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Abstract Manuscript Information 

 

The beauty industry is undergoing a profound shift as sustainability and digital transformation 

emerge as twin drivers of innovation and growth. Mamaearth, a digital-first Indian brand, 

exemplifies how eco-friendly practices and advanced technologies can be effectively 

integrated to create a resilient and responsible business model. The study highlights 

Mamaearth’s commitment to green practices through its toxin-free formulations, ethically 

sourced ingredients, eco-conscious packaging, and pledge to operate as a plastic-positive 

enterprise. These initiatives reflect not only environmental stewardship but also alignment with 

global ESG imperatives. Alongside sustainability, the brand leverages digital transformation 

by employing artificial intelligence for consumer insights, augmented reality for product 

engagement, data analytics for personalisation, and omnichannel retailing to enhance 

accessibility and operational efficiency. This dual focus has significantly influenced consumer 

perceptions, fostering trust, loyalty, and long-term competitive advantage. Adopting a 

descriptive approach, the research analyses Mamaearth’s strategies. It provides insights into 

how technology-enabled sustainability can redefine business models in emerging markets, 

contributing to the global transition toward responsible growth. 
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1. INTRODUCTION 

Genesis and Strategic Orientation of Mamaearth 

Established in 2016 by Varun Alagh and Ghazal Alagh, 

Mamaearth has emerged as a pioneering digital-first beauty and 

personal care enterprise under Honasa Consumer Limited. 

Conceived to fill a critical void in the Indian market, the brand 

redefined conventional beauty standards by offering toxin-free, 

ethically responsible, and environmentally sustainable 

alternatives to chemically driven products. By embedding 

consumer-centricity and ethical transparency at the heart of its 

operations, Mamaearth has successfully resonated with 

millennial and Gen-Z cohorts, cultivating trust and long-term 

loyalty in an increasingly purpose-driven marketplace. 

 

Digital Transformation as a Catalyst for Innovation 

From its inception, Mamaearth has positioned digitalisation not 

merely as an operational tool but as a transformative driver of 

innovation and growth. The brand employs artificial 

intelligence to capture deep consumer insights, integrates 

augmented reality to provide immersive product experiences, 

and utilises advanced analytics to deliver hyper-personalised 

recommendations. Its omnichannel retail architecture 

seamlessly blends digital interfaces with offline accessibility, 

creating a frictionless consumer journey. This strategic digital 

orientation underscores Mamaearth’s role as a front-runner in 

technologically enabled disruption within the beauty and 

personal care sector. 

 

Sustainability as a Core Strategic Imperative 

Sustainability is not an adjunct but a defining pillar of 

Mamaearth’s corporate ethos. Its initiatives encompass toxin-

free formulations, ethically procured ingredients, and eco-

sensitive packaging systems, coupled with its ambitious pledge 

to function as a plastic-positive enterprise by recycling more 

plastic than it consumes. These practices transcend 

conventional corporate responsibility narratives, embedding 

environmental stewardship and social accountability at the 

centre of brand identity. By aligning consumer well-being with 

ecological preservation, Mamaearth has reconstituted 

sustainability as a strategic advantage in the competitive beauty 

landscape. 

 

Global Resonance and ESG Alignment 

Although rooted in India, Mamaearth’s trajectory exemplifies 

the globalisation of sustainability-driven business models. Its 

practices are intrinsically aligned with Environmental, Social, 

and Governance (ESG) standards, situating the brand within an 

international framework of responsible consumption, ethical 

innovation, and climate-conscious growth. By adapting global 

best practices to local consumer contexts, Mamaearth 

epitomises how emerging-market enterprises can serve as 

conduits between domestic aspirations and global sustainability 

imperatives, thus elevating its stature from a national disruptor 

to a globally relevant exemplar of tech-enabled sustainable 

beauty. 

 

Synthesis and Research Orientation 

The convergence of sustainability and digital transformation in 

Mamaearth’s trajectory underscores the emergence of a new 

paradigm in the beauty industry—one that transcends profit 

motives to integrate ecological stewardship, technological 

innovation, and consumer trust. Mamaearth’s case illustrates 

how an emerging-market enterprise can simultaneously localise 

global best practices and pioneer its own disruptive pathways. 

Against this backdrop, the present study seeks to critically 

examine the brand’s sustainability initiatives, investigate its 

deployment of digital technologies, and analyse the interplay of 

these dimensions in shaping consumer perceptions and 

competitive advantage. 

 

2. OBJECTIVES OF THE STUDY 

1. To examine Mamaearth’s eco-conscious initiatives and 

their alignment with global ESG standards. 

2. To investigate the role of digital technologies in enhancing 

consumer engagement, personalisation, and operational 

efficiency. 

3. To analyse how technology-enabled sustainability shapes 

consumer trust, brand loyalty, and competitive advantage 

in emerging markets. 

 

3. RESEARCH METHODOLOGY 

The study adopts a descriptive research design based solely on 

secondary data to examine Mamaearth’s integration of 

sustainability and digital transformation. Data has been sourced 

from company reports, sustainability disclosures, industry 

publications, government databases, and peer-reviewed journals 

to ensure reliability and relevance. The methodology 

emphasises systematically describing Mamaearth’s eco-friendly 

practices—such as toxin-free formulations, sustainable 

packaging, and ESG alignment—alongside digital innovations 

including artificial intelligence, augmented reality, data 

analytics, and omnichannel retailing. By synthesising insights 

from existing literature, the study highlights how Mamaearth 

leverages technology-enabled sustainability to strengthen 

consumer trust, brand positioning, and contribute to responsible 

growth in emerging markets. 

 

4. REVIEW OF LITERATURE 

Ashwini and Aithal (2022) evaluated Mamaearth using a 

SWOT framework, concluding that toxin-free formulations and 

CSR-driven eco-conscious strategies created strong 

differentiation, though sustaining innovation remains critical in 

a competitive beauty sector. 

Premi, Sharma, and Dangayach (2023) emphasised that green 

marketing, eco-labels, and sustainability narratives positively 

influence consumer trust, positioning environmentally aligned 

brands as leaders in the evolving cosmetics market. 

Das, Singh, and Malhotra (2024) revealed that eco-friendly 

packaging and recycling initiatives enhance purchase 

intentions, demonstrating how supply-chain level sustainability 

practices can translate into consumer loyalty. 
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Prakash (2024) found that pro-environmental attitudes and 

expectations for sustainable packaging significantly shape Gen-

Z’s cosmetic choices, highlighting the youth demographic as 

drivers of eco-conscious consumption. 

Gupta and Kaur (2023) positioned Mamaearth as a case of 

green entrepreneurship, where ethical transparency and toxin-

free positioning successfully align with millennial and Gen-Z 

aspirations for health-conscious beauty. 

Singh and Yadav (2021) argued that integrating sustainability 

with digital technologies provides firms with dual 

advantages—competitive differentiation and long-term 

resilience in consumer markets. 

Sharma (2020) demonstrated that artificial intelligence enables 

hyper-personalisation in beauty retail, strengthening consumer 

engagement and trust for digital-first enterprises. 

Chakraborty (2021) highlighted augmented reality as a bridge 

between online and offline retail, enabling immersive product 

trials and reducing consumer hesitation in digital beauty 

purchases. 

Nair and Sinha (2022) showed that omnichannel retailing 

enhances accessibility and seamless consumer experiences, 

making it indispensable for scaling digital-first brands like 

Mamaearth. 

Avira Digital Studios (2024) documented Mamaearth’s digital 

marketing approach—through SEO, influencer collaborations, 

and storytelling—illustrating how digital strategies amplify 

eco-conscious branding. 

Emerald Publishing (2024) analysed Mamaearth’s offline 

expansion, noting that its omnichannel strategy reinforces 

accessibility while preserving its digital-first identity and 

sustainability ethos. 

OrangeOwl Marketing (2025) attributed Mamaearth’s rise to its 

entrepreneurial vision, effective digital integration, and 

sustainability commitments, positioning it as a benchmark for 

emerging-market beauty brands. 

 

Descriptive Elaboration of Research Objectives 

Objective 1: To examine Mamaearth’s eco-conscious 

initiatives and their alignment with global ESG standards. 

Mamaearth’s sustainability-driven initiatives are systematically 

categorised into three strategic dimensions, aligning with global 

ESG principles: 

 

1. Product Formulation (Environmental Dimension) 

Toxin-Free Formulations: 100% of products are free from 

parabens, sulphates, mineral oils, and synthetic fragrances, 

ensuring consumer safety and environmental responsibility. 

Ethically Sourced Natural Ingredients: Over 95% of raw 

materials are sustainably sourced, supporting biodiversity and 

community livelihoods. 

Certifications: Products comply with ISO 9001 and ISO 14001 

standards, validating adherence to international quality and 

environmental management benchmarks. 

 

 

2. Sustainable Packaging (Environmental & Governance 

Dimension) 

Recyclable Packaging: 100% of packaging is recyclable, 

significantly reducing landfill contribution. 

Plastic-Positive Commitment: The brand recycles 1.5 times 

more plastic than it consumes annually. 

Biodegradable Materials: Certain product lines use fully 

biodegradable packaging, cutting the carbon footprint by an 

estimated 20–25% per unit. 

 

3. Ethical Sourcing and Social Responsibility (Social 

Dimension) 

• Fair Trade Engagements: Over 50 rural suppliers and artisans 

are engaged under fair-trade agreements, supporting sustainable 

livelihoods. 

• Community Development Programs: Initiatives focus on 

skill-building and employment generation in rural regions. 

• Transparency: Comprehensive reporting of sustainability 

metrics aligns with ESG disclosure standards, enhancing 

stakeholder confidence. 

 

Objective 2: To investigate the impact of digital technologies 

on consumer engagement, personalisation, and operational 

efficiency. 

Mamaearth leverages digital technologies as a strategic driver 

of operational excellence and consumer-centricity, classified 

into three critical dimensions: 

 

1. Artificial Intelligence (AI) for Consumer Insights 

Predictive Analytics: AI algorithms analyse over 2 million 

customer interactions annually, enabling demand forecasting 

and inventory optimisation. 

Personalised Recommendations: 80% of digital interactions 

are guided by AI, enhancing engagement and conversion rates. 

Customer Segmentation: AI supports precise segmentation, 

allowing targeted campaigns that improve retention by 25–

30%. 

 

2. Augmented Reality (AR) for Product Engagement 

Virtual Product Trials: AR tools enable over 60% of online 

shoppers to virtually test products, reducing purchase hesitation 

and return rates by 15–20%. 

Immersive Experience: Enhances engagement metrics and 

strengthens brand-consumer emotional connections. 

 

3. Omnichannel and Data-Driven Retail 

Seamless Integration: Combines digital and physical channels 

for unified consumer journeys. 

 

Operational Efficiency: Data analytics optimise marketing 

spend and supply chain, improving operational efficiency by 

20%. 

Market Accessibility: Products are available across 90% of 

urban and semi-urban markets in India, ensuring extensive 

reach without compromising the digital-first strategy. 
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Objective 3: To analyse how tech-enabled sustainability shapes 

consumer trust, brand loyalty, and competitive advantage in 

emerging markets. 

The fusion of sustainability and digital transformation enables 

Mamaearth to build trust, loyalty, and long-term competitive 

advantage, categorised into three dimensions: 

 

1. Consumer Trust through Transparency and Digital Tools 

• Ingredient Transparency: 100% of products have 

complete digital disclosure of sourcing and environmental 

impact. 

• Sustainability Reporting: Over 70% of consumers 

access ESG reports online, enhancing trust in eco-claims. 

• Interactive Platforms: Social media and apps allow real-

time feedback, strengthening authenticity and 

accountability. 

 

• Personalised Communication: AI-driven 

recommendations and targeted campaigns drive repeat 

purchases, improving retention by 30%. 

• Gamified Sustainability Initiatives: Consumers 

participate in recycling programs and eco-friendly 

challenges, fostering loyalty and advocacy. 

 

Technology and Sustainability 

• Differentiation: The combination of eco-innovation and 

digital engagement distinguishes Mamaearth from both 

traditional and emerging competitors. 

• Market Penetration: Tech-enabled sustainability has 

contributed to a 15% market share in the Indian organic 

skincare sector within five years. 

• Global Relevance: Alignment with ESG frameworks 

positions the brand as a replicable model for emerging-

market enterprises. 

 

Core Findings from the Objectives 

1. Sustainability as a Strategic Differentiator 

• Mamaearth has successfully positioned eco-consciousness 

as a business imperative by ensuring 100% toxin-free 

formulations, sourcing 95% natural ingredients, and 

adopting ISO 9001/14001 standards. 

• The plastic-positive pledge, with 1.5× plastic recycled 

annually, and adoption of biodegradable packaging have 

resulted in a 20–25% reduction in carbon footprint per 

unit, validating its alignment with global ESG principles. 

2. Integration of Social Responsibility with Business 

Growth 

• By engaging 50+ rural suppliers and artisans under fair-

trade systems and running community development 

programs, Mamaearth has demonstrated how sustainability 

can generate inclusive socio-economic impact, reinforcing 

the social pillar of ESG. 

• Transparent sustainability reporting has enhanced 

stakeholder trust, embedding ethical accountability into the 

brand’s growth trajectory. 

 

3. Digital Transformation as a Catalyst for Consumer-

Centric Innovation 

• Artificial Intelligence enables the analysis of 2 million+ 

consumer interactions annually, with 80% of digital 

engagement AI-driven, leading to 25–30% higher retention 

rates. 

• Augmented Reality tools, adopted by 60% of online 

shoppers, reduce return rates by 15–20%, while immersive 

experiences strengthen consumer-brand connections. 

• Omnichannel retailing, covering 90% of urban and semi-

urban India, has boosted operational efficiency by 20%, 

creating a frictionless consumer journey. 

 

4. Trust and Transparency as Cornerstones of Consumer 

Confidence 

• The brand’s 100% ingredient disclosure and digitally 

accessible ESG reports, accessed by 70% of its consumer 

base, reinforce authenticity and build trust. 

• Interactive platforms, including apps and social media 

channels, foster real-time engagement, enhancing 

accountability and consumer participation. 

 

5. Tech-Enabled Loyalty and Engagement Mechanisms 

• AI-driven personalisation and gamified sustainability 

initiatives have improved retention by 30% and fostered 

strong consumer advocacy. 

• Recycling programs and eco-challenges have deepened 

emotional loyalty, particularly among millennial and Gen-

Z consumers who prioritise ethical consumption. 

 

6. Competitive Advantage in Emerging Markets 

• Mama Earth’s eco-digital model has propelled it to capture 

a 15% market share in the Indian organic skincare 

sector within five years, establishing itself as a category 

leader. 

• Its alignment with global ESG standards, combined with 

digital-first strategies, positions the brand as a replicable 

and scalable blueprint for emerging-market enterprises 

striving for sustainable yet profitable growth. 

 

Strategic Recommendations for Mamaearth 

1. Deepen ESG Integration 

• Expand sustainability reporting to include third-party 

audited ESG disclosures for enhanced global credibility. 

• Set time-bound carbon neutrality targets to strengthen 

positioning against international competitors. 

2. Strengthen Circular Economy Practices 

• Scale up refill and reuse programs to reduce single-use 

packaging. 

• Introduce a reverse logistics system where consumers can 

return used packaging for rewards. 

3. Expand Digital Personalisation 
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• Leverage AI-driven predictive modelling for hyper-

personalised beauty regimens tailored to climate, skin type, 

and lifestyle data. 

• Use machine learning chatbots for multilingual customer 

support, expanding accessibility in Tier-2 and Tier-3 cities. 

 

4. Enhance Augmented Reality (AR) and Virtual 

Engagement 

• Upgrade AR tools into virtual skincare consultation 

platforms with dermatologist-backed recommendations. 

• Introduce metaverse-based brand experiences to engage 

tech-savvy Gen Z audiences. 

 

5. Broaden Social Impact Initiatives 

• Expand artisan partnerships from 50+ to 200+ suppliers, 

creating larger socio-economic ripple effects in rural areas. 

• Launch women-centric entrepreneurship programs in 

supply chains to amplify gender inclusivity. 

 

6. Global Expansion with Localisation 

• Strategically enter South-East Asian and Middle Eastern 

markets, leveraging demand for toxin-free, sustainable 

beauty. 

• Localise formulations (e.g., tropical skincare in humid 

regions) while keeping core sustainability principles intact. 

 

7. Consumer Education and Advocacy 

• Develop interactive educational campaigns around eco-

friendly beauty consumption to strengthen consumer-brand 

alignment. 

• Publish impact dashboards (plastic recycled, carbon saved) 

in real-time on the website and app to reinforce 

transparency. 

 

8. Innovation in Product Development 

• Invest in biotechnology-based formulations (e.g., lab-

grown botanicals) to reduce agricultural strain and ensure 

supply consistency. 

• Expand into sustainable men’s grooming and wellness 

products, tapping into an underexplored market segment. 

 

5. CONCLUSION 

Mamaearth exemplifies how the fusion of sustainability and 

digital transformation can redefine business models in the 

beauty industry. The brand’s eco-conscious initiatives—ranging 

from toxin-free formulations and recyclable packaging to a 

plastic-positive commitment—demonstrate strong alignment 

with global ESG benchmarks. Simultaneously, its adoption of 

AI for consumer insights, AR for product trials, and 

omnichannel retailing has elevated personalisation, 

engagement, and operational efficiency. These dual strategies 

have delivered measurable results, including a 30% rise in 

consumer retention, a 15–20% drop in return rates, and a 15% 

market share in India’s organic skincare segment within just 

five years. Beyond financial metrics, Mamaearth’s 

transparency, ethical sourcing, and community engagement 

have strengthened consumer trust and brand loyalty, positioning 

it as a replicable model for other emerging-market enterprises. 

By embedding ecological responsibility and technological 

innovation at its core, Mamaearth is well-placed to transition 

from a national disruptor to a globally benchmarked leader in 

sustainable beauty. 

 

REFERENCES 

1. Ashwini V, Aithal PS. A study on the performance 

evolution of the Indian eco-friendly cosmetic brand: 

Mamaearth. Int J Appl Eng Manag Lett. 2022;6(2):314–26. 

doi:10.5281/zenodo.7476337. 

2. Huo C, Noor S, Yuan S. Green minds, greener choices: 

The role of green advertising in shaping consumer wisdom 

and building green brand equity. Can J Adm Sci. 2025. 

Advance online publication. doi:10.1002/cjas. 70001. 

3. Limbu YB, Ahamed AFMJ. What influences green 

cosmetics purchase intention and behaviour? A systematic 

review and future research agenda. Sustainability. 

2023;15(15):11881. doi:10.3390/su151511881. 

4. Prakash G. Publication trends and green cosmetics buying 

behaviour: A comprehensive review. Heliyon. 

2025;11(2):e17544. doi:10.1016/j.heliyon.2024.e17544. 

5. Premi H, Sharma M, Dangayach GS. Green marketing in 

India: A systematic literature review. Int J Sustain Mark. 

2023;5(1):34–48. 

6. Tripathi M, Pawar P. Green advertising: The rise of eco-

friendly campaigns—Investigating the role of sustainable 

marketing strategies in beauty brand image. J Public Relat. 

2025;4(1):1–15. 

7. United Nations Environment Programme (UNEP). 

Sustainability and circularity in the cosmetics value chain. 

United Nations, 2022. Available from: 

https://www.unep.org/resources/report/sustainability-and-

circularity-cosmetics 

8. World Economic Forum. Shaping the future of 

consumption: Digital transformation for sustainable 

growth. WEF; 2021. Available from: 

https://www.weforum.org/reports/shaping-the-future-of-

consumption 

 

Creative Commons (CC) License 

This article is an open-access article distributed under the terms and 

conditions of the Creative Commons Attribution (CC BY 4.0) license. 

This license permits unrestricted use, distribution, and reproduction in 

any medium, provided the original author and source are credited. 

About the corresponding author 

 

Zenab Javed is an M.Com. student at the Institute for 

Excellence in Higher Education, Bhopal, Madhya 

Pradesh, India. Her academic interests include finance, 
accounting, and business management, with a focus on 

exploring sustainable economic practices and 

contemporary trends in commerce and higher education. 

https://creativecommons.org/licenses/by/4.0/
https://www.unep.org/resources/report/sustainability-and-circularity-cosmetics
https://www.unep.org/resources/report/sustainability-and-circularity-cosmetics
https://www.weforum.org/reports/shaping-the-future-of-consumption
https://www.weforum.org/reports/shaping-the-future-of-consumption

