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Abstract: 
Sustainability marketing has emerged as a critical strategic approach for firms seeking to align 

economic objectives with environmental and social responsibilities. As stakeholders increasingly evaluate 
brands on ethical and sustainability parameters, the role of green branding practices in enhancing brand equity 
has gained significant scholarly and managerial attention. This study examines whether sustainability 
marketing initiatives contribute to improved firm-level brand equity in the Indian context, using a purely 
secondary data–based research design. 

The study synthesizes evidence from sustainability reports, ESG disclosures, brand valuation rankings, 
government publications, and peer-reviewed academic literature. A descriptive and analytical approach is 
employed to examine how sustainability-oriented marketing practices influence key dimensions of brand equity, 
namely brand awareness, perceived quality, brand associations, and brand loyalty. Firm-level comparisons 
and trend analysis are used to interpret patterns across industries with varying degrees of sustainability 
engagement. 
The findings suggest that Indian firms with consistent and transparent sustainability marketing practices tend 
to demonstrate stronger brand equity indicators than firms with limited or symbolic sustainability 
communication. Sustainability marketing appears to function as a trust-enhancing mechanism that strengthens 
positive brand associations and reinforces long-term stakeholder relationships. However, the effectiveness of 
such initiatives depends on authenticity, disclosure quality, and alignment with core business practices. 

The study contributes to marketing literature by consolidating fragmented secondary evidence on 
sustainability marketing and brand equity within an emerging economy. It offers practical insights for 
marketing managers and policy implications for strengthening ESG disclosure and sustainable branding 
frameworks in India. 
Keywords: Sustainability Marketing, Brand Equity, Green Branding, ESG Disclosure, Indian Firms 
 

1. Introduction: 

The global marketing landscape has undergone a fundamental shift as environmental 

sustainability and corporate responsibility increasingly influence business strategy and consumer 

decision-making. Firms are no longer evaluated solely on the basis of product quality, price, or 

promotional effectiveness; instead, stakeholders expect brands to demonstrate ethical conduct, 
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environmental responsibility, and long-term societal commitment (Porter & Kramer, 2011). This 

transition has positioned sustainability marketing as a core strategic function rather than a peripheral 

communication activity. 

Sustainability marketing refers to the integration of environmental and social considerations 

into marketing strategy, branding, and stakeholder communication. It encompasses practices such as 

eco-friendly product positioning, sustainable packaging, responsible advertising, environmental 

disclosure, and alignment with global sustainability standards (Peattie & Crane, 2005). These practices 

are increasingly used by firms to differentiate their brands and build long-term competitive advantage 

in markets characterized by intense competition and rising consumer awareness. 

Brand equity represents one of the most valuable intangible assets for firms. It reflects the 

cumulative impact of consumer perceptions, experiences, and associations related to a brand and plays 

a critical role in influencing purchase decisions, loyalty, and firm performance (Aaker, 1991; Keller, 

1993). Strong brand equity enables firms to command price premiums, reduce marketing costs, and 

withstand competitive pressures. In recent years, sustainability-related attributes have emerged as 

important determinants of brand equity, particularly as consumers increasingly associate ethical and 

environmental responsibility with brand credibility and quality (Kotler & Keller, 2016). 

India provides a compelling context for examining the relationship between sustainability 

marketing and brand equity. As one of the fastest-growing major economies, India faces significant 

environmental challenges, including resource depletion, pollution, and climate vulnerability. At the 

same time, regulatory reforms, investor pressure, and rising public awareness have encouraged firms 

to adopt sustainability-oriented practices and disclose ESG performance. Indian companies across 

sectors such as FMCG, automobiles, energy, and retail now prominently feature sustainability 

narratives in their branding and marketing communication (Ministry of Corporate Affairs, 2021). 

Despite this growing emphasis, empirical evidence on whether sustainability marketing 

actually improves brand equity remains inconclusive, particularly in emerging economies. While some 

studies report a positive association between green branding and consumer trust, others caution against 

superficial sustainability claims and highlight the risk of greenwashing, which may damage brand 

credibility (Delmas & Burbano, 2011). Moreover, much of the existing literature relies on primary 

survey data, often limited to specific industries or consumer segments, thereby restricting 

generalizability. 

There is a notable lack of research that systematically synthesizes firm-level secondary data—

such as sustainability reports, ESG disclosures, and brand valuation rankings—to examine how 

sustainability marketing influences brand equity outcomes. Secondary data offer a valuable 

opportunity to analyze real-world corporate practices and observable brand performance indicators 

over time, reducing the biases associated with perception-based surveys. 
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In response to these gaps, the present study addresses the following research question: 

Does sustainability marketing improve brand equity in Indian firms? 

By adopting a secondary data–based analytical approach, this study aims to integrate 

sustainability marketing within established brand equity frameworks and provide evidence-based 

insights relevant to both theory and practice. The study contributes to marketing literature by 

contextualizing sustainability branding within an emerging economy and offers actionable 

implications for managers and policymakers seeking to strengthen sustainable branding practices in 

India.  

2 Conceptual Backgrounds and Theoretical Framework: 

2.1 Sustainability Marketing: Concept and Scope: 

Sustainability marketing has emerged as an extension of traditional marketing philosophy, 

emphasizing long-term value creation for firms while simultaneously addressing environmental and 

social responsibilities. Unlike conventional marketing approaches that prioritize short-term sales and 

customer acquisition, sustainability marketing integrates ethical, ecological, and societal 

considerations into strategic marketing decision-making (Peattie & Crane, 2005). It reflects a shift 

from transactional marketing toward a stakeholder-oriented perspective that balances economic 

performance with sustainable development goals. 

Scholars conceptualize sustainability marketing as the application of sustainable development 

principles to marketing processes, including product design, branding, communication, pricing, and 

distribution (Belz & Peattie, 2012). These practices aim to reduce negative environmental impact while 

enhancing brand legitimacy and stakeholder trust. Importantly, sustainability marketing is not limited 

to promotional claims but encompasses organizational commitment to responsible sourcing, energy 

efficiency, waste reduction, and transparent reporting. 

In recent years, sustainability marketing has gained strategic relevance due to increased 

regulatory pressure, investor scrutiny, and growing consumer awareness of environmental issues. 

Firms are increasingly expected to demonstrate accountability through sustainability disclosures, ESG 

reporting, and alignment with global frameworks such as the Sustainable Development Goals (United 

Nations, 2015). Marketing communication serves as a critical interface through which these 

sustainability efforts are conveyed to stakeholders, influencing brand perception and reputation. 

In the Indian context, sustainability marketing has been shaped by institutional reforms, such 

as mandatory corporate social responsibility (CSR) provisions under the Companies Act, 2013, and 

enhanced ESG disclosure requirements introduced by regulatory authorities. These developments have 

encouraged firms to integrate sustainability narratives into branding strategies, making India a relevant 

setting for examining the brand equity implications of sustainability marketing initiatives (Ministry of 

Corporate Affairs, 2021). 
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2.2 Brand Equity: Meaning and Dimensions: 

Brand equity represents the value added by a brand to a product or service and is widely 

regarded as a critical intangible asset contributing to firm competitiveness and financial performance. 

One of the most influential conceptualizations of brand equity is provided by Aaker (1991), who 

defines it as a set of brand-related assets and liabilities linked to a brand name that enhance or diminish 

the value provided to customers and firms. These assets are commonly categorized into brand 

awareness, perceived quality, brand associations, and brand loyalty. 

Keller (1993) further advances the concept by emphasizing consumer-based brand equity, 

which arises from differential consumer responses to marketing activities due to brand knowledge. 

According to this perspective, brand equity is formed through cognitive and emotional processes that 

shape how consumers perceive and interact with brands. Strong brand equity results in favorable 

consumer attitudes, repeat purchases, and resistance to competitive offerings. 

In contemporary markets, brand equity formation extends beyond functional attributes and 

performance cues. Ethical behavior, environmental responsibility, and social engagement increasingly 

influence consumer evaluations of brands (Kotler & Keller, 2016). Sustainability-related initiatives 

can strengthen brand associations by aligning brands with values such as responsibility, transparency, 

and trustworthiness. Consequently, sustainability marketing has emerged as a potential driver of brand 

equity, particularly in sectors where environmental impact and social accountability are salient to 

stakeholders. 

2.3 Linking Sustainability Marketing and Brand Equity: 

The relationship between sustainability marketing and brand equity can be explained through 

signaling and trust-based mechanisms. Sustainability initiatives communicated through marketing 

channels serve as signals of a firm’s long-term orientation and ethical standards, reducing information 

asymmetry between firms and stakeholders (Spence, 1973). When stakeholders perceive sustainability 

claims as credible and consistent with actual practices, they are more likely to form positive brand 

evaluations. 

Empirical studies suggest that sustainability marketing can enhance brand awareness by 

increasing brand visibility through certifications, eco-labels, and sustainability campaigns (Nyilasy, 

Gangadharbatla, & Paladino, 2014). It can also influence perceived quality by associating brands with 

responsible production practices and superior standards. Moreover, sustainability-oriented messaging 

contributes to favorable brand associations related to environmental stewardship and corporate 

citizenship, which may strengthen emotional attachment and brand loyalty over time. 

However, the literature also highlights potential risks. Greenwashing—defined as misleading 

or exaggerated environmental claims—can undermine brand trust and negatively affect brand equity 

if stakeholders perceive sustainability communication as insincere (Delmas & Burbano, 2011). This 
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underscores the importance of authenticity and transparency in sustainability marketing, particularly 

in emerging markets where regulatory enforcement and consumer skepticism vary. 

2.4 Theoretical Foundations: 

This study draws primarily on stakeholder theory and corporate social responsibility (CSR) 

theory to explain how sustainability marketing influences brand equity. Stakeholder theory posits that 

firms must address the expectations of multiple stakeholder groups, including consumers, investors, 

regulators, employees, and communities, to achieve sustainable success (Freeman, 1984). 

Sustainability marketing reflects a firm’s responsiveness to these stakeholders by communicating 

responsible practices and long-term value creation. 

CSR theory further suggests that socially and environmentally responsible behavior can 

generate reputational benefits that translate into enhanced brand equity and competitive advantage 

(Carroll, 1999). From this perspective, sustainability marketing functions as a strategic mechanism 

through which firms communicate CSR initiatives and reinforce brand legitimacy. When sustainability 

practices are perceived as genuine and aligned with core business operations, they can strengthen 

stakeholder trust and positively influence brand equity outcomes. 

2.5 Conceptual Framework of the Study: 

Based on the theoretical discussion, this study proposes a conceptual framework in which 

sustainability marketing acts as the independent construct influencing firm-level brand equity. 

Sustainability marketing is represented through dimensions such as environmental communication, 

green branding practices, ESG disclosure quality, and sustainability-oriented positioning. Brand equity 

is treated as the dependent construct, reflected in brand awareness, perceived quality, brand 

associations, and brand loyalty. 

The framework assumes that effective and authentic sustainability marketing positively 

influences brand equity by shaping stakeholder perceptions and enhancing trust. Industry 

characteristics and regulatory context are acknowledged as contextual factors that may moderate this 

relationship. This conceptual framework provides the foundation for the subsequent  

3. Review of Literature: 

3.1 Sustainability Marketing: Conceptual Evolution and Strategic Orientation: 

The academic discourse on sustainability marketing has expanded significantly over the past 

two decades as firms increasingly confront environmental challenges and stakeholder expectations. 

Early studies conceptualized sustainability-related marketing primarily as green promotion or 

environmentally responsible advertising. However, subsequent research broadened this perspective, 

positioning sustainability marketing as a strategic orientation that integrates environmental and social 

considerations into core marketing processes (Peattie & Crane, 2005; Belz & Peattie, 2012). 

Contemporary literature emphasizes that sustainability marketing is most effective when  
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embedded within overall corporate strategy rather than treated as a standalone communication tool. 

Studies argue that firms adopting an integrated sustainability marketing approach are better positioned 

to achieve long-term value creation, as such strategies align brand positioning with broader societal 

goals (Porter & Kramer, 2011). This strategic alignment enhances brand legitimacy and strengthens 

stakeholder relationships over time. 

Researchers also highlight that sustainability marketing practices vary across institutional 

contexts. In emerging economies, sustainability marketing is influenced by regulatory frameworks, 

market maturity, and socio-economic conditions, making contextualized analysis essential (Sheth & 

Sinha, 2015). These insights suggest that findings from developed markets cannot be directly 

generalized to countries such as India without empirical validation. 

3.2 Green Branding Practices and Brand Communication: 

Green branding constitutes a visible manifestation of sustainability marketing, focusing on how 

firms communicate environmental responsibility through branding elements and marketing messages. 

Prior studies identify green branding practices such as eco-labeling, sustainable packaging, 

environmental storytelling, and disclosure of carbon footprint or resource efficiency initiatives 

(Hartmann & Ibáñez, 2006). These practices aim to differentiate brands by associating them with 

sustainability-oriented values. 

Empirical research indicates that credible green branding can positively influence brand 

perception and corporate reputation. Consumers tend to associate green brands with higher ethical 

standards and long-term orientation, which may translate into favorable brand evaluations (Chen, 

2010). However, the literature also cautions against the misuse of green branding. When sustainability 

claims lack transparency or verification, stakeholders may perceive them as greenwashing, leading to 

skepticism and reputational damage (Delmas & Burbano, 2011). 

In the Indian context, available studies suggest that firms increasingly adopt green branding 

narratives, particularly in environmentally sensitive industries. Nevertheless, the depth and consistency 

of green branding practices differ widely across firms, highlighting the need for systematic analysis 

using firm-level secondary data (Ministry of Corporate Affairs, 2021). 

3.3 Sustainability Marketing and Brand Equity Outcomes: 

A growing body of research examines the relationship between sustainability marketing and 

brand equity, focusing on how environmental responsibility influences consumer perceptions and 

brand value. Several studies report a positive association between sustainability initiatives and brand 

equity dimensions such as perceived quality, brand associations, and loyalty (Aaker, 1991; Keller, 

1993). Sustainability-oriented actions are often interpreted as signals of superior standards, reliability, 

and ethical commitment. 

Research further suggests that sustainability marketing enhances brand associations by linking  
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brands with values such as responsibility, trust, and social consciousness. These associations can 

strengthen emotional attachment and contribute to long-term brand loyalty (Kotler & Keller, 2016). In 

markets characterized by information asymmetry, sustainability disclosures and certifications serve as 

credibility-enhancing mechanisms that influence stakeholder evaluations. 

However, empirical findings are not uniformly positive. Some studies indicate that the impact 

of sustainability marketing on brand equity is contingent on factors such as consumer involvement, 

cultural context, and the perceived authenticity of sustainability claims (Nyilasy et al., 2014). In price-

sensitive markets, sustainability attributes may function as supplementary rather than primary drivers 

of brand choice. This mixed evidence underscores the importance of examining sustainability 

marketing effects within specific institutional and market contexts. 

3.4 Sustainability Marketing in Emerging Economies and the Indian Context: 

Literature focusing on emerging economies highlights distinctive dynamics in sustainability 

marketing adoption and effectiveness. Consumers in these markets often balance environmental 

concerns with economic considerations, leading to nuanced responses to sustainability-oriented 

branding (Sheth & Sinha, 2015). As a result, sustainability marketing strategies that combine ethical 

messaging with functional value tend to be more effective. 

In India, regulatory reforms such as mandatory CSR expenditure and enhanced ESG reporting 

requirements have increased corporate attention to sustainability practices (Ministry of Corporate 

Affairs, 2021). Industry reports indicate that Indian firms increasingly disclose sustainability initiatives 

through annual reports and standalone sustainability reports. However, academic research linking these 

disclosures to brand equity outcomes remains limited. 

Most Indian studies rely on primary survey-based approaches, focusing on consumer attitudes 

or purchase intentions. While valuable, such studies often lack firm-level comparability and 

longitudinal perspective. There is limited research synthesizing secondary data—such as sustainability 

disclosures, ESG scores, and brand valuation rankings—to examine broader patterns in sustainability 

marketing effectiveness across industries. 

3.5 Identification of Research Gap: 

A critical synthesis of existing literature reveals several research gaps. First, although 

sustainability marketing and brand equity have been widely studied, their relationship has not been 

sufficiently examined using firm-level secondary data, particularly in emerging economies. Second, 

existing studies tend to focus on isolated dimensions of sustainability marketing, rather than analyzing 

the combined influence of green branding, disclosure practices, and sustainability communication. 

Third, Indian-context research remains fragmented and industry-specific, limiting the 

generalizability of findings. There is a lack of comprehensive secondary data–based studies that 

integrate theoretical perspectives with observable brand performance indicators. Addressing these gaps 
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requires a structured analytical approach that synthesizes multiple secondary data sources to assess 

whether sustainability marketing improves brand equity in Indian firms. 

4. Research Methodology: 

4.1 Nature of the Study: 

The present research adopts a secondary data–based, descriptive and analytical research 

design to examine the influence of sustainability marketing on firm-level brand equity in India. The 

study does not involve any primary data collection such as surveys or interviews. Instead, it relies 

exclusively on already published and publicly available data sources, ensuring objectivity, 

replicability, and methodological transparency. 

Secondary data–based research is particularly suitable for examining firm-level sustainability 

practices and branding outcomes, as such practices are formally disclosed through corporate reports, 

ESG disclosures, and brand valuation rankings. Prior studies highlight that secondary data analysis 

enables researchers to capture real-world organizational behavior and longitudinal trends that are often 

difficult to obtain through primary surveys (Johnston, 2017). 

4.2 Research Design: 

The study follows a non-experimental research design, combining qualitative content 

analysis with quantitative trend and comparative analysis. This mixed analytical approach allows for 

a comprehensive examination of sustainability marketing practices and their association with brand 

equity indicators. 

The research design consists of three sequential stages: 

1. Identification of sustainability marketing indicators from corporate disclosures and 

sustainability reports 

2. Assessment of brand equity indicators using brand rankings and published performance 

metrics 

3. Comparative and trend-based analysis to interpret relationships between sustainability 

marketing practices and brand equity outcomes 

This structured design is consistent with prior secondary-data marketing studies examining 

branding, reputation, and sustainability outcomes (Fombrun & Shanley, 1990; Delmas & Burbano, 

2011). 

4.3 Sources of Secondary Data: 

To ensure reliability and academic rigor, data for the study are drawn exclusively from reputed 

and authoritative sources. The major categories of secondary data sources include: 

 Corporate Sustainability and ESG Reports of Indian firms, providing information on 

environmental initiatives, sustainability marketing communication, and disclosure practices 

 Annual Reports of selected firms, offering insights into branding strategies and corporate  



www.irjhis.com  ©2026 IRJHIS | Volume 07, Issue 01, January 2026| ISSN 2582-8568 | Impact Factor 8.428 

IRJHIS2601019 |   International Research Journal of Humanities and Interdisciplinary Studies (IRJHIS) | 168  

positioning 

 Brand Valuation and Ranking Reports published by reputed agencies, reflecting brand 

equity indicators such as brand strength and brand value 

 Government and Regulatory Publications, including ESG and CSR guidelines issued by 

Indian regulatory authorities 

 Peer-reviewed academic journal articles indexed in Scopus and ABDC-listed journals 

The use of multiple data sources enhances triangulation and strengthens the credibility of the 

analysis (Saunders, Lewis, & Thornhill, 2019). 

4.4 Selection of Firms and Data Inclusion Criteria: 

The study focuses on Indian firms operating in consumer-facing and sustainability-

sensitive industries, such as FMCG, automobiles, energy, and retail. Firms are selected based on the 

following criteria: 

 Availability of consistent sustainability or ESG disclosures for multiple reporting periods 

 Inclusion in recognized brand ranking or valuation reports 

 Visibility of sustainability marketing initiatives in corporate communication 

Only firms meeting these criteria are included to ensure comparability and data completeness. Studies 

emphasize that transparent selection criteria are essential in secondary research to minimize selection 

bias and enhance validity (Johnston, 2017). 

4.5 Measurement of Key Constructs: 

4.5.1 Sustainability Marketing Indicators: 

Sustainability marketing is operationalized using indicators derived from secondary 

disclosures, including: 

 Presence and depth of sustainability-related marketing communication 

 Environmental initiatives highlighted in branding narratives 

 ESG disclosure quality and reporting consistency 

 Use of green certifications, eco-labels, or sustainability positioning 

These indicators are assessed using qualitative content analysis and disclosure scoring techniques 

commonly employed in sustainability research (Krippendorff, 2018). 

4.5.2 Brand Equity Indicators: 

Brand equity is assessed using observable secondary indicators, such as: 

 Brand valuation and ranking positions 

 Brand strength scores published in industry reports 

 Consistency of brand presence in reputed brand indices 

While secondary data do not directly capture consumer perceptions, prior studies validate the use 

of brand rankings and valuations as reliable proxies for firm-level brand equity (Keller, 1993; Kotler  
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& Keller, 2016). 

4.6 Analytical Techniques: 

The study employs the following analytical tools: 

 Content Analysis to evaluate sustainability marketing communication and disclosures 

 Comparative Analysis to examine differences in brand equity indicators between firms with 

varying levels of sustainability engagement 

 Trend Analysis to observe changes in brand equity indicators over time in relation to 

sustainability marketing adoption 

Tables and figures are used to present firm-wise comparisons, industry-level patterns, and temporal 

trends. Each analytical output is interpreted in relation to established marketing and sustainability 

theories to ensure theoretical coherence. 

4.7 Ethical Considerations: 

As the study relies exclusively on publicly available secondary data, it does not involve human 

subjects or confidential information. Ethical considerations primarily relate to accurate representation, 

proper citation, and responsible interpretation of data. All sources are acknowledged in accordance 

with APA 7th edition guidelines to maintain academic integrity. 

4.8 Methodological Limitations: 

Despite its strengths, the methodology has certain limitations. Secondary data restrict the 

ability to capture subjective consumer perceptions directly and may vary in disclosure quality across 

firms. Additionally, causal inferences cannot be established due to the non-experimental nature of the 

research design. These limitations are acknowledged to maintain analytical transparency and are 

addressed further in the discussion section.  

5. Data Analysis and Interpretation: 

5.1 Overview of the Analysis: 

This section presents a systematic analysis of the relationship between sustainability marketing 

practices and firm-level brand equity among selected Indian firms. Using secondary data derived from 

sustainability reports, ESG disclosures, and brand valuation rankings, the analysis focuses on 

identifying patterns, trends, and comparative insights rather than establishing causal relationships. This 

approach is consistent with prior secondary data–based branding and sustainability studies (Fombrun 

& Shanley, 1990; Delmas & Burbano, 2011). 

The analysis is organized into four parts: 

1. Assessment of sustainability marketing practices 

2. Evaluation of brand equity indicators 

3. Firm-wise comparative analysis 

4. Trend-based interpretation of sustainability engagement and brand equity performance 
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5.2 Assessment of Sustainability Marketing Practices: 

Sustainability marketing practices were assessed through content analysis of corporate 

sustainability reports and ESG disclosures. Firms were categorized based on the intensity and 

consistency of sustainability marketing communication. 

Table 1: Sustainability Marketing Intensity among Selected Indian Firms 

Firm Category 
Sustainability 

Communication 

ESG Disclosure 

Quality 

Green Branding 

Visibility 

High engagement firms Extensive, consistent High Strong 

Moderate engagement 

firms 
Periodic, selective Medium Moderate 

Low engagement firms Limited or symbolic Low Weak 

Interpretation: 

Firms with high sustainability engagement demonstrate structured sustainability narratives 

integrated into branding and marketing communication. These firms consistently disclose 

environmental initiatives and align sustainability messaging with brand positioning. In contrast, low 

engagement firms treat sustainability as a peripheral activity, with limited visibility in marketing 

communication. Similar patterns are reported in sustainability disclosure literature (Porter & Kramer, 

2011; Belz & Peattie, 2012). 

5.3 Brand Equity Indicators Analysis: 

Brand equity was evaluated using secondary indicators such as brand valuation rankings, brand 

strength scores, and consistency of brand presence in reputed brand indices. These indicators are 

widely accepted proxies for firm-level brand equity in marketing research (Keller, 1993; Kotler & 

Keller, 2016). 

Table 2: Brand Equity Indicators across Firm Categories 

Firm Category Average Brand Rank Brand Strength Score Brand Consistency 

High engagement firms Top-tier High Stable 

Moderate engagement firms Mid-tier Medium Moderately stable 

Low engagement firms Lower-tier Low Volatile 

Interpretation: 

The results indicate that firms with higher sustainability marketing engagement tend to occupy 

stronger brand positions and demonstrate greater brand stability over time. These firms show 

consistent performance in brand rankings, suggesting that sustainability-oriented branding contributes 

positively to long-term brand equity. This observation aligns with earlier studies linking ethical 

branding with enhanced brand value (Aaker, 1991; Chen, 2010). 
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5.4 Comparative Analysis: Sustainability Marketing and Brand Equity: 

A comparative analysis was conducted to examine differences in brand equity outcomes across 

firms with varying levels of sustainability marketing engagement. 

Table 3: Comparative Relationship between Sustainability Marketing and Brand Equity 

Sustainability Marketing Level Brand Awareness Brand Associations Brand Loyalty 

High Strong Positive & value-driven High 

Moderate Moderate Mixed Moderate 

Low Weak Functional Low 

Interpretation: 

The comparison reveals that sustainability marketing strengthens not only cognitive brand 

elements such as awareness but also affective dimensions such as brand associations and loyalty. High 

engagement firms are more likely to be associated with trust, responsibility, and long-term value. 

These findings support the signaling theory perspective, where sustainability initiatives reduce 

information asymmetry and enhance brand credibility (Spence, 1973; Nyilasy et al., 2014). 

5.5 Trend Analysis of Sustainability Engagement and Brand Equity: 

Trend analysis was used to observe changes in brand equity indicators over time in relation to 

the adoption of sustainability marketing practices. 

Table 4: Trend Pattern of Sustainability Marketing Adoption and Brand Equity 

Period 
Sustainability 

Engagement 

Brand Equity 

Trend 

Pre-

adoption 
Low 

Stable or 

declining 

Early 

adoption 
Moderate 

Gradual 

improvement 

Mature 

adoption 
High 

Sustained 

growth 

Interpretation: 

The trend analysis suggests that brand equity improvements associated with sustainability 

marketing are incremental rather than immediate. Firms experience gradual strengthening of brand 

equity as sustainability practices mature and are consistently communicated. This supports the 

argument that sustainability marketing functions as a long-term brand-building mechanism rather than 

a short-term promotional tool (Belz & Peattie, 2012). 
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5.6 Industry-Level Observations: 

Industry-level analysis indicates that sustainability marketing is more pronounced in sectors 

subject to high public scrutiny and environmental impact, such as FMCG, automobiles, and energy. 

Firms in these sectors demonstrate stronger alignment between sustainability initiatives and brand 

communication, resulting in more visible brand equity gains. This observation is consistent with 

stakeholder theory, which suggests that firms facing greater stakeholder pressure are more likely to 

invest in responsible branding practices (Freeman, 1984). 

5.7 Synthesis of Findings: 

Overall, the analysis provides consistent secondary evidence that sustainability marketing is 

positively associated with firm-level brand equity in India. Firms that integrate sustainability 

authentically into their marketing strategy demonstrate stronger brand awareness, favorable 

associations, and greater loyalty. However, the findings also highlight that superficial or inconsistent 

sustainability communication yields limited brand equity benefits and may expose firms to reputational 

risks. 

6. Discussion of Findings: 

The objective of this study was to examine whether sustainability marketing improves firm-

level brand equity in the Indian context using secondary data evidence. The findings derived from the 

analysis reveal a consistent and positive association between sustainability-oriented marketing 

practices and brand equity indicators. This section interprets these findings in light of existing theory 

and prior empirical research, while contextualizing them within the Indian market environment. 

6.1 Sustainability Marketing as a Strategic Brand-Building Mechanism: 

The analysis indicates that firms with higher levels of sustainability marketing engagement 

demonstrate stronger brand equity outcomes, particularly in terms of brand awareness, brand 

associations, and brand stability. This supports the argument that sustainability marketing functions as 

a long-term brand-building strategy rather than a short-term promotional tool. The findings align 

with the strategic sustainability perspective proposed by Porter and Kramer (2011), which emphasizes 

the integration of social and environmental initiatives into core business strategy to create shared value. 

From a branding standpoint, sustainability initiatives communicated consistently through marketing 

channels appear to enhance brand salience and differentiation. Firms that embed sustainability 

narratives into their branding are more likely to be perceived as responsible and forward-looking, 

reinforcing positive brand associations. This interpretation is consistent with consumer-based brand 

equity theory, which suggests that favorable and strong brand associations contribute significantly to 

overall brand equity (Keller, 1993). 

6.2 Trust, Credibility, and Brand Associations: 

One of the most prominent insights from the analysis is the role of sustainability marketing in  
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building trust and credibility, which are central to brand equity formation. Firms with transparent 

ESG disclosures and coherent sustainability communication tend to exhibit stronger brand strength 

scores and greater consistency in brand rankings. This finding supports signaling theory, which posits 

that credible signals—such as verified sustainability disclosures—reduce information asymmetry and 

enhance stakeholder confidence (Spence, 1973). 

The results also resonate with prior research highlighting that sustainability-related brand 

associations often extend beyond environmental responsibility to encompass broader perceptions of 

ethical governance and quality orientation (Chen, 2010). In the Indian context, where corporate 

credibility has become increasingly important due to regulatory reforms and investor scrutiny, 

sustainability marketing appears to reinforce brand trust and legitimacy among stakeholders. 

6.3 Conditional Nature of Sustainability Marketing Effects: 

While the overall relationship between sustainability marketing and brand equity is positive, 

the findings also indicate that the impact is conditional rather than uniform. Firms categorized as 

low sustainability engagement exhibit weaker brand equity outcomes, despite limited sustainability 

communication efforts. This suggests that superficial or symbolic sustainability messaging does not 

generate meaningful brand value and may fail to influence stakeholder perceptions. 

This observation is consistent with existing literature on greenwashing, which warns that 

exaggerated or inconsistent sustainability claims can undermine brand credibility (Delmas & Burbano, 

2011). The findings therefore reinforce the importance of authenticity and alignment between 

communicated sustainability messages and actual organizational practices. In line with stakeholder 

theory, brands are rewarded not merely for communicating sustainability but for demonstrating 

genuine commitment through consistent action (Freeman, 1984). 

6.4 Sustainability Marketing in the Indian Market Context: 

The Indian market presents unique dynamics that shape the effectiveness of sustainability 

marketing. Consumers in India are increasingly aware of environmental issues but remain sensitive to 

price and functional value. The findings suggest that sustainability marketing contributes most 

effectively to brand equity when positioned as a complementary value proposition rather than a 

standalone differentiator. This supports earlier studies emphasizing the hybrid nature of consumer 

decision-making in emerging economies (Sheth & Sinha, 2015). 

Additionally, industry-level observations reveal that sustainability marketing is more 

pronounced and impactful in sectors subject to higher environmental and social scrutiny, such as 

FMCG, automobiles, and energy. This pattern reflects differential stakeholder pressure across 

industries and aligns with the argument that firms facing greater public visibility are more likely to 

leverage sustainability marketing for reputational and branding benefits. 

6.5 Contribution to Existing Literature: 
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The findings of this study contribute to sustainability marketing and branding literature in 

several ways. First, by adopting a secondary data–based approach, the study extends existing research 

that predominantly relies on primary survey data. Second, it integrates sustainability marketing within 

established brand equity frameworks, providing empirical support for the role of sustainability-related 

attributes in shaping brand value. Third, the study adds emerging economy evidence to a literature 

largely dominated by developed market perspectives. 

Overall, the discussion reinforces the view that sustainability marketing, when implemented 

authentically and strategically, can enhance brand equity by strengthening trust, differentiation, and 

stakeholder alignment. At the same time, it cautions against superficial sustainability communication 

that lacks substantive backing, particularly in markets characterized by increasing regulatory and 

consumer scrutiny.  

7. Managerial Implications and Policy Implications: 

7.1 Managerial Implications: 

The findings of this study offer several important implications for marketing managers and 

brand strategists operating in the Indian business environment. First, the results underscore that 

sustainability marketing should be treated as a core brand-building strategy rather than as a 

peripheral or symbolic communication activity. Firms that integrate sustainability meaningfully into 

their marketing narratives tend to achieve stronger brand equity outcomes, particularly in terms of 

trust, brand associations, and long-term brand stability. 

Marketing managers should therefore focus on aligning sustainability initiatives with overall 

brand positioning. Rather than relying on isolated green campaigns, firms should develop consistent 

sustainability narratives that reflect genuine organizational practices. Such alignment enhances 

credibility and reduces the risk of stakeholder skepticism, which has been identified as a major 

challenge in sustainability communication (Delmas & Burbano, 2011). 

Second, the study highlights the importance of transparent and credible sustainability 

communication. ESG disclosures, sustainability reports, and responsible marketing messages serve 

as key informational cues for stakeholders. Marketing managers should collaborate closely with 

sustainability and compliance teams to ensure that communicated sustainability claims are supported 

by verifiable actions and data. This integrated approach strengthens signaling effects and contributes 

to favorable brand evaluations (Spence, 1973). 

Third, sustainability marketing should be adapted to the Indian consumer context, where 

price sensitivity and functional value remain important decision criteria. The findings suggest that 

sustainability attributes are most effective when positioned as complementary benefits that enhance 

overall value rather than as premium or exclusive propositions. Marketing strategies that balance 

environmental responsibility with affordability and quality are more likely to resonate with Indian  
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consumers and generate brand loyalty. 

Finally, the results indicate that sustainability marketing yields long-term brand equity 

benefits rather than immediate performance gains. Managers should therefore adopt a long-term 

perspective when evaluating the effectiveness of sustainability initiatives and avoid short-term 

performance metrics that may undervalue intangible brand benefits. Consistent investment in 

sustainability-oriented branding can strengthen brand resilience and competitive advantage over time. 

7.2 Policy Implications: 

Beyond managerial relevance, the findings of this study have important implications for 

policymakers and regulatory authorities concerned with sustainable business practices and consumer 

protection. First, the positive association between sustainability marketing and brand equity 

underscores the importance of robust ESG disclosure frameworks. Policymakers should continue to 

strengthen and standardize sustainability reporting requirements to enhance transparency and 

comparability across firms. 

Improved disclosure standards can reduce information asymmetry and enable stakeholders to 

assess the credibility of sustainability claims more effectively. This, in turn, discourages greenwashing 

and promotes responsible branding practices. Regulatory initiatives that mandate or incentivize 

transparent sustainability reporting may therefore contribute indirectly to stronger and more 

trustworthy brand ecosystems (Porter & Kramer, 2011). 

Second, the findings support the need for clear guidelines on sustainability marketing 

communication. Policymakers can play a role in defining acceptable sustainability claims and 

enforcing penalties for misleading or unsubstantiated environmental messaging. Such measures protect 

consumers from deceptive practices and encourage firms to adopt authentic sustainability strategies 

rather than symbolic compliance. 

Third, government agencies and industry bodies can facilitate the diffusion of best practices by 

promoting awareness of successful sustainability marketing models. Capacity-building initiatives, 

industry benchmarks, and public–private partnerships can help firms—particularly small and medium-

sized enterprises—adopt responsible branding practices without excessive compliance burden. 

Finally, sustainability marketing can be leveraged as a tool to advance broader national 

sustainability goals. By encouraging firms to integrate environmental responsibility into branding and 

communication, policymakers can align market incentives with sustainable development objectives. 

This alignment reinforces the role of marketing as not only a commercial function but also a 

mechanism for promoting socially responsible consumption.  

8. Limitations of the Study and Directions for Future Research: 

8.1 Limitations of the Study: 

While the present study offers meaningful insights into the relationship between sustainability  
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marketing and brand equity in the Indian context, certain limitations must be acknowledged to ensure 

analytical transparency and academic rigor. 

First, the study relies exclusively on secondary data, which constrains the ability to capture 

subjective consumer perceptions directly. Although brand valuation rankings, ESG disclosures, and 

sustainability reports are widely accepted proxies for firm-level brand equity, they may not fully reflect 

individual consumer attitudes or emotional responses toward sustainability marketing initiatives 

(Keller, 1993). As a result, the findings should be interpreted as indicative of firm-level branding 

outcomes rather than direct measures of consumer behavior. 

Second, the quality and depth of sustainability disclosures vary across firms and industries. 

Differences in reporting standards, narrative styles, and disclosure transparency may influence the 

assessment of sustainability marketing intensity. Despite efforts to ensure comparability through clear 

inclusion criteria, such variations are inherent in secondary data–based research and may affect the 

uniformity of analysis (Johnston, 2017). 

Third, the study adopts a non-experimental and descriptive analytical design, which limits 

the ability to establish causal relationships between sustainability marketing and brand equity. The 

observed associations reflect patterns and trends rather than definitive cause-and-effect relationships. 

This limitation is consistent with prior sustainability and branding studies that employ secondary data 

methodologies (Delmas & Burbano, 2011). 

Finally, the study focuses on Indian firms operating in selected industries, which may limit 

the generalizability of findings to other national contexts or less visible sectors. Institutional factors, 

cultural norms, and regulatory environments differ across countries and may shape the effectiveness 

of sustainability marketing in distinct ways. 

8.2 Directions for Future Research: 

Recognizing these limitations, several avenues for future research emerge. First, future studies 

could complement secondary data analysis with primary research methods, such as consumer 

surveys or experiments, to examine how sustainability marketing influences brand equity at the 

perceptual and behavioral levels. Such mixed-method approaches would provide richer insights into 

the cognitive and emotional mechanisms underlying sustainable branding. 

Second, researchers may extend the analysis through longitudinal designs that track 

sustainability marketing practices and brand equity indicators over longer time horizons. This would 

enable a deeper understanding of how sustainability-driven branding evolves and how long-term 

commitment influences brand resilience and performance. 

Third, comparative studies across multiple countries or regions would help assess whether 

the observed relationship between sustainability marketing and brand equity holds across different 

institutional and cultural settings. Cross-country comparisons could also identify best practices and  
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contextual moderators affecting sustainability marketing effectiveness. 

Fourth, future research could explore the role of moderating variables, such as industry type, 

firm size, or consumer involvement, in shaping the sustainability marketing–brand equity relationship. 

Examining these contingencies would refine theoretical models and improve managerial relevance. 

Finally, as ESG reporting standards continue to evolve, future studies may analyze how 

regulatory changes and disclosure reforms influence sustainability marketing practices and brand 

outcomes. Such research would be particularly valuable for policymakers and standard-setting bodies 

seeking to strengthen sustainable branding ecosystems. 

9. Conclusion: 

The growing emphasis on environmental responsibility and ethical business practices has 

reshaped the role of marketing in contemporary organizations. Against this backdrop, the present study 

set out to examine whether sustainability marketing improves firm-level brand equity in the Indian 

context using a purely secondary data–based approach. By synthesizing evidence from sustainability 

reports, ESG disclosures, brand valuation rankings, and prior academic literature, the study provides a 

comprehensive assessment of the branding implications of sustainability-oriented marketing practices. 

The findings indicate that sustainability marketing is positively associated with key dimensions of 

brand equity, including brand awareness, brand associations, brand credibility, and long-term brand 

stability. Firms that integrate sustainability authentically into their marketing and branding strategies 

tend to demonstrate stronger brand positions and more consistent brand performance over time. 

Sustainability marketing appears to function as a trust-enhancing mechanism, reinforcing favorable 

stakeholder perceptions and strengthening brand legitimacy in increasingly competitive and 

transparent markets. 

Importantly, the study also highlights that the effectiveness of sustainability marketing is 

contingent upon authenticity and consistency. Superficial or symbolic sustainability communication 

yields limited brand equity benefits and may expose firms to reputational risks. In the Indian market, 

where consumers balance ethical concerns with price and functional value, sustainability marketing is 

most effective when positioned as a complementary value proposition aligned with core brand 

attributes. 

From a theoretical perspective, the study contributes to marketing literature by integrating 

sustainability marketing within established brand equity frameworks and extending existing research 

through firm-level secondary evidence from an emerging economy. Methodologically, it demonstrates 

the relevance and rigor of secondary data–based analysis in examining real-world branding outcomes. 

Practically, the findings offer actionable insights for managers and policymakers seeking to strengthen 

sustainable branding practices and promote transparent sustainability communication. 

Overall, the study concludes that sustainability marketing, when embedded strategically and  
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communicated credibly, can serve as a powerful driver of brand equity in India, supporting both 

business performance and broader sustainability objectives. 
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