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ABSTRACT

In the digital age, food marketing strategies are rapidly evolving, particularly in
emerging economies where access to technology and online platforms is expanding.
This chapter explores how digital food marketing is reshaping consumer behavior
and promoting sustainability in these markets. The rise of digital platforms has
created new opportunities for food businesses to engage with consumers, influencing
their purchasing decisions and encouraging the adoption of health-conscious and
sustainable consumption patterns. However, cultural, social, and economic factors
significantly impact how these strategies are received and implemented. This chapter
aims to investigate the effects of digital food marketing on consumer preferences in
emerging economies and examine how sustainability-focused campaigns can drive
behavioral change. It will explore the interplay between marketing innovation and
consumer decision-making, focusing on the role of digital tools in promoting sus-
tainable practices. Drawing on surveys, interviews, and case studies, the chapter
will provide insights into how digital marketing strategies can be optimized to en-
courage healthier and more environmentally responsible food choices. The research
will contribute to understanding the potential of digital food marketing to influence
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consumption habits and promote sustainability, offering actionable insights for
marketers, policymakers, and academics in the food industry. By addressing the
unique challenges and opportunities within emerging economies, this chapter will
offer a roadmap for leveraging digital marketing to achieve long-term sustainability
goals in the global food sector.

INTRODUCTION

The digital landscape has dramatically transformed food marketing, especially
in emerging economies where internet penetration and smartphone use have surged.
Digital food marketing encompasses the use of online platforms, social media,
mobile applications, and other digital tools to engage consumers and influence
their food choices. These strategies are vital in shaping consumer behavior and
fostering sustainable consumption practices, which are increasingly important as
environmental concerns grow. This transformation in marketing is not just about
reaching consumers but also about influencing their dietary choices to promote
health and sustainability.

Emerging economies, where social and economic dynamics differ significantly
from those in developed nations, present unique opportunities and challenges for
digital food marketing. Studies indicate that digital marketing strategies in these
regions can powerfully influence consumer preferences, impacting everything from
brand loyalty to the adoption of healthier diets (Gheorghe & Sima, 2021; Nguyen
& Mogaji, 2022). Moreover, as these economies continue to develop, consumers
are becoming more aware of the environmental impact of their consumption habits.
Thus, digital marketing platforms serve as conduits for promoting sustainability,
allowing businesses to align their marketing strategies with global sustainability goals.

Digital food marketing in these contexts is nuanced, as it must navigate cultural
preferences, economic constraints, and varying levels of digital literacy. The effec-
tiveness of these campaigns can depend on how well they address local consumer
needs while promoting sustainable practices (Daraojimba et al., 2023). Additionally,
the potential of digital food marketing to influence behavior is amplified by targeted
strategies such as personalized content, interactive campaigns, and influencer part-
nerships, which can create a sense of authenticity and engagement among consumers
(Kutaula et al., 2024). These strategies encourage not only purchasing decisions
but also the adoption of environmentally friendly and health-conscious lifestyles.

This chapter aims to explore how digital food marketing influences consumer
behavior and promotes sustainable consumption in emerging economies. Drawing
on case studies, surveys, and interviews, this research will examine the role of digital
tools in shaping consumer preferences and analyze the impact of sustainability-focused
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