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ABSTRACT

In an increasingly competitive business environment, organizations are required to implement strategies that
not only enhance organizational performance but also promote long-term sustainability and customer
retention. This study aims to examine the impact of Sustainable Marketing Strategies and Career Development
Opportunities on Employee Productivity and Customer Loyalty in Jakarta. A quantitative research approach
was employed using a survey method involving 200 respondents working in various organizations across
Jakarta. Data were collected through structured questionnaires measured using a five-point Likert scale. The
analysis was conducted using Structural Equation Modeling—Partial Least Squares (SEM-PLS 3). The results
indicate that Sustainable Marketing Strategies have a positive and significant effect on Employee Productivity
(B =0.382, p <0.001) and Customer Loyalty (3 = 0.291, p < 0.001). Career Development Opportunities also
significantly influence Employee Productivity (B =0.467, p <0.001) and Customer Loyalty (f=0.177, p =0.010).
Furthermore, Employee Productivity exerts the strongest direct effect on Customer Loyalty ( = 0.431, p <
0.001). The structural model explains 65.3% of the variance in Employee Productivity and 71.2% of the variance
in Customer Loyalty, indicating substantial predictive capability. The findings suggest that organizations
should integrate sustainability-oriented marketing initiatives with employee development programs to
enhance workforce productivity and strengthen long-term customer loyalty. This study contributes to the
literature by providing an integrated framework that combines external sustainability strategies and internal
human resource development practices within a single model.

Keywords: Sustainable Marketing Strategies, Career Development Opportunities, Employee Productivity, Customer
Loyalty, SEM-PLS.

1. INTRODUCTION

The increasing complexity of contemporary business environments has encouraged
organizations to adopt strategies that not only improve financial performance but also support long-
term sustainability. In today's highly competitive marketplace, organizations are increasingly
expected to balance economic objectives with environmental and social responsibilities [1], [2].
Stakeholders, including customers, investors, regulators, and communities, are demanding greater
accountability regarding how businesses create value and contribute to sustainable development [3],
[4]. Consequently, sustainability has evolved from a peripheral concern into a strategic priority that
influences organizational decision-making across various functions [5], [6]. Among the numerous
approaches adopted by firms, sustainable marketing strategies have emerged as a critical mechanism
for aligning business objectives with stakeholder expectations. Sustainable marketing emphasizes
the integration of environmental responsibility, social awareness, and economic viability into
marketing activities, enabling organizations to satisfy customer needs while simultaneously
contributing to broader sustainability goals.
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The growing emphasis on sustainability has significantly transformed consumer behavior
and purchasing preferences. Modern consumers are becoming increasingly conscious of
environmental degradation, climate change, ethical sourcing, and social responsibility issues. As a
result, customers are more likely to support organizations that demonstrate authentic commitments
to sustainable business practices [7], [8]. Sustainable marketing initiatives such as eco-friendly
product promotion, transparent communication, ethical supply chain management, and corporate
social responsibility campaigns can positively shape customer perceptions and strengthen brand
credibility. These initiatives not only enhance customer trust but also foster stronger emotional
connections between consumers and organizations [9], [10]. Consequently, sustainable marketing
strategies are no longer regarded merely as instruments for promoting corporate responsibility;
rather, they have become strategic tools that support customer loyalty, brand differentiation, and
long-term organizational performance.

While external market-oriented strategies are essential for attracting and retaining
customers, internal organizational capabilities remain equally important in achieving sustainable
competitive advantage. Human resources constitute one of the most valuable assets within
organizations because employees directly influence productivity, innovation, service quality, and
customer satisfaction [11], [12]. Employee productivity refers to the effectiveness and efficiency with
which employees perform their assigned tasks to achieve organizational objectives. Higher levels of
employee productivity contribute to improved operational performance, better service delivery, and
enhanced competitiveness [13], [14]. Therefore, organizations continuously seek mechanisms that
can strengthen employee motivation, engagement, and performance. In an increasingly knowledge-
driven economy, employee productivity has become a key determinant of organizational success
and sustainability.

One of the most influential factors affecting employee productivity is career development
opportunity. Career development encompasses organizational efforts to facilitate employee growth
through training programs, professional development initiatives, mentoring systems, skill
enhancement activities, and promotion opportunities [15], [16]. Employees who perceive clear career
advancement pathways are generally more motivated to contribute effectively because they view
their current roles as stepping stones toward future professional achievements. Furthermore, career
development initiatives enable organizations to retain talented employees, reduce turnover
intentions, and develop a workforce capable of adapting to evolving market conditions and
technological changes [17], [18]. As competition for skilled human capital intensifies, investment in
career development has become a strategic necessity that benefits both employees and organizations.
By fostering continuous learning and professional growth, organizations can enhance employee
productivity while simultaneously strengthening long-term organizational capabilities.

The relationship between employee productivity and customer loyalty has attracted
considerable attention within management and marketing literature. Customer loyalty is widely
recognized as a critical factor for organizational sustainability because loyal customers are more
likely to engage in repeat purchases, maintain long-term relationships with firms, and recommend
products or services to others [19], [20]. In highly competitive markets, customer loyalty provides
substantial advantages by reducing customer acquisition costs and increasing profitability.
Employees play a crucial role in shaping customer experiences, particularly in service-oriented
industries where employee-customer interactions directly influence customer perceptions [7], [21].

Productive employees are generally more capable of delivering high-quality services, responding
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effectively to customer needs, and creating positive customer experiences that encourage customer
loyalty. Furthermore, sustainable marketing strategies may also directly strengthen customer loyalty
by aligning organizational values with customer concerns regarding environmental protection,
ethical conduct, and social responsibility, thereby creating deeper emotional and psychological
connections with customers.

Despite extensive research examining sustainable marketing strategies, career development
opportunities, employee productivity, and customer loyalty, existing studies have largely
investigated these variables independently. Limited research has explored the combined influence
of sustainable marketing strategies and career development opportunities on employee productivity
and customer loyalty within a single integrated framework. Moreover, many previous studies focus
either on external customer-oriented strategies or internal employee-oriented initiatives without
examining how these dimensions interact to generate organizational value. This gap is particularly
relevant in Jakarta, Indonesia’s primary economic and commercial center, where organizations face
intense competition, rapidly changing consumer expectations, workforce development challenges,
and increasing demands for sustainability. Therefore, this study proposes an integrated model that
examines sustainable marketing strategies and career development opportunities as dual strategic
drivers of employee productivity and customer loyalty. The novelty of this research lies in
combining external and internal organizational perspectives while evaluating employee
productivity as a mechanism linking organizational strategies to customer loyalty. The findings are
expected to contribute to the literature on sustainable marketing, human resource management, and
customer relationship management while providing practical insights for organizations seeking

sustainable growth in highly competitive urban markets.

2. LITERATURE REVIEW
2.1 Sustainable Marketing Strategies

Sustainable marketing strategies refer to organizational efforts to create,
communicate, and deliver customer value while integrating environmental
responsibility, social accountability, and long-term economic sustainability. Unlike
traditional marketing, which primarily focuses on profitability and market share,
sustainable marketing seeks to balance organizational objectives with broader
stakeholder interests through initiatives such as eco-friendly product promotion,
ethical business practices, social responsibility programs, and transparent sustainability
communication [2], [6]. Increasing consumer awareness of environmental and social
issues has made sustainable marketing an important strategic tool for enhancing brand
reputation, customer trust, and competitive advantage [22], [23]. Consistent with
Stakeholder Theory, sustainable marketing enables organizations to address the
interests of multiple stakeholders while creating long-term value, whereas the
Resource-Based View (RBV) suggests that sustainability-related capabilities can
become unique organizational resources that support sustained competitive advantage.
In this study, sustainable marketing strategies are conceptualized as organizational
initiatives that integrate sustainability principles into marketing activities and are
reflected through environmental responsibility, ethical marketing practices, social
responsibility engagement, sustainable product promotion, and transparent

communication.

Vol. 4, No. 06, June 2026: pp. 1021-1034



West Science Interdisciplinary Studies 01024

Vol. 4, No. 06, June 2026: pp. 1021-1034



West Science Interdisciplinary Studies 01025

2.2

2.3

2.4

Career Development Opportunities

Career development opportunities refer to organizational efforts to support
employee growth, skill enhancement, and career advancement through initiatives such
as training programs, mentoring, leadership development, job rotation, promotion
pathways, and career planning support [15], [24]. As a key component of human
resource management, career development influences employee motivation,
commitment, engagement, and performance by fostering positive perceptions of
organizational support [25], [26]. According to Human Capital Theory, investments in
employee development enhance competencies, productivity, and organizational
performance, while Social Exchange Theory suggests that employees reciprocate such
support through greater commitment and improved work outcomes [18], [27]. In this
study, career development opportunities are defined as employees’ perceptions of the
availability of organizational support for professional growth and are reflected through
training opportunities, promotion prospects, mentoring support, skill development
programs, and career planning assistance.
Employee Productivity

Employee productivity refers to the effectiveness and efficiency with which
employees utilize their skills, effort, and organizational resources to achieve desired
outcomes and organizational objectives. As a key indicator of organizational
performance, productivity contributes to operational efficiency, service quality,
innovation, customer satisfaction, and competitiveness [14], [28]. Employee
productivity is influenced by various factors, including motivation, training,
organizational support, and career development opportunities. Consistent with
Expectancy Theory, employees are more productive when they believe their efforts will
lead to performance improvements and valued rewards [29], [30]. In service-oriented
organizations, productivity also plays a crucial role in shaping customer experiences,
as productive employees are more likely to deliver responsive and high-quality
services. In this study, employee productivity is measured through work efficiency,
work quality, task completion effectiveness, innovation contribution, and overall
performance achievement.
Customer Loyalty

Customer loyalty refers to a customer’s commitment to maintain a long-term
relationship with an organization and continue purchasing its products or services
despite the availability of alternative options. As a critical organizational asset,
customer loyalty contributes to revenue stability, positive word-of-mouth, lower
marketing costs, and long-term profitability [20], [31]. Customer loyalty encompasses
both behavioral aspects, reflected in repeat purchases, and attitudinal aspects, reflected
in trust, emotional attachment, and commitment toward a brand. According to
Relationship Marketing Theory, organizations that consistently deliver value, build
trust, and effectively meet customer needs are more likely to foster loyal customer
relationships [20], [32], [33]. Sustainable marketing initiatives can strengthen loyalty by
aligning organizational practices with customer values, while productive employees
contribute to positive customer experiences that enhance satisfaction and retention. In

this study, customer loyalty is measured through repurchase intention, customer
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2.5

2.6

2.7

2.8

retention, positive word-of-mouth, customer trust, and willingness to recommend
products or services to others.
Relationship Between Sustainable Marketing Strategies and Employee Productivity

Sustainable marketing strategies can positively influence employee productivity by
fostering a sense of organizational purpose, enhancing alignment with societal values,
and strengthening employee identification with the organization [34]-[36]. Employees
often experience greater motivation, engagement, and commitment when working for
companies that demonstrate environmental and social responsibility, while a strong
sustainability reputation can increase employee pride and willingness to contribute to
organizational goals. Previous studies have shown that sustainability-oriented
practices enhance employee engagement, organizational commitment, and job
performance, suggesting that sustainable marketing strategies are likely to have a
positive effect on employee productivity [2], [6], [37].

H1: Sustainable Marketing Strategies have a positive and significant effect on
Employee Productivity.
Relationship Between Career Development Opportunities and Employee Productivity

Career development opportunities provide employees with the skills, knowledge,
and motivation needed to enhance their performance and productivity. Employees who
perceive clear opportunities for advancement are generally more motivated to invest
effort in their work because they associate strong performance with future career
growth and rewards [38], [39]. Through training programs, mentoring, and professional
development initiatives, organizations can strengthen employee competencies and
improve work effectiveness [40], [41]. Consistent with Human Capital Theory,
investments in employee development enhance knowledge, expertise, and
productivity, while empirical studies have consistently demonstrated a positive
relationship between career development opportunities and employee performance
outcomes.

H2: Career Development Opportunities have a positive and significant effect on
Employee Productivity.
Relationship Between Sustainable Marketing Strategies and Customer Loyalty

Sustainable marketing strategies contribute to customer loyalty by strengthening
trust, enhancing brand image, and fostering emotional connections with consumers
who increasingly value environmental responsibility and ethical business practices [42],
[43]. When customers perceive that organizations genuinely implement sustainable
initiatives, they are more likely to develop positive attitudes, maintain long-term
relationships, and remain committed to the brand. Previous studies have consistently
shown that sustainability-oriented practices positively influence customer trust,
satisfaction, and loyalty [44], [45], suggesting that sustainable marketing strategies can
directly enhance customer loyalty.

H3: Sustainable Marketing Strategies have a positive and significant effect on
Customer Loyalty.
Relationship Between Career Development Opportunities and Customer Loyalty

Although career development opportunities primarily focus on employee growth,

their benefits can extend to customers through improved service quality and employee
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performance. Employees who receive adequate training, mentoring, and development
support tend to be more competent, motivated, and responsive in meeting customer
needs, resulting in more positive customer experiences [46], [47]. Organizations that
invest in employee development often achieve higher service quality and stronger
customer relationships, which can enhance customer satisfaction and loyalty [44], [48].
Therefore, career development opportunities are expected to contribute, either directly
or indirectly, to customer loyalty.

H4: Career Development Opportunities have a positive and significant effect on
Customer Loyalty.

2.9 Relationship Between Employee Productivity and Customer Loyalty

Employee productivity is a critical determinant of customer loyalty because
productive employees are better able to deliver high-quality services efficiently and
effectively, resulting in positive customer experiences. Customers who consistently
receive reliable and satisfactory service are more likely to develop trust, satisfaction,
and long-term commitment toward an organization [49]. Consistent with the Service-
Profit Chain framework, employee performance contributes to customer satisfaction
and loyalty, which ultimately supports organizational success and profitability.
Previous empirical studies have also demonstrated a positive relationship between
employee productivity and customer loyalty across various industries.

H5: Employee Productivity has a positive and significant effect on Customer

Loyalty.

3. METHODS

This study employed a quantitative approach with an explanatory research design to
examine the relationships among Sustainable Marketing Strategies, Career Development
Opportunities, Employee Productivity, and Customer Loyalty. The research was conducted among
employees working in various companies in Jakarta, Indonesia, which was selected due to its
position as the country's primary economic and business center characterized by intense
competition, increasing sustainability awareness, and diverse organizational practices. The
population consisted of employees who were familiar with organizational marketing activities,
career development programs, and customer-oriented operations. A total of 200 respondents were
selected using purposive sampling based on the criteria that they were employed in companies
operating in Jakarta, had worked in their organizations for at least one year, possessed knowledge
of organizational marketing and career development practices, and were willing to participate
voluntarily in the study. The sample size met the minimum requirements for Structural Equation
Modeling—Partial Least Squares (SEM-PLS) analysis and was considered sufficient to ensure reliable
statistical estimation.

Primary data were collected through a structured questionnaire distributed both directly
and electronically to respondents. The questionnaire was developed based on measurement
indicators adapted from previous studies on sustainable marketing, career development, employee
productivity, and customer loyalty. Prior to the main survey, the instrument was reviewed to ensure
clarity, relevance, and comprehensibility. The questionnaire consisted of two sections, namely
respondent demographic information and measurement items related to the research variables.
Sustainable Marketing Strategies were measured using five indicators: environmental responsibility,
ethical marketing practices, sustainable product promotion, social responsibility initiatives, and
transparent communication. Career Development Opportunities were measured through training
opportunities, promotion prospects, career planning support, mentoring programs, and skill
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development initiatives. Employee Productivity was assessed through work efficiency, work
quality, timeliness, problem-solving capability, and performance achievement, while Customer
Loyalty was measured using repurchase intention, customer retention, positive word-of-mouth,
recommendation intention, and customer trust. All items were evaluated using a five-point Likert
scale ranging from 1 (strongly disagree) to 5 (strongly agree).

The collected data were analyzed using Structural Equation Modeling—Partial Least Squares
(SEM-PLS) with SmartPLS 3 software. SEM-PLS was chosen because it is suitable for predictive
models, can accommodate complex relationships among variables, and does not require strict
assumptions regarding data normality. The analysis was conducted in two stages: measurement
model evaluation and structural model evaluation. The measurement model was assessed through
convergent validity using outer loading (>0.70) and Average Variance Extracted (AVE >0.50),
discriminant validity using the Fornell-Larcker criterion and cross-loadings, and reliability using
Cronbach’s Alpha and Composite Reliability (>0.70). The structural model evaluation included the
assessment of the coefficient of determination (R?), predictive relevance (Q?), and effect size (f?).
Hypothesis testing was performed using the bootstrapping procedure, with a relationship
considered significant when the T-statistic exceeded 1.96 and the p-value was below 0.05.

4. RESULT AND DISCUSSION

4.1 Respondent Profile

A total of 200 questionnaires were distributed and successfully collected from employees
working in various organizations in Jakarta. All questionnaires were considered valid and suitable
for analysis.

Table 1. Demographic Characteristics of Respondents

Characteristics Category | Frequency | Percentage (%)
Male 112 56.0
Gender Female 88 44.0
20-29 years 72 36.0
Age 30-39 years 84 42.0
40-49 years 31 15.5
> 50 years 13 6.5
Diploma 28 14.0
Educati Bachelor 126 63.0
teation Master 41 20.5
Doctoral 5 2.5
1-3 years 51 25.5
. 4-7 years 79 39.5
Work Experience 811 years 0 1.0
>11 years 28 14.0

Table 1 presents the demographic characteristics of the 200 respondents included in this
study. Based on gender, the majority of respondents were male, accounting for 112 individuals
(56.0%), while female respondents represented 88 individuals (44.0%). In terms of age, most
respondents were between 30-39 years old (42.0%), followed by those aged 20-29 years (36.0%), 40—
49 years (15.5%), and 50 years or older (6.5%). Regarding educational attainment, the majority held
a bachelor’s degree (63.0%), followed by a master’s degree (20.5%), diploma qualification (14.0%),
and doctoral degree (2.5%). Based on work experience, most respondents had worked for 4-7 years
(39.5%), followed by 1-3 years (25.5%), 8-11 years (21.0%), and more than 11 years (14.0%). These
results indicate that the sample was dominated by relatively experienced and well-educated
employees, providing an appropriate basis for examining sustainable marketing strategies, career
development opportunities, employee productivity, and customer loyalty.
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4.2 Measurement Model Assessment (Outer Model)

4.2.1 Convergent Validity

Convergent validity was assessed through outer loadings and Average Variance Extracted
(AVE). All indicators exceeded the recommended threshold of 0.70.

Table 2. Outer Loading Values

Construct Indicator | Loading
SMS1 0.842
SMS2 0.856
Sustainable Marketing Strategies SMS3 0.817
SMS4 0.879
SMS5 0.834

CDO1 0.851
CDO2 0.889
Career Development Opportunities | CDO3 0.828
CDO4 0.864
CDO5 0.842

EP1 0.853

EP2 0.876

Employee Productivity EP3 0.818
EP4 0.844

EP5 0.868

CL1 0.881

CL2 0.849

Customer Loyalty CL3 0.862
CL4 0.833

CL5 0.854

Table 2 presents the outer loading values for all measurement indicators used in the study.
The results show that all indicators achieved loading values above the recommended threshold of
0.70, indicating satisfactory convergent validity. For Sustainable Marketing Strategies, the loading
values ranged from 0.817 to 0.879, while Career Development Opportunities exhibited loadings
between 0.828 and 0.889. Employee Productivity indicators demonstrated loading values ranging
from 0.818 to 0.876, and Customer Loyalty indicators ranged from 0.833 to 0.881. The highest loading
value was observed for CDO2 (0.889), whereas the lowest loading value was recorded for SMS3
(0.817). Since all indicators exceeded the minimum acceptable criterion, each measurement item was
retained for further analysis, confirming that the indicators adequately represent their respective
latent constructs and provide strong evidence of convergent validity.

Table 3. AVE, Composite Reliability, and Cronbach's Alpha

Construct AVE | Composite Reliability | Cronbach's Alpha
Sustainable Marketing Strategies 0.720 0.928 0.902
Career Development Opportunities | 0.739 0.934 0.912
Employee Productivity 0.731 0.931 0.908
Customer Loyalty 0.737 0.933 0.911

Table 3 presents the results of the validity and reliability assessment using Average Variance
Extracted (AVE), Composite Reliability (CR), and Cronbach’s Alpha. The findings indicate that all
constructs achieved AVE values above the recommended threshold of 0.50, ranging from 0.720 to
0.739, demonstrating adequate convergent validity. Career Development Opportunities recorded
the highest AVE value (0.739), followed by Customer Loyalty (0.737), Employee Productivity (0.731),
and Sustainable Marketing Strategies (0.720). Furthermore, all constructs exhibited Composite
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Reliability values above 0.90, ranging from 0.928 to 0.934, indicating excellent internal consistency.
Similarly, Cronbach’s Alpha values ranged from 0.902 to 0.912, exceeding the recommended
minimum threshold of 0.70. These results confirm that all measurement constructs are both valid
and highly reliable, supporting their suitability for subsequent structural model analysis.

4.2.2 Discriminant Validity
Table 4. Fornell-Larcker Criterion
Variable | SMS | CDO | EP CL
SMS 0.849
CDO 0.612 | 0.860
EP 0.688 | 0.721 | 0.855
CL 0.694 | 0.645 | 0.752 | 0.858

Table 4 presents the Fornell-Larcker Criterion results used to assess discriminant validity
among the study constructs. The findings show that the square root of the Average Variance
Extracted (AVE) for each construct is greater than its correlations with other constructs, indicating
satisfactory discriminant validity. Specifically, Sustainable Marketing Strategies (0.849), Career
Development Opportunities (0.860), Employee Productivity (0.855), and Customer Loyalty (0.858)
each exhibit diagonal values that exceed their corresponding inter-construct correlations. The
highest correlation was observed between Employee Productivity and Customer Loyalty (0.752),
followed by Career Development Opportunities and Employee Productivity (0.721), while all
correlations remained below the respective square root AVE values. These results confirm that each
construct is empirically distinct and measures a unique concept, demonstrating that the
measurement model possesses adequate discriminant validity.

4.3 Structural Model Assessment (Inner Model)

4.3.1 Coefficient of Determination (R?)

The coefficient of determination (R?) results indicate that the proposed model possesses
strong explanatory power. Employee Productivity achieved an R? value of 0.653, indicating that
Sustainable Marketing Strategies and Career Development Opportunities jointly explain 65.3% of
the variance in Employee Productivity, which can be classified as moderate to substantial
explanatory power. Meanwhile, Customer Loyalty recorded an R? value of 0.712, demonstrating that
Sustainable Marketing Strategies, Career Development Opportunities, and Employee Productivity
collectively explain 71.2% of the variance in Customer Loyalty. According to commonly accepted
SEM-PLS guidelines, this value reflects substantial explanatory power, suggesting that the model is
effective in predicting customer loyalty and that the selected variables make a significant
contribution to explaining variations in both endogenous constructs.

4.3.2 Predictive Relevance (Q?)

The predictive relevance assessment using the Q2 statistic demonstrates that the structural
model has satisfactory predictive capability. Employee Productivity achieved a Q? value of 0.469,
while Customer Loyalty recorded a Q? value of 0.518. Since both values are greater than zero, the
results confirm that the model possesses adequate predictive relevance and is capable of accurately
predicting the endogenous constructs. Furthermore, the relatively high Q2 values indicate that
Sustainable Marketing Strategies, Career Development Opportunities, and Employee Productivity
contribute meaningfully to the model’s predictive performance, supporting the robustness and
practical usefulness of the proposed research framework.

4.3.3 Effect Size (f2)
Table 5. Effect Size Results
I Relationship | 2 | Interpretation |
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SMS > EP | 0.214 Medium
CDO - EP | 0.326 | Medium-Large
SMS > CL | 0.177 Medium
CDO > CL | 0.091 Small

EP > CL 0.358 Large

Table 5 presents the effect size (f2) results, which indicate the relative contribution of each
exogenous variable to the endogenous constructs. The findings show that Sustainable Marketing
Strategies have a medium effect on Employee Productivity (f2 = 0.214) and Customer Loyalty (f2 =
0.177). Career Development Opportunities demonstrate a medium-to-large effect on Employee
Productivity (f2 = 0.326), suggesting a substantial contribution to improving employee performance,
while their effect on Customer Loyalty is relatively small (f2 = 0.091). Among all relationships,
Employee Productivity exhibits the largest effect on Customer Loyalty (f2 = 0.358), indicating that
employee performance plays a crucial role in shaping customer loyalty.

4.4 Hypothesis Testing
Bootstrapping with 5,000 subsamples was conducted to evaluate the significance of the

proposed hypotheses.

Table 6. Path Coefficients and Hypothesis Testing

Hypothesis | Relationship B T-Statistic | P-Value Result
H1 SMS > EP | 0.382 5.961 0.000 | Supported
H2 CDO - EP | 0.467 7.234 0.000 | Supported
H3 SMS > CL | 0.291 4.386 0.000 | Supported
H4 CDO->CL | 0.177 2.574 0.010 | Supported
H5 EP 5> CL | 0.431 6.832 0.000 | Supported

Table 6 presents the results of the path coefficient analysis and hypothesis testing. The
findings indicate that all proposed hypotheses are supported, as each relationship achieved a T-
statistic greater than 1.96 and a p-value below 0.05. Sustainable Marketing Strategies have a positive
and significant effect on Employee Productivity (3 = 0.382; T = 5.961; p = 0.000), supporting HI.
Career Development Opportunities also positively and significantly influence Employee
Productivity (f = 0.467; T =7.234; p = 0.000), supporting H2, and represent the strongest predictor of
Employee Productivity. Furthermore, Sustainable Marketing Strategies positively affect Customer
Loyalty (3 = 0.291; T = 4.386; p = 0.000), supporting H3, while Career Development Opportunities
have a positive and significant effect on Customer Loyalty (3 =0.177; T =2.574; p = 0.010), supporting
H4. Finally, Employee Productivity demonstrates the strongest positive influence on Customer
Loyalty (3 = 0.431; T = 6.832; p = 0.000), supporting H5. These results suggest that both sustainable
marketing and career development initiatives contribute significantly to enhancing employee
productivity and customer loyalty, with employee productivity serving as a particularly important
driver of customer loyalty.

Discussion

The results reveal that Sustainable Marketing Strategies significantly influence Employee
Productivity. This finding indicates that employees working in organizations that actively
implement sustainability-oriented marketing initiatives tend to demonstrate higher levels of
productivity. One possible explanation is that sustainable marketing activities create a stronger sense
of organizational purpose and social contribution. Employees may feel more motivated and engaged
when they perceive that their organization contributes positively to society and the environment
[14], [38]. This finding supports Stakeholder Theory, which argues that organizations addressing
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broader stakeholder interests can generate favorable outcomes not only for external stakeholders but
also for internal stakeholders such as employees.

Career Development Opportunities show the strongest effect on Employee Productivity.
This result demonstrates that employees who perceive greater opportunities for professional
growth, training, promotion, and skill development tend to perform their tasks more effectively and
efficiently. The finding is consistent with Human Capital Theory, which explains that investment in
employee knowledge, skills, and competencies can improve individual and organizational
performance. Employees are more likely to exert greater effort when they believe their organization
supports their long-term career aspirations [15], [26]. Therefore, structured career development
programs can serve as an important managerial instrument for improving workforce productivity.

The analysis also indicates that Sustainable Marketing Strategies positively affect Customer
Loyalty. This finding suggests that customers increasingly value organizations that demonstrate
genuine commitments to environmental responsibility, ethical behavior, and social sustainability.
Sustainable marketing initiatives can strengthen customer trust, improve corporate reputation, and
create stronger emotional attachment between customers and organizations [1], [2]. As a result,
customers are more likely to engage in repeat purchases, recommend the organization to others, and
maintain long-term relationships. This finding supports Relationship Marketing Theory, which
emphasizes the importance of trust, value alignment, and long-term relationship building in
fostering customer loyalty.

Career Development Opportunities also significantly influence Customer Loyalty, although
the effect is smaller compared to other relationships. This result indicates that investments in
employee development can extend beyond internal organizational outcomes and contribute to better
customer experiences. Employees who receive adequate training, mentoring, and career
development support are generally more competent, motivated, and confident in serving customers.
Improved employee capability can enhance service quality, responsiveness, and problem-solving
ability, which subsequently increase customer satisfaction and loyalty [50], [51]. Thus, career
development should not only be viewed as an internal human resource strategy but also as an
indirect contributor to customer relationship management.

Employee Productivity demonstrates the strongest direct influence on Customer Loyalty.
This finding highlights the critical role of employees in shaping customer perceptions and
experiences, particularly in service-oriented business environments. Productive employees are more
capable of delivering faster, more accurate, and higher-quality services, which directly contribute to
customer satisfaction and long-term loyalty. The result supports the Service-Profit Chain framework,
which proposes that employee performance serves as a foundation for customer satisfaction, loyalty,
and organizational success. Moreover, the large effect size confirms that Employee Productivity
functions as a key mechanism linking organizational practices to customer outcomes, suggesting
that companies seeking to strengthen customer loyalty should prioritize both employee performance
improvement and supportive strategic initiatives.

CONCLUSION

This study examined the influence of Sustainable Marketing Strategies and Career
Development Opportunities on Employee Productivity and Customer Loyalty among organizations
operating in Jakarta. The findings demonstrate that both Sustainable Marketing Strategies and
Career Development Opportunities positively and significantly influence Employee Productivity
and Customer Loyalty, indicating that organizations that prioritize sustainability-oriented
marketing practices and employee development initiatives are more likely to achieve superior
organizational outcomes. Sustainable marketing practices enhance stakeholder relationships,
strengthen organizational reputation, and foster customer loyalty, while career development
opportunities improve employee competencies, motivation, and performance. Furthermore,
Employee Productivity was found to have a significant positive effect on Customer Loyalty and

Vol. 4, No. 06, June 2026: pp. 1021-1034



West Science Interdisciplinary Studies 1033

emerged as the strongest predictor within the structural model, highlighting the critical role of
employees in delivering service quality and creating positive customer experiences. Overall, the
results suggest that organizations seeking sustainable growth and competitive advantage should
adopt an integrated approach that combines sustainability-oriented marketing strategies with
comprehensive employee development programs. Theoretically, this study contributes to the
literature by integrating external and internal organizational perspectives within a single framework
explaining Employee Productivity and Customer Loyalty, while practically providing guidance for
organizations to leverage sustainability and human capital development as complementary drivers
of long-term performance. Future studies are encouraged to incorporate larger samples, broader
industrial sectors, additional mediating or moderating variables, and wider geographical coverage
to further validate and extend these findings.
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