Chapter 6
Brand Advocacy and Marketing
Strategies in Green Economy

for Sustainable Future:
Harnessing Hydrogen Power

Gayathri Band Rajani Kumar
https://orcid.org/0000-0001-6602-2040 https://orcid.org/0009-0000-9689-2768
Ramdeobaba University, Nagpur, India Orange City Institute of Management, Nagpur,
India
Soma Sharma
https://orcid.org/0000-0001-9919-165X Saurabh Chandra
Symbiosis Institute of Business Management, https://orcid.org/0000-0003-4172-9968
Nagpur, India Bennett University, Greater Noida, India
Mubina Mustafa Saifee Laeeq Razzak Janjua
https://orcid.org/0009-0007-9783-9273 https://orcid.org/0000-0002-1948-5859
Jhulelal Institute of Technology, Nagpur, India WSB University, Poland
Bhupinder Singh

https://orcid.org/0009-0006-4779-2553
Sharda University, India

ABSTRACT

Brand advocates and marketers are critical components in the journey to a sustainable future through
educating consumer adoption of green energy solutions, such as hydrogen power. With the tide of the
global economy turning toward sustainability the challenge for businesses is not just to adopt clean en-
ergy technologies but also to develop awareness, trust, and loyalty with consumers, investors, and pol-
icymakers. To spark collaborative support through timely advocacy and marketing of hydrogen power
as a clean energy source that can enable industry revolution, hydrogen power must be branded accord-
ingly. Hydrogen technology is still relatively new, and companies investing in it must place a premium
on informing stakeholders about the benefits of hydrogen, addressing misconceptions, and positioning
hydrogen as a viable alternative to fossil fuels. It covers topics such as corporate social responsibility
and the shifting balance between policy advocacy, digital media, and partnerships in creating successful
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brand advocacy strategies related to the green economy.

1. INTRODUCTION

The important aspect of brand advocacy here in hydrogen within the graph is aligning corporate values
with sustainability objectives Businesses have to genuinely show their commitment to clean energy and
sustainability through transparent capacity building and engagement with stakeholders. Brand messag-
es can expand through influencer marketing and partnerships with sustainability advocates, gaining a
wider audience and increasing public faith. Publishing research, speaking at conferences, and joining
industry forums all enhance credibility, and position the companies as thought leaders in the hydrogen
economy. Moreover, companies need to tell a narrative with various pathologies that demonstrate real-life
benefits of hydrogen fuel in transport, manufacturing, and grid energy storage. By presenting proven
case studies and pilot projects, including one in their own portfolios, brands can instill confidence with
prospective consumers and investors. The junction of technology and digital marketing has given upsurge
a new era of hyper-personalization in the ever-accelerating digital landscape. Digital marketing is being
fundamentally altered by this paradigm change, becoming more dynamic, responsive, and customer-
focused than ever. Predictive models of artificial intelligence (Al) and machine learning (ML) are at the
core of this transition and are what will power the future of digital marketing. Hyper-personalization
is not just a trendy term; it is a method to marketing that goes beyond conventional segmentation and
overcomes the drawbacks of one-size-fits-all strategies (Vinaykarthik, 2022). It's a journey that starts
with data, lots of data, and ends with a customized, in-the-moment customer experience. Marketers can
now foresee client demands, provide individualized content, and predict preferences even before those
preferences are consciously realized thanks to the complex dance between Al and ML. This chapter
explores the nuances of hyper-personalization in digital marketing with an emphasis on how it affects
marketing plans and brand advocacy. Al and ML-powered prediction models are ready to transform
the customer experience. The trip is no longer a straight line but a dynamic, responsive experience that
customers and businesses have jointly constructed (Kamal & Himel, 2023).

It unravels the dimensions of hyper-personalization, analyzing its profound implications on customer
loyalty and brand advocacy. It scrutinize the strategies that forward-thinking marketers are adopting
to harness the potential of AI and ML. Data analytics, real-time interactions, and the delicate balance
between automation and the human touch will all be on our radar. This paper also addresses the ethical
considerations that comes hand-in-hand with the power of hyper-personalization, such as data privacy
and transparency. It will also peer into the future of digital marketing, beyond hyper-personalization,
contemplating the dynamic customer journey and the role of Al-driven creativity and innovation (Ahmed,
2022). The stage is set for a digital marketing revolution where brands, equipped with predictive models
and customer insights, are not just communicating with their audience but co-creating value. The future
of digital marketing is dynamic, data-driven, and deeply personalized. It's a future where customers, now
brand advocates, become the strongest proponents of the brands they passionately endorse.

80



14 more pages are available in the full version of this document, which may
be purchased using the "Add to Cart" button on the publisher's webpage:
www.igi-global.com/chapter/brand-advocacy-and-marketing-strategies-in-

green-economy-for-sustainable-future/380460

Related Content

Statistical Modeling in Healthcare: Shaping the Future of Medical Research and Healthcare
Delivery

Mina Bahadori, Morteza Soltani, Masoumeh Soleimaniand Mahsa Bahadori (2023). Al and loT-Based
Technologies for Precision Medicine (pp. 431-446).
www.irma-international.org/chapter/statistical-modeling-in-healthcare/332848

Evolution of e-Sales as A Form of e-Entrepreneurship in Poland: An Analysis of Opportunities
and Threats

Agata Mesjasz-Lech (2018). International Journal of Ambient Computing and Intelligence (pp. 43-54).
www.irma-international.org/article/evolution-of-e-sales-as-a-form-of-e-entrepreneurship-in-poland/205575

Emotion Recognition from Facial Expression and Electroencephalogram Signals
Amit Konar, Aruna Chakraborty, Pavel Bhowmik, Sauvik Dasand Anisha Halder (2012). Cross-Disciplinary
Applications of Artificial Intelligence and Pattern Recognition: Advancing Technologies (pp. 310-337).

www.irma-international.org/chapter/emotion-recognition-facial-expression-electroencephalogram/62697

Digital Twin-Driven TD3 Reinforcement Learning for Welding Path Optimization and Deformation
Control of Large Mechanical Components

Bin Duan (2026). International Journal of Intelligent Information Technologies (pp. 1-19).
www.irma-international.org/article/digital-twin-driven-td3-reinforcement-learning-for-welding-path-optimization-and-

deformation-control-of-large-mechanical-components/411388

Artificial Intelligence and Big Data Analytics in Support of Cyber Defense

Louise Leenenand Thomas Meyer (2021). Research Anthology on Artificial Intelligence Applications in
Security (pp. 1738-1753).
www.irma-international.org/chapter/artificial-intelligence-and-big-data-analytics-in-support-of-cyber-defense/270668



http://www.igi-global.com/chapter/brand-advocacy-and-marketing-strategies-in-green-economy-for-sustainable-future/380460
http://www.igi-global.com/chapter/brand-advocacy-and-marketing-strategies-in-green-economy-for-sustainable-future/380460
http://www.irma-international.org/chapter/statistical-modeling-in-healthcare/332848
http://www.irma-international.org/article/evolution-of-e-sales-as-a-form-of-e-entrepreneurship-in-poland/205575
http://www.irma-international.org/chapter/emotion-recognition-facial-expression-electroencephalogram/62697
http://www.irma-international.org/article/digital-twin-driven-td3-reinforcement-learning-for-welding-path-optimization-and-deformation-control-of-large-mechanical-components/411388
http://www.irma-international.org/article/digital-twin-driven-td3-reinforcement-learning-for-welding-path-optimization-and-deformation-control-of-large-mechanical-components/411388
http://www.irma-international.org/chapter/artificial-intelligence-and-big-data-analytics-in-support-of-cyber-defense/270668

