, without considering the social and
economic dimensions that are also critical for sustainable tourism [10].

Thus, this study aims to comprehensively evaluate the application of green marketing within the context of tourism
destinations. The focus is to understand how green marketing strategies can be effectively implemented not only to preserve
the environment but also to support sustainable economic growth and improve the well-being of local communities. This
evaluation is based on a systematic literature review of various studies on green marketing, with the goal of providing
recommendations to improve and enhance the implementation of green marketing strategies in the tourism industry.

2. Literature Review

Green Marketing Tourism (GMT) refers to a marketing strategy within the tourism industry that emphasizes the
promotion and provision of environmentally friendly products and services [11]. This definition encompasses efforts to
minimize negative environmental impacts through sustainable business practices. According to Amoako [12], green
marketing involves all activities designed to create and facilitate exchanges that meet human needs while having minimal
impact on the environment. In the context of tourism, GMT entails integrating sustainability principles into all operational
aspects, from destination management to the services offered to tourists [13].

The dimensions of Green Marketing Tourism (GMT) encompass several key aspects that must be considered in the
implementation of this strategy. Firstly, the environmental dimension involves the efficient management of natural resources
and the reduction of emissions and waste [14]. Secondly, the economic dimension focuses on creating sustainable economic
value through improved operational efficiency and product innovation [15]. Thirdly, the social dimension emphasizes
enhancing the well-being of local communities and strengthening the relationship between the tourism industry and local
residents [16]. Lastly, the cultural dimension includes the preservation of cultural heritage and the promotion of local values
within tourism activities [17].

Several factors influence the implementation of Green Marketing Tourism (GMT) at tourist destinations. Firstly,
government regulations and environmental policies establish standards and guidelines for environmentally friendly business
practices [18]. Secondly, increasing consumer awareness and preferences for sustainable products and services drive the
adoption of green practices [19]. Thirdly, pressure from stakeholders, such as local communities, non-governmental
organizations, and the media, compels the tourism industry to adopt sustainable practices [20]. Lastly, the capacity and
commitment of organizations to implement green marketing strategies, which involve adequate human resources, technology,
and investment, are critical for successful adoption [21].

Green Marketing Tourism (GMT) strategies can be implemented through several approaches. Firstly, the development
of environmentally friendly products and services, such as green-certified accommodations, low-emission transportation, and
sustainable nature-based attractions [22]. Secondly, effective communication and promotion are essential to raise tourist
awareness about the importance of sustainability and to encourage participation in activities that support environmental
preservation [23]. Thirdly, collaboration with stakeholders, including government bodies, local communities, and
environmental organizations, is essential to create synergies in the implementation of sustainable practices [24]. Lastly, the
implementation of educational and training programs for employees and tourists enhances understanding and skills in
supporting green marketing tourism [25].
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Table 1.
Criteria for green marketing tourism based on Mousavi [26].
No.| Criteria Context
Hotels and tourism facilities employ energy-efficient technologies, manage water
1 | Wise utilization of resources resources efficiently, and utilize environmentally friendly building materials to

reduce carbon footprints and minimize resource waste.

Implementation of stringent recycling systems, the use of electric vehicles for

2 | Pollution prevention tourist transportation, and ensuring that waste from tourism activities does not
pollute the surrounding environment, both on land and in water.
S . Tourist destinations should collaborate with environmental experts to preserve and
Biodiversity protection and - . . A A
3 restore local habitats, ensuring that tourism activities do not harm the existing flora
enhancement .
and fauna in the area.
I Green tourism includes training and empowering local communities within the
Community involvement and L . : . .
4 tourism industry, ensuring that tourism revenue benefits local residents and
empowerment . :
enhances their well-being.
. . Tourist destinations can organize environmental education programs for visitors,
Environmental education and . : .
5 such as educational tours and seminars, as well as awareness campaigns to
awareness ; . . .
promote eco-friendly practices among tourists and local residents.
Implementation of good Obtaining certifications such as Green Globe or LEED for buildings and tourism
6 | environmental management operations, and ensuring that the products used (e.g., cleaning supplies, cosmetics,

practices

food) are environmentally friendly and sustainable.

Promoting tourist destinations by highlighting their commitment to eco-friendly
practices and sustainability, while using marketing channels that reach
environmentally conscious travelers.

7 | Responsible marketing strategies

3. Methods

The method employed in this study is a Systematic Literature Review (SLR), which facilitates the identification and
synthesis of diverse literature sources regarding current trends, research gaps, research quality evaluation, as well as
challenges and opportunities in the implementation of green marketing in tourism. Unlike traditional literature reviews, the
SLR method follows a systematic scientific procedure to review literature and integrate empirical findings to ensure greater
clarity and replicability in the process [27]. Thus, SLR provides a robust foundation for developing a comprehensive
understanding of this topic and generating practical recommendations that are beneficial to practitioners and researchers in
the field.

This study employs VOS Viewer to identify and map research gaps. VOS Viewer, a software designed to analyze and
visualize relationships between keywords, authors, articles, and journals [28, 29], plays a crucial role in determining research
gaps within the scientific literature dataset. This tool enables researchers to visually map potential gaps in the literature, focus
research on more relevant and significant areas, and avoid redundant studies. By utilizing VOS Viewer, researchers can
ensure that the research topic is viable by making more informed and efficient decisions, thus contributing significantly to
the scientific literature and enhancing understanding in the field of green marketing tourism.

This research report adheres to the reporting guidelines outlined in the PRISMA (Preferred Reporting Items for
Systematic Reviews and Meta-Analyses) flow diagram. PRISMA is a tool and guideline used for conducting systematic
literature reviews, as noted by Onofre [30], that assists authors in presenting findings from various published research.
According to PRISMA reporting guidelines, there are five steps that must be followed in conducting a systematic literature
review.

3.1. Study Inclusion Requirements

In this study, the guidelines based on the inclusion criteria or Inclusion Requirements (IR) for articles are as follows:

a. IR 1: Original research published in English, presented as articles, from the years 2020-2024, accessible in full

paper, and using the keywords “green AND marketing AND tourism.”

b. IR 2: Research aimed at analyzing green marketing tourism at tourist destinations.

Inclusion Requirement 1 (IR 1) was applied to limit the articles to research published between 2020 and 2024. This
ensures that the literature used is up-to-date and relevant in the context of recent developments in green marketing within the
tourism industry. Meanwhile, Inclusion Requirement 2 (IR 2) focuses on articles with the objective of analyzing green
marketing tourism within the tourism sector, thereby ensuring that the selected articles are directly relevant to the research
topic and contribute significantly to the understanding of green marketing tourism in the industry. Thus, these inclusion
criteria provide a clear framework for selecting literature that aligns with the objectives and scope of the study.

3.2. Source of Information for Articles

The author conducted a search for articles in the online database of Elsevier. Subsequently, the author filtered the articles
to include only those accessible in full paper format. Additionally, the author reviewed the references within the selected
articles to identify related research articles as supplementary or supporting references.
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3.3. Selection of Studies

The author conducted a three-stage article selection process. First, the author entered keywords into the Scopus database
that aligned with the research interest in green marketing tourism within the tourism sector. The keywords used in the Scopus
database included (green AND marketing AND tourism). Second, eligibility criteria guided the author in exploring and
determining the identified articles by reviewing their titles, abstracts, and available keywords. Third, the author reviewed all
articles that did not address green marketing tourism, with the aim of eliminating articles that either met or did not meet the
criteria.

Study topics
mapping
4

Study topics

analysis

Figure 1.
Article review process.

3.4. Article Information Collection Process

Information was collected manually and subjected to a thorough review, focusing on elements such as the author, title,
publication year, journal name, topic, country, abstract, keywords, research methods, and research variables. During the
detailed review, any discrepancies among authors were resolved through a series of systematic steps.

Firstly, each author manually gathered information based on parameters such as author, title, publication year, journal
name, topic, country, abstract, keywords, research methods, and research variables. Secondly, each author read the articles
in full to assess their relevance to the research objectives. Thirdly, when differing views or opinions arose, a critical step was
discussion. Any disagreements among authors were openly and constructively discussed by re-reading the entire articles.

This discussion enabled the authors to understand each other's perspectives and reach a consensus.

If the discussion does not resolve the differences, the authors involve additional resources, such as a mediator or an
expert in the relevant field, to help resolve the discrepancies. This approach allows conflicts among authors to be addressed
in a transparent and collaborative manner, ensuring that the outcomes of the in-depth review are consistent and accurate.

3.5. Selection of Article Information Items

The authors extracted information from each selected article, including the study demographics and the application of
green marketing tourism in the tourism sector. In terms of demographics, the information specified includes the publication
year and the country of origin of the research.

The fundamental reason for selecting these information items is to provide essential context for a holistic understanding
in the presentation of relevant research data and findings. Demographic information, including publication year and country
of origin, is used to highlight the accuracy, timeliness, and potential variations within the analyzed data. This approach
clarifies the relevance of the data to the current context and allows for careful evaluation of any geographic differences that
may emerge. Incorporating study demographics into the information citation aims to enhance the validity and reliability of
the research, providing a solid foundation for a comprehensive understanding of these aspects within the research context.
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4. Results
4.1. Article Selection

The article search was conducted in alignment with the researcher's interest in the application of green marketing tourism
to travel destinations. The search was based on keywords relevant to the topic under investigation. The search results from
the Elsevier online database yielded 309 articles within the publication range of 2020 to 2024, as illustrated in the Figure

2.

Records excluded IR 1 (n =300)
Onlline database: Elsevier (Scopus) (n=309) Year 2020-2024 : 139

SA .49
Atrticle : 24

v Publication stage : 10
Source type : 0

Records after duplicates removed English : 2
(0=0) Total 224

Undownloaded 76

Y Acsess data 11/7/2024

Records screened (n=9)

r

Full-text articles assessed for eligibility Full-text articles excluded,
(n=9) with reasons does not meet IR2

! (n=1)

Studies included (n=8)

Selected studies (n = 8)

[ Included ] [Eligibility | [ Sercening ][Identiﬁcation]

Figure 2.
Flow chart based on PRISMA guidelines.

Based on the figure above, the flow diagram illustrates the process following PRISMA guidelines. The first stage
involved selecting articles using predefined keywords, resulting in a total of 309 articles. In the second stage, the authors
refined the search settings according to predetermined criteria such as those in IR 1: publication years ranging from 2020 to
2024, subject area focused on Business, Management, and Accounting, final publication stage, source type as journals,
document type as articles in English, accessible in full paper format, and keywords including Green Marketing, Tourism,
Tourist Destination, and Tourism Marketing. Based on these criteria, 17 articles met the inclusion criteria, while 230 articles
were excluded for not meeting the criteria.

In the third stage, the identification and selection of studies were carried out through the exploration of article titles,
abstracts, and keywords. Based on IR 2, a total of nine articles were identified. Out of these, one article was excluded as it
did not meet IR 2 or was not related to the topic of green marketing tourism. This was achieved by manually extracting data
from tables and performing a comprehensive review of the articles in accordance with IR 2. Consequently, eight articles were
found to meet the criteria of IR 2.

4.2. Demographics of Selected Articles

This section describes the distribution of selected articles by year and country of origin. The results from the eight
selected articles show that the distribution of articles across the years 2020 to 2024 is uneven, with a majority of articles
being published in 2022 and 2023. Articles were published by Rice [31], and Butcher and Chomvilailuk [32] in earlier years.
Acrticles published in 2022 include those by Huy, et al. [33]; Kumar and Harichandan [34], and Haanpaa, et al. [35], while
articles published in 2023 include those by Abdullah, et al. [36]; Kizanlikli, et al. [37], and Moreira, et al. [38]. A more
detailed depiction is shown in Figure 3.
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Figure 3.

Document by year.

Based on the data, there are eight articles distributed over the years 2020 to 2023, with an uneven distribution. The
number of articles published in 2022 and 2023 is higher compared to other years. In 2020, only one article was published. In
2021, there was one article published. The year 2022 saw an increase with three articles published, and the trend continued
in 2023 with three articles published. This increase in the number of articles indicates a growing interest in topics related to
green marketing and sustainability in the tourism and hospitality industry from year to year, both in developed and developing
countries, as shown in Figure 3.

1 I

Figure 4.
Article Publication based in country.

Figure 3 above displays the publication of green marketing tourism articles conducted in developed countries such as
the United Kingdom [31] and Finland [35]. These publications indicate that developed countries have a strong interest in and
commitment to advancing the concept of green marketing tourism. Research conducted in these developed countries typically
focuses on the implementation of advanced technologies and innovative marketing strategies to promote sustainable tourism.
This reflects the awareness and responsibility of these nations towards global environmental issues and their efforts to
mitigate the negative impacts of tourism on ecosystems.

Relevant research has also been conducted in developing countries such as Thailand [31], Vietnam [33], India [34],
Malaysia [36], Kyrgyzstan [37], and Portugal [38]. Research in these developing countries indicates that green marketing
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tourism issues are also gaining attention across various regions. Although these countries may have more limited resources
and technologies compared to developed nations, they are still striving to adopt sustainable tourism practices. These studies
often focus on efficient natural resource management, community engagement, and raising public awareness about the
importance of environmental conservation in tourism activities.

In addition to the varied distribution of articles by country, the distribution across journals also exhibits significant
variation. The Journal of Cleaner Production stands out by publishing two articles, indicating a notable contribution to the
field of green marketing tourism. This diverse distribution across multiple journals highlights a broad academic interest in
green marketing tourism, with contributions from various perspectives and scientific approaches. Each of the other journals
published one article (see Table 2).

Table 2.
Selected article source.
No. Format Publication (Journal) Number of articles
1 Article International Journal of Tourism Cities 1
2 Acrticle Journal of Sustainable Tourism 1
3 Acrticle Asia Pacific Journal of Tourism Research. 1
4 Acrticle Journal of Cleaner Production 2
5 Article Journal of Marketing Management 1
6 Article Journal of Tour SM & Development 1
7 Article Management L etters 1
Total 8

The following section will address the variables commonly used by researchers in the selected articles on the application of
digital marketing in the tourism industry. The author has categorized and aligned the selected articles based on the variables
and tools or contexts employed (see Table 3). This categorization and alignment of variables are guided by the digital
marketing concepts proposed by Mousavi [26] and are predominantly used in the eight selected articles.

Table 3.
Green marketing tourism variable.
Green marketing in tourism No. of variables Reference
Resource utilization 1 Kizanlikli, et al. [37]
Pollution prevention 2 Kumar and Harichandan [34];
Kizanlikli, et al. [37]
Biodiversity protection 4 Rice [31], Huy, et al. [33],
Kizanlikli, et al. [37], Kumar
and Harichandan [34] and
Moreira, et al. [38]
Community participation and empowerment 1 Rice [31]
Environmental education and awareness 2 Kumar and Harichandan [34];
Kizanlikli, et al. [37]
Implementation of good environmental management 3 Rice [31] Kizanlikli, et al. [37]
practices and Moreira, et al. [38]
Responsible marketing strategies 1 Moreira, et al. [38]

Based on Table 3, it is evident that the eight selected articles have applied the concept of green marketing tourism in
alignment with the framework proposed by Mousavi [26]. The variables used in these articles include efficient resource use,
pollution prevention, biodiversity protection, community participation and empowerment, environmental education and
awareness, implementation of good environmental management practices, and responsible marketing strategies. In principle,
the green marketing concepts employed in these articles share commonalities, with an emphasis on environmental
sustainability and community involvement, although not all articles delve deeply into each aspect explicitly. Therefore, in
the following section, the author will present a visualization of the research gaps in green marketing tourism that are less
frequently addressed in the selected studies (see Figure 4).
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Figure 5.
Network visualization mapping of 309 selected articles.

The network visualization in the above figure illustrates that each circle represents a keyword derived from titles and
abstracts. The size of the circle indicates the number of publications related to the keyword, encompassing its occurrence in
journals, titles, abstracts, and keywords. A larger circle signifies a higher number of articles relevant to that keyword, while
a smaller circle indicates fewer relevant articles. This visualization highlights that certain topics have received less attention
in green marketing tourism research, despite their significant potential in supporting sustainable marketing strategies within
the tourism industry [39].

5. Discussion

The implementation of green marketing in tourist destinations is crucial for preserving environmental sustainability and
enhancing tourist appeal. Green marketing emphasizes promoting eco-friendly tourism, efficient resource use, and effective
waste management. By adopting these practices, tourist destinations can minimize negative environmental impacts, preserve
biodiversity, and offer sustainable experiences to travelers. Additionally, green marketing can enhance the destination's image
as an environmentally conscious choice, attracting more eco-aware tourists.

In several reviewed articles, such as Rice [31], Butcher and Chomvilailuk [32] and Huy, et al. [33], various case studies
on the implementation of green marketing in tourist destinations have been presented. For instance, Rice [31] emphasizes the
importance of using environmentally friendly technology and effective waste management. Recommendations include
enhancing local community involvement in destination management and implementing green certifications. Butcher and
Chomvilailuk [32] suggest environmental education for both tourists and local residents to increase awareness and
participation in environmental preservation. Huy, et al. [33] propose natural habitat conservation and protection of local
species as part of green marketing strategies.

Research findings indicate that the implementation of green marketing in tourist destinations offers various significant
benefits. Kumar and Harichandan [34] found that strategies to reduce pollution and the use of green technology can enhance
the environmental quality of tourist destinations. Kumar and Harichandan [34] emphasize that the efficient use of natural
resources and environmental education can support the sustainability of tourism. Abdullah, et al. [36] discovered that
marketing strategies focusing on environmental sustainability can enhance the appeal of destinations to environmentally
conscious tourists. These findings underscore the importance of applying green marketing to improve the competitiveness
and sustainability of tourist destinations.

Support for the importance of implementing green marketing in tourist destinations is also highlighted by various other
studies. For instance, Kizanlikli, et al. [37] emphasize the importance of pollution prevention, biodiversity protection, and
sound environmental management practices. Moreira, et al. [38] advocate for the efficiency of natural resource use and
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pollution reduction strategies through waste management. Overall, the endorsement from these studies indicates that green
marketing is not only crucial for environmental preservation but also for enhancing the appeal and sustainability of tourist
destinations. Effective implementation of green marketing strategies can yield long-term benefits for the tourism industry
and the local communities involved.
Thus, based on the aforementioned points, the following table summarizes various studies that examine aspects of green
marketing innovation, sustainable city branding, perceptions of eco-friendly products, and the influence of green electronic
word-of-mouth (e-WOM). This table presents key findings from several scholarly articles relevant to this research topic,
providing a comprehensive perspective on how green marketing is applied in various contexts and categories of tourist

destinations.

Table 4.

Key findings on the application of green marketing practices in tourist destinations.

No | Discussion Category

Sub-category

Finding

Reference

1 | Resource Utilization

Efficiency in Improving efficiency in resource use, such as Kizanlikli, et al.
resource water and energy, not only reduces [37]
utilization. environmental impact but also enhances tourists'

positive perception of destination management.

2 | Pollution Prevention | Waste The implementation of cleaner technology and Kumar and
management better waste management reduces negative Harichandan
and environmental impacts and increases the [34], Kizanlikli,
environmentally | attractiveness of the destination as a cleaner and etal. [37]
friendly more comfortable location.
technology

3 | Biodiversity Conservation of | Efforts to protect natural habitats and local Kizanlikli, et al.

Conservation

natural habitats
and protection
of local species

species contribute to environmental preservation
and enhance ecological attractiveness, which is
important for tourists who value nature
conservation.

[37], Kumar and
Harichandan
[34] and Rice

[31]

4 | Community Community Active involvement of local communities in Butcher and
Participation and involvement in destination management strengthens participation | Chomvilailuk
Empowerment destination and social responsibility, fostering a sense of [32]

management ownership in the preservation of the environment.

5 | Environmental Educational Raising awareness among local communities and | Kumar and
Education and programs and tourists through environmental education Harichandan
Awareness environmental programs can encourage behavioral change [34], Kizanlikli,

awareness towards more environmentally friendly practices etal. [37]
campaigns at tourist destinations.

6 | Implementation of Energy, water Better environmental management practices, such | Kizanlikli, et al.
Good Environmental | management, as water and energy management and waste [37], Moreira, et
Management and waste reduction, can support the sustainability of al. [38]

Practices reduction destinations and improve operational efficiency.

7 | Responsible
Marketing Strategy

Promotion of
environmentally
friendly tourism
and sustainable
marketing

Promotional strategies that emphasize
environmental responsibility enhance tourists'
perceptions of destinations as responsible
choices, attracting environmentally conscious
travelers.

Moreira, et al.
[38]

8 | Use of Green
Electronic Word-of-

Mediation and
moderation in

Digital reviews and information sharing by other
tourists can encourage potential travelers to

Mouth (eWOM) purchasing choose more environmentally responsible
intentions for tourism products.
eco-friendly
tourism
products

Huy, et al. [33]

In evaluating the implementation of green marketing in tourist destinations, this literature review reveals several
important findings relevant to the concept of sustainable tourism. Green marketing, which encompasses environmentally
oriented marketing strategies such as the use of environmentally friendly technology, efficient resource management, and
pollution prevention, has been shown to enhance the attractiveness and positive image of destinations. Based on the reviewed
studies, these strategies also significantly contribute to reducing negative environmental impacts and supporting the
sustainability of tourist destinations. For instance, Rice [31] and Huy, et al. [33] emphasize that environmentally friendly
technology and natural habitat conservation are key components of green marketing strategies that can raise awareness and
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foster positive behaviors among both destination managers and tourists. Furthermore, Butcher and Chomvilailuk [32] stress
the importance of environmental education and local community involvement in sustainable destination management. This
is consistent with the findings of Kumar and Harichandan [34], who suggest that the active participation of local communities
and education are crucial factors in the success of green marketing strategies.

The literature also demonstrates a positive relationship between the application of green marketing strategies and the
increased competitiveness of tourist destinations. Abdullah, et al. [36] found that marketing strategies emphasizing
environmental sustainability can attract tourists with high environmental awareness, thereby increasing demand for these
destinations. Similarly, Haanpaa, et al. [35] highlight the critical role of green electronic word-of-mouth (e-WOM) in
influencing tourists' decisions to choose environmentally friendly tourism products.

Overall, this review confirms that green marketing is an essential tool for improving the competitiveness and
sustainability of tourist destinations. Implementing these strategies requires effective collaboration between local
stakeholders, supportive public policies, as well as raising awareness and encouraging tourist participation. Therefore, this
research supports the relevance of green marketing in sustainable tourism while also highlighting the importance of
continuous innovation and policy adaptation to ensure the long-term sustainability of tourist destinations.

An analysis of the application of green marketing variables in tourist destinations shows that this concept encompasses
various strategic dimensions that support sustainable tourism. Based on Table 2, key variables include efficient resource use,
pollution prevention, biodiversity conservation, local community participation, environmental education and awareness, and
the implementation of sound environmental management practices. As explained by Kizanlikli, et al. [37], efficiency in
resource utilization is one of the critical components in maintaining the sustainability of tourism. Proper management can
reduce energy consumption and waste. In terms of pollution prevention, studies by Kumar and Harichandan [34] and
Kizanlikli, et al. [37] highlight the importance of proactive policies to minimize the negative impacts of the tourism industry
on the environment.

Biodiversity conservation, as mentioned by Rice [31] and Huy, et al. [33], is also a key factor in maintaining the
ecological attractiveness of tourist destinations. Initiatives to preserve natural habitats and local species significantly
contribute to the environmentally friendly image of the destination, as well as support global conservation efforts. Local
community participation, as highlighted by Butcher and Chomvilailuk [32], also plays an important role in the successful
implementation of green marketing by involving local stakeholders in the execution of environmental policies.

Environmental education and awareness are also essential variables that influence the behavior of tourists and local
communities toward environmental conservation. This is thoroughly discussed by Kizanlikli, et al. [37] and Kumar and
Harichandan [34]. Furthermore, the implementation of sound environmental management practices, as explained by Rice
[31] and Kizanlikli, et al. [37],supports the efficient management of resources and reduces the environmental impacts of
tourism activities. Responsible marketing strategies, according to Moreira, et al. [38], also play a crucial role in enhancing
the image of destinations in the eyes of environmentally conscious tourists. Innovation in green marketing can help tourist
destinations become more competitive and attract environmentally aware market segments. Overall, the combination of these
variables shows that the implementation of green marketing not only focuses on environmental aspects but also requires the
involvement of various stakeholders and effective policy support. A successful green marketing strategy can enhance a
destination's competitiveness as a sustainable tourist destination, ultimately supporting the long-term sustainability of the
destination.

6. Conclusions

Based on the literature review, green marketing has proven to be an effective strategy in supporting the sustainability of
tourist destinations. The implementation of practices focused on efficient resource use, waste and pollution management, and
biodiversity conservation has had a positive impact not only on the environment but also on the destination's image.
Environmentally conscious tourists are more inclined to visit destinations that emphasize eco-friendly aspects, thereby
increasing the competitiveness of the destination. Additionally, the involvement of local communities, environmental
education, and the implementation of sound environmental management practices are supporting factors that enhance the
effectiveness of green marketing strategies in various tourist destinations.

To achieve broader sustainability goals, other tourist destinations can adopt a similar approach by integrating green
marketing strategies into their operational practices. Several recommendations include increasing active participation from
local communities in tourism management, strengthening environmental education programs for tourists, and implementing
continuous innovations in environmentally friendly technologies. Collaboration between local stakeholders, governments,
and the private sector is also essential to promote policies and practices that holistically support sustainable tourism.
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