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ABSTRACT
This study examines the role of sustainability in building brand equity among multinational companies operating in the United Kingdom. The research aims to examine sustainability practices, analyse their relationship with key dimensions of brand equity, identify factors influencing their effectiveness, and establish research gaps within the existing literature. A systematic literature review was undertaken using Scopus and Web of Science, with 310 records initially identified and systematically screened using the PRISMA framework. Following duplicate removal, screening and eligibility assessment, 11 studies were included in the final synthesis. A CASP-informed quality appraisal was applied to assess methodological quality, with seven studies classified as high quality and four as moderate quality. Thematic analysis identified three principal themes: credibility, transparency and sustainability communication; consumer values, awareness and perceptions; and perceived value, price and brand-related benefits. Findings indicate that sustainability can strengthen brand positioning, consumer perceptions, loyalty and purchase intentions, but its influence is neither automatic nor uniform. Credible communication, consumer awareness, perceived authenticity, product quality, durability and competitive value significantly shape sustainability's effectiveness. The study concludes that multinational companies should integrate sustainability into broader brand and business strategies rather than treating it solely as a promotional activity. Future research should further examine longitudinal consumer responses and the sustainability–brand equity relationship across different sectors.
Keywords: Sustainability; Brand Equity; Multinational Companies; United Kingdom; Sustainable Marketing; Consumer Perceptions; Corporate Social Responsibility; Systematic Literature Review.
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[bookmark: _Toc240021997]CHAPTER 1: INTRODUCTION
[bookmark: _Toc240021998]1.1 Research Overview 
This chapter introduces the study by establishing its background, research problem and rationale. It includes a statement of research purpose, objectives and questions and the importance of conducting the research, as well as an overview of the structure of the dissertation. Due to growing stakeholder demands, environmental laws, and the growing responsibility of businesses for sustainability, multinational companies (MNCs) have made this a strategic priority. This study focuses on the concept of sustainability as a tool to create brand equity for MNC's in the UK. It performs systematic literature review to critically synthesize the existing academic evidence and identify key sustainability practices, their impact on brand equity and gaps in the existing literature.
[bookmark: _Toc240021999]1.2 Research Background 
This has transformed sustainability into an integral part of a corporation's strategic activities and an important factor in the competitiveness of the organisation and relationships with stakeholders over the past decade. Environmental, Social and Governance (ESG) dimensions, which are also known as environmental responsibility, social responsibility and sound governance practices, are encompassed by the concept of sustainability (Elkington, 1997). These sustainability indicators are now being used more and more as criteria to assess organisations, alongside their financial value, by investors, governments, customers and employees alike.
The UK represents one of the world's leading markets promoting sustainable business practices. The UK Government has set a legally binding target for the UK to reach net zero GHG emissions by 2050, and is encouraging organisations to put sustainability at the heart of their decision-making (UK Government, 2024). In addition, at the global level, assets dedicated to sustainable investment reached more than USD 30 trillion and investments in ESG are progressing despite economic conditions (Global Sustainable Investment Alliance, 2023). Consumer behaviour has also undergone significant change. According to the findings of a new study by IBM (2024), nearly 60% of consumers are willing to change their buying habits to minimize the environmental footprint, and some 70% of younger consumers are more likely to buy a brand that makes real sustainability promises.
Sustainability is now linked closely with brand image and customers' views for multinationals doing business in the UK. Companies like Unilever, Nestlé and IKEA are making sustainability promises through responsible sourcing, renewable energy initiatives, circular economy programs and clear ESG reporting more and more often these days. All these practices help build brand awareness, customer trust, perceived quality and brand loyalty as components of the brand equity (Keller, 2013). But there are also growing doubts about greenwashing and similar issues that have led consumers to question the link between sustainability efforts and brand value, necessitating the need to assess the actual connection between sustainability programs and brand value from the existing literature.
[bookmark: _Toc240022000]1.3 Problem Statement 
Although sustainability is a hot topic, there is still some confusion about the impact of sustainability on brand equity in a multinational business in the UK. Numerous organizations are putting significant effort into environmental programmes, carbon reduction programs, ethical sourcing, and social responsibility programs, but there are mixed results in previous research on whether these efforts are always successful in positively affecting customer perceptions and brand value. Others studies have suggested that the question of sustainability does not necessarily lead to buyer loyalty, brand reputation, or influence on the intent to purchase, as consumers continue to be skeptical due to perceived greenwashing, misleading environmental claims or lack of transparency (Delmas and Burbano, 2011).
Moreover, the current literature is split into various industries, geographical regions and sustainability aspects, which hinders obtaining a holistic perspective on the role of sustainability for brand equity in the context of the UK multinational market. With the increasing demands of consumers, investors, and regulators for sustainability, it is important to synthesise all evidence by conducting a systematic literature review to find any common themes, gaps in research, and implications for multinationals looking to bolster their brands with sustainable business models.
[bookmark: _Toc240022001]1.4 Research Rationale 
This systematic literature review was justified by the growing strategic significance of sustainability in multi-national organisations and the need for a synthesis of evidence, specifically in the context of the UK. While there is plenty of research on sustainability, CSR, ESG performance and brand management separately, there is not that much research that systematically addresses the potential impact of sustainability on brand equity for multinational companies in the UK.
The UK is an appropriate context as organisations are subject to growing regulatory expectations, investor pressure and consumer preferences on sustainable business practices. PwC (2024) cited that ESG is emerging as a key factor in investment choices and corporate governance processes for businesses in the UK. At the same time, consumers increasingly demand organisations to show impact beyond marketing communications, in terms of environment and society.
A systematic literature review not only provides an opportunity to combine the results of several peer-reviewed studies, but it also minimizes the risk of bias due to less ambiguous search, screening, and appraisal processes. The review will offer stakeholders a complete picture of the sustainability-brand equity relationship, highlight inconsistencies in previous research and suggest research directions. The study therefore makes a valuable academic contribution as it enhances a theoretical knowledge of the subject, and it is also of practical value to those managers who are tasked with the care and management of sustainability and brand strategies.
[bookmark: _Toc240022002]1.5 Research Aim
The primary aim of this study is to systematically review the existing literature examining the role of sustainability in building brand equity among multinational companies operating in the United Kingdom.
[bookmark: _Toc240022003]1.6 Research Objectives
The study aims to achieve the following objectives:
· To examine the sustainability practices adopted by multinational companies operating in the UK. 
· To analyse the relationship between sustainability initiatives and brand equity dimensions identified in previous literature. 
· To identify the key factors that influence the effectiveness of sustainability in enhancing brand equity. 
· To identify research gaps and recommend future research directions concerning sustainability and brand equity. 
[bookmark: _Toc240022004]1.7 Research Questions
The study seeks to answer the following research questions:
1. What sustainability practices are commonly adopted by multinational companies operating in the UK? 
2. How do sustainability initiatives influence brand equity according to existing literature? 
3. What factors affect the relationship between sustainability and brand equity? 
4. What research gaps exist within the current literature concerning sustainability and brand equity? 
[bookmark: _Toc240022005]1.8 Significance of the Study 
This study is important as it brings together all the existing evidence related to the relationship between sustainability and brand equity in multi-nationals operating in the UK. On the academic end, the review brings together extensive and scattered evidence from various fields, such as, marketing, strategic management, corporate sustainability, consumer behaviour, etc. The study highlights the commonalities in themes, theoretical frameworks and methods, which help to better understand sustainability's impact on brand equity.
The results will also help senior executives, sustainability managers, and marketing professionals to design long-term sustainability strategies that will help drive brand value, as opposed to short-term promotion. With consumers more focused than ever on sustainability, ethical sourcing and social responsibility, there is a strategic need to understand how sustainability initiatives are connected to customer loyalty and brand reputation. While businesses are some of the most trusted institutions, there is a growing expectation for stakeholders that they take credible action regarding environmental and social matters, according to the 2024 Edelman Trust Barometer.
The review also provides practical value for policymakers by highlighting evidence supporting sustainable corporate governance and responsible business practices. Lastly, the study highlights the scope for further research into new topics like digital sustainability communication, ESG transparency, artificial intelligence in sustainability reporting, and changing consumers' expectations in multinational business environments.
[bookmark: _Toc240022006]1.9 Dissertation Structure
The dissertation is composed of five chapters.
The background, problem statement, rationale, research aim, objectives, research questions, significance and overall structure of the study is presented in Chapter One.
Chapter Two is a literature review that critically examines the research on sustainability, environmental, social and governance (ESG) matters, corporate sustainability, stakeholder theory, brand equity and consumer behaviour, and the link between corporate sustainability and brand value in multinational companies.
The research methodology used for the systematic literature review is explained in Chapter Three, which outlines the research philosophy, the review protocol, the search strategy, eligibility criteria, the choice of databases, the process of quality appraisal, the data extraction process, and thematic synthesis.
The results of selected studies are presented and analyzed in chapter Four, revealing the key themes, similarities, contrasts and patterns of the studies on sustainability and brand equity.
The dissertation is concluded by summarising the main findings, theoretically and managerially discussing the findings, acknowledging study limitations and recommendations for further research, as presented in Chapter Five.
[bookmark: _Toc240022007]CHAPTER 2: LITERATURE REVIEW
[bookmark: _Toc240022008]2.1 Introduction
This chapter highlights the key findings in the existing literature on the topic of sustainability and brand equity, focusing specifically on the multinational companies that are based in the United Kingdom. The review switches from general sustainability and sustainable business practices to a more specific linkage between sustainable and brand equity. The chapter doesn't take it for granted that sustainability is a source of brand value, but rather identifies the circumstances under which sustainability can enhance or detract from the brand. This distinction is important because sustainability has increasingly moved from being a peripheral corporate responsibility activity to a strategic consideration in branding, reputation and stakeholder management (Elkington, 1997; Porter and Kramer, 2006).
The chapter first explores the evolution of sustainability in corporate and marketing literature and then critically discusses sustainable branding and brand equity. It then looks at the UK and multinational-company environment, followed by a discussion of the key drivers by which sustainability can impact on brand awareness, perceived quality, brand associations, trust and loyalty. The theoretical discussion covers the integration of stakeholder theory, signalling theory and Keller's customer based brand equity (CBBE) model. The chapter subsequently identifies contradictions and gaps in the literature and establishes the need for systematic empirical investigation.
[bookmark: _Toc240022009]2.2 Development of Sustainability and Sustainable Business Practices
Sustainability has evolved significantly away from a focus on environmental protection to an economic, social and environmental approach. Elkington's (1997) triple bottom line continues to be influential in its thinking of corporate performance in terms of economic prosperity, environmental quality and social responsibility. But the evolving sustainability commitments in corporate strategy raises a conceptual challenge: organisations can be focused on reducing carbon, and producing products in a circular way, they can focus on the welfare of employees, on ethical sourcing, on community investment or on any of the many other areas they focus on. Thus, sustainability should not be considered as a simple organizational variable. Porter and Kramer (2006) believe that when socially responsible activity is combined with a competitive advantage it becomes strategically useful, not philanthropic giving. Likewise, Freeman's (1984) stakeholders approach, argues that value creation occurs through a process of interacting with various stakeholder groups instead of shareholders only.
This is a broader view that recent research on sustainability branding corroborates. The study (Mapping the Sustainability Branding Field, 2023) reveals that there are intermingling streams of knowledge in the field of sustainability branding, such as corporate reputation, stakeholder pressures, sustainable development, green marketing, ethical consumption, circularity and brand equity. However, there is a lot of literature which is still disconnected due to the high variability in sustainability practices amongst industries and companies. This implies that the importance of the brand consequences of sustainable activities does not only rely on the fact that a multinational company engages in sustainable activities but also on their credibility, visibility, relevance and consistency.
[bookmark: _Toc240022010]2.2.1 Sustainability as a Strategic Branding Resource
The increasing integration of sustainability into branding reflects changing stakeholder expectations. Sustainable practices can provide firms with differentiation when consumers perceive them as meaningful, credible and consistent with the brand's identity. Keller (1993) defines brand equity as a set of consumer knowledge and associations, and Aaker (1991) recognises some key dimensions of brand value as being awareness, perceived quality, associations and loyalty. Sustainability may have the potential to impact all of these areas in a unique way by forming unique relationships, enhancing perceptions of corporate quality and fostering emotional or moral relationships with stakeholders.
But the notion that sustainability creates a brand equity is a deterministic one. In their study, Du, Bhattacharya and Sen (2010) show that CSR communication can create positive stakeholder response; however, the nature of the initiative, communication and stakeholder response are key factors in the successful implementation of such communication. Positioning issues are also important for perceptions of brand value, as noted by Parguel, Benoît-Moreau and Larceneux (2011), who also suggest that credibility is a significant factor in positioning. The studies that have been conducted in more recent times indicate that green perceived value, green satisfaction, green trust and green brand image are important drivers of green brand equity (Hue and Oanh, 2023). Sustainability should thus be considered a strategic resource, not a given source of brand equity. It’s worth is moderated by customers' understanding and company's legitimacy.
[bookmark: _Toc240022011]2.2.2 Sustainability, Corporate Reputation and Consumer Perceptions
Corporate reputation is an important link between sustainability activities and brand equity. A company can put a significant amount of resources into environmental or social programs and only if stakeholders understand and are positive about them that they will create brand value. According to Stakeholder theory, Adewole (2024), the link between corporate reputation and brand equity could be made via the consumer perception and interaction, as well as commitment to CSR of the organization. This strengthens the perception of the value of sustainability, one of which is that it influences the way in which stakeholders understand the organisation behind the brand.
The relatively relevant support comes from the UK. BCG's research of over 1,000,000 UK consumers and over 100 brands revealed that sustainability is influencing how consumers perceive brands, their willingness to buy and recommend them, but there are differences between brands and demographic groups. Brand Finance also find that UK citizens are keen to buy green but are balancing it with price, ease of use, quality and trust. The results throw down the challenge of putting sustainability as the top priority for consumers on a pedestal above other functional and economic concerns. This becomes particularly important for multinational businesses as they are competing with the expectations of their brands. As a result, sustainability can enhance brand equity, if it is congruent with the brand's meaning or if it presents another form of the message, but it may have minimal or negative effects when perceived as the wrong form of the message, too exaggerated or self-serving.
[bookmark: _Toc240022012]2.2.3 Sustainability and Brand Awareness
Brand awareness involves consumers' recognition or recall of a brand and is one of the elements of customer based brand equity (Aaker, 1991; Keller, 1993). When sustainability activities make unique and visible connections, they can help raise awareness. For instance, a new environmental campaign, sustainable product innovation and responsible sourcing programme can provide extra recognition points. Multinational brands can thus differentiate themselves in very competitive markets through sustainability communication.
However, the same should not be mistaken as positive brand equity. Besides sustainability claims, Rathee and Milfeld (2024) suggest that message characteristics, source credibility, consumer characteristics and advertising context also play a crucial role in the effectiveness of sustainability advertising. Too much information can lead to scepticism as well, if the sustainability information feels promotional rather than informative to consumers. This concern is backed up by the regulatory environment in the UK, where the Competition and Markets Authority's Green Claims Code of Practice stipulates that environmental claims must be accurate, clear and substantiated. Therefore, sustainability communication can lead to a higher brand salience, but can at the same time bring reputational dangers when the claims cannot be substantiated. Sustainability, in this case, is a branding opportunity and a credibility challenge for a multinational company.
[bookmark: _Toc240022013]2.2.4 Sustainability, Perceived Quality and Brand Associations
Sustainability can influence perceived quality by signalling that a company considers product performance alongside environmental and social consequences. Consumers might feel that sustainable materials, ethical production and responsible sourcing equate to better organisational competency. Perceived quality, green perceived value, green satisfaction, green trust and green brand image are identified as important antecedents of green brand equity by Hue and Oanh (2023), suggesting that there is no single direct pathway leading to green brand equity but it is a multi-dimensional perception that comes from sustainability.
Sustainability and perceived quality, however, is context dependent. However, sustainable products are not always seen as the most convenient, most efficient or cost-effective – especially when consumers value functional performance. Sun and Kim (2023) also show that even visual sustainability cues, like ‘green branding', do not always have positive impacts, but rather this can depend on brand characteristics, like ‘brand gender'. This counters the popular management philosophy of sustainability being a universal "branding device" for all. The challenge is more multifaceted for multinational firms, as the same sustainability association can have different meanings in different markets. Thus, sustainability is most likely to boost perceived quality and brand associations when there is proof of product/ organisational performance to back up the environmental and/or social attributes.
[bookmark: _Toc240022014]2.2.5 Sustainability, Brand Trust and Brand Loyalty
Brand trust represents a particularly important mechanism through which sustainability can translate into longer-term brand equity. Sustainability claims are becoming more and more common in the advertisements, online websites, social media, and corporate reporting by consumers, which creates information asymmetry among stakeholders and businesses. According to the signalling theory, this asymmetry can be mitigated by giving signals of organisational quality and responsibility by credible sustainability actions. Signals are effective however, when they are seen as costly, regular and difficult to superficially imitate.
The importance of trust is supported by recent research. The authors of Hue and Phat's 2026 systematic review of 271 Scopus-indexed articles describe a variety of pathways that are critical in green brand equity research, but also note that most studies focus on consumer-centred and cross-sectional studies. The implication is important because trust can impact sustainability perceptions to drive loyalty, advocacy and repeat purchase. However, when consumers perceive a lack of consistency or feel that the brand is being "greenwashed," sustainability initiatives can also tarnish reputation. The relationship thus can be asymmetric because it can be positive when it comes to loyalty when it is seen as authentic, and negative when it is perceived as deceptive. For multinational companies, it is therefore critical to have uniformity between commitments to sustainability, practices and marketing communication. Sustainability should not only be seen as a means to develop positive correlations, but as a credibility building process which can strengthen or weaken the relational bases of brand equity.
[bookmark: _Toc240022015]2.2.6 Sustainable Marketing, Green Marketing and Brand Equity
Sustainable marketing has increasingly developed beyond traditional green marketing by incorporating social, environmental and economic dimensions. Green marketing focuses on the eco-friendliness of products and communication, while sustainable marketing takes a more holistic view of the long-term implications of business operations. Pancić, Serdarušić and Ćućić (2023) highlight relationships between green advertising, brand awareness, green innovativeness, brand equity and consumer repurchase intentions, which shows that marketing practices can influence behavioural outcomes by means of the brand-related mechanisms.
However, the empirical research mostly focuses on green consumer behaviour, and not on brand equity. For instance, Hue and Oanh (2023) discuss critical antecedents to green brand equity but they do so within the context of the environmental-product. Likewise, the 2026 systematic review reveals significant geographical and methodological focus in the current studies, with Asian contexts and cross-sectional consumer studies being dominant. This can pose a constraint on the understanding of multinational enterprises in developed markets like the UK. Therefore, sustainable marketing should not be considered to be synonymous with environmental advertising. The multifaceted understanding of the brand equity should take in the impact of operational sustainability, CSR, stakeholder engagement and credible communication.
[bookmark: _Toc240022016]2.2.7 Sustainability, Greenwashing and the Credibility Problem
Greenwashing is a critical concern that has been explored in the sustainability-branding literature. The term greenwashing is used when organisations give the impression of being environmentally responsible, but are not. Lyon and Montgomery (2015) propose that greenwashing can occur as a result of selective disclosure, misleading communication, and strategic presentation of environmental information. Organisational, market and regulatory factors are also recognised as being conducive to greenwashing, as mentioned by Delmas and Burbano (2011).
It is especially relevant for multinational companies as their scale makes their sustainability claims more visible and their supply chains more complex. The need for substantiated environmental communication has grown in importance as a result of regulatory scrutiny in the UK. The CMA's Green Claims Code highlights the importance of being truthful, clear and backed by evidence in environmental claims. Previous research on UK fashion brands also revealed significant concerns about the substantiation of environmental claims, highlighting the reputational risk of environmental communication. Therefore, the concept of sustainability can only create positive brand equity if there is an authenticity perception. The literature therefore bolsters the hypothesis of a contingent, not universal link between sustainability communication and corporate performance: the more the effective commitment to sustainability differs from what is communicated, the higher the risk that sustainability will have a negative effect on trust, reputation and brand equity.
[bookmark: _Toc240022017]2.3 Theoretical and Conceptual Framework
This research utilizes an integrated theory approach, which is a combination of the Stakeholder Theory, Signalling Theory and Customer Based Brand Equity model of Keller. The organisational base is given by the Stakeholder Theory of Freeman (1984) which accounts for how multinationals respond to the demands of the environment, society, employees, customers and community. It argues that sustainability is not only a marketing exercise but a stakeholder value creation process as well. Signalling Theory supports this view by interpreting how consumers may perceive information about the quality, responsibility and credibility of an organisation's practices when they are not able to observe all practices directly.
The main structure for brand equity is that of CBBE (Keller, 1993). It elucidates the importance of consumer knowledge on brand reactions, and examines sustainability from an awareness, perceived quality, brand associations, trust and loyalty point of view. This multi-faceted approach is supported by recent research that indicates green image, trust, satisfaction and perceived value as key indicators of sustainable brand equity.
The conceptual relationship that is proposed is then:
[image: ]
[bookmark: _Toc240022071]Figure 1 Conceptual Framework
The framework is based on an assumption that sustainability has more positive impact if the practices are authentic, strategically aligned, transparent and relevant to stakeholders. On the other hand, a lack of communication and a lack of consistency can weaken the relationship; greenwashing is another factor. It works directly towards the study objectives through systematic identification of sustainability practices, outcomes for brand equity and factors which affect the effectiveness of brand equity.
[bookmark: _Toc240022018]2.4 Identification of the Research Gap and Need for Empirical Research
The literature provides significant evidence that sustainability can improve brand equity, yet there are three key gaps. On the conceptual level, existing literature is divided into two streams: CSR, green marketing, and sustainable consumption; corporate reputation and green brand equity. The field of sustainability-branding has grown significantly, but is spread across various theoretical traditions (Mapping the Sustainability Branding Field, 2023). Second, system review data suggests that research is skewed towards Asian markets and that much of the research is largely based on cross-sectional consumer research and therefore lacks an understanding of institutional and strategic context. Third, there has been limited attention so far on what happens when things go wrong and what mechanisms bring sustainability to broader brand equity, and on companies with a specific presence in the UK and in a multinational company.
However, recent efforts on sustainable brand equity have started to tackle these shortcomings. Nagendra et al. (2024) created a perceived social sustainability scale and explicitly link perceived social sustainability with brand equity. On the other hand, a study on CSR in fashion in 2024 focused on the economic, social and environmental aspects and analyzed how these relate to brand equity, corporate reputation and willingness to pay. The studies are still sector or variable specific, however. The rationale behind conducting a systematic review is therefore appropriate as it aims to combine the evidence that has been dispersed across existing literature and identify common mechanisms across the multinational companies in the UK, as well as where evidence is contradictory and currently lacking.
[bookmark: _Toc240022019]2.4 Conclusion
The chapter has critically analysed the literature both on the general aspect of sustainability and on the specific aspect of sustainable practices and their role in consumer based brand value creation. The review shows that sustainability can be a catalyst for enhanced brand awareness, perceived quality, associations, trust and loyalty, although this is not an automatic or always positive link. It relies on credibility, strategy, communication, and stakeholder perception and consistency between company claims and performance. Recent literature also suggests that research into sustainability branding has grown in volume and is still quite focused, both geographically and methodologically.
The theoretical framework is based on Stakeholder Theory, Signalling Theory and Keller's CBBE model which helps to explain how sustainability practices of the organisation can be changed into consumer perception and finally into brand equity. The UK multinational context is especially important as consumers are now making sustainability-related decisions as well as decisions on price, quality, convenience and trust. The identified gaps thus warrant systematic review of the available body of evidence on the presence of multinational companies in the UK. This investigation's methodology is explained in the next chapter, which includes the research design, systematic literature-search strategy, inclusion and exclusion criteria, approach to synthesising and quality assessment of the selected evidence.



[bookmark: _Toc240022020]CHAPTER 3: RESEARCH METHODOLOGY
[bookmark: _Toc240022021]3.1 Introduction
The research methodology used for this study is outlined in this chapter, as it aims to identify the role of sustainability in building the brand equity of the multinational companies (MNCs) in the UK. This study is conducted using systematic literature review (SLR) technique which has a structured and transparent research process to capture, analyze, and synthesize previous research studies from literature. An SLR unlike traditional narrative reviews, involves a set of procedures designed to reduce bias and increase the reliability and repeatability of the results (Tranfield et al., 2003; Snyder, 2019). The chapter is organized using the Research Onion of Saunders et al. (2023) as a guide to make suitable methodological decisions. It also explains the literature search strategy, inclusion and exclusion criteria, selection of studies following the PRISMA 2020 guidelines, quality assessment, data extraction process as well as thematic analysis, ethical considerations and concludes with a chapter summary.
[bookmark: _Toc240022022]3.2 Saunders' Research Onion
The Research Onion was created by Saunders et al. (2023) as a systematic tool to help researchers make coherent decisions in their methodological process, throughout the research. The framework comprises several layers, including research philosophy, research approach, research strategy, methodological choice, time horizon, and data collection techniques. Applying this framework ensures methodological consistency and transparency, particularly for systematic literature reviews where evidence is collected and synthesised from secondary sources rather than primary data.
[image: ]
[bookmark: _Toc240022072]Figure 2 Saunders' Research Onion
[bookmark: _Toc240022023]3.2.1 Research Philosophy
Research philosophy is a set of beliefs and assumptions about the nature of knowledge, and how knowledge can be gained (Saunders et al., 2023). The interpretivist philosophy is used in this study since it is about understanding the interpretation of the relationship between sustainability practices and brand equity in different multinational companies in the UK.
Interpretivism is particularly appropriate for systematic literature reviews as it enables the researcher to examine diverse findings, theoretical perspectives, and organisational contexts presented within existing studies rather than measuring variables through primary data collection (Creswell & Creswell, 2023). The existing scholarly evidence can be interpreted to gain a full understanding of the complex interrelationships between sustainability strategies and brand equity, as they are affected by organisational culture, stakeholder expectations and market conditions.
[bookmark: _Toc240022024]3.2.2 Research Approach
This study uses inductive method. An inductive approach is based on evidence analysis to conclude in broader terms and not testing pre-established hypotheses (Saunders et al. 2023). The study explores common themes and patterns that have been identified in the previous research around sustainability initiatives and the impact that those initiatives have on brand equity rather than seeking to establish statistical relationships.
Systematic literature reviews are well suited for the inductive approach, as it is easy to synthesize the knowledge from various academic sources and identify emerging trends and gaps in the literature (Snyder, 2019). Thus, the study results add to the knowledge about sustainability in multinational companies.
[bookmark: _Toc240022025]3.2.3 Research Strategy
The research method that is used is Systematic Literature Review (SLR). Literature review is a systematic approach to research that aims at synthesizing research in a systematic, transparent and replicable way, by identifying, selecting, evaluating and synthesizing published research relevant to the research question (Tranfield et al., 2003).
A systematic review uses a set of pre-defined search strategies, eligibility criteria and quality assessment procedures that limit researcher bias when compared to traditional literature reviews (Denyer & Tranfield, 2009). This approach is well suited since the study is not concerned with gathering primary data on the organization but rather consolidating the evidence that could be found on sustainability and brand equity.
The systematic review also allows comparisons to be made between the various multinational companies and industries that operate in the UK, so that a much broader evidence is gathered on the contribution of sustainability to organisational branding.
[bookmark: _Toc240022026]3.2.4 Methodological Choice
This study uses a qualitative methodological choice with all secondary data gathered from literature that has been peer-reviewed and is from scholarly sources. Qualitative synthesis does not produce numerical outcomes, but it helps to gain a deeper understanding of concepts, theoretical evolution, organisational experience, and empirical results pertaining to sustainability and brand equity.
There is broad agreement that qualitative systematic reviews (QSRs) can synthesize results from various studies to provide in-depth knowledge of complex business phenomena (Xiao & Watson, 2019). This methodological option is therefore suitable as the study does not attempt to carry out statistics.
[bookmark: _Toc240022027]3.2.5 Time Horizon
The research time frame is of a cross-sectional nature. Cross sectional research looks at evidence or data from one-time period not across time (Saunders et al., 2023). The systematic review examines research published during the chosen review period to give an up to date view of how multinational companies do sustainable practice and how it affects their brand equity.
Focusing on publications from the last few years means the findings are more relevant to the present sustainability frameworks, expectations of stakeholders, environmental laws and corporate brand strategies.
[bookmark: _Toc240022028]3.2.6 Data Collection Technique
The study is entirely based on secondary data sources, which are published academic sources. Peer-reviewed journal articles, scholarly books, conference papers, and reputable academic papers related to sustainability and brand equity are examples of secondary data.
Secondary data collection has a number of benefits. It offers access to a variety of empirical evidence, limits time and cost of primary data collection and allows for comparisons across several organisational contexts (Booth et al., 2021). Additionally, the accessibility of peer-reviewed literature boosts the reliability and scholarly approach of the study.
Literature was gathered by applying predetermined search strategies, eligibility criteria and quality assessment procedures following the guidelines for conducting a systematic review (Page et al., 2021). This provides a structured research process which makes the research process transparent and repeatable.
[bookmark: _Toc240022029]3.3 Literature Search Strategy
A comprehensive, systematic and transparent literature search was conducted to find relevant studies that discussed the sustainability's role in building brand equity among Multinational corporations in the United Kingdom. A search strategy was constructed a priori to meet the minimum criteria to ensure the comprehensiveness of the review and to avoid selection bias (Tranfield et al., 2003; Page et al., 2021). The search procedure was based on searching for appropriate academic databases, building search strings with appropriate keywords and Boolean operators, and setting clear eligibility criteria. The structured search approach improved the quality of the review, both in terms of reliability, transparency, and replicability.
[bookmark: _Toc240022030]3.2.1 Databases
The literature search was carried out on well known academic databases with high international repute for offering quality peer-reviewed publications in business, sustainability, marketing and management. The chosen databases were Scopus, Web of Science and Google Scholar. These databases were selected because they index reputable, quality journals and offer a wide range of sustainability, corporate social responsibility (CSR), environmental management and brand equity research (Xiao & Watson, 2019; Booth et al., 2021). Google Scholar was employed to supplement the other databases so as to find potentially relevant studies that were not in the other databases.
[bookmark: _Toc240022031]3.2.2 Search Strings
Key concepts were identified around sustainability, brand equity, multinational companies and the UK retail and business environment, which were combined to develop comprehensive search strings. Boolean operators and quotation marks were used to ensure more accurate results and to find relevant publications. Some of the search phrases used are:
· "Sustainability" AND "Brand Equity" 
· "Sustainability Practices" AND "Brand Equity" AND "Multinational Companies" 
· "Corporate Sustainability" AND "Brand Image" 
· "Environmental Sustainability" AND "Brand Loyalty" 
· "Sustainability" AND "Customer Trust" AND "United Kingdom" 
· ("Sustainability" OR "Corporate Social Responsibility") AND ("Brand Equity" OR "Brand Value") AND ("Multinational Companies" OR "Global Companies") 
These search strings were refined during the search process to improve the relevance of retrieved studies while maintaining consistency with the research objectives.
[bookmark: _Toc240022032]3.2.3 Keywords and Boolean Operators
The key words used were sustainability, corporate sustainability, environmental sustainability, brand equity, brand image, brand loyalty, brand trust, customer perception, multinational companies, global firms and United Kingdom. To refine searches and combine/exclude terms, Boolean operators (AND, OR, NOT) were used. A search engine was used for searching exact phrases in both instances (Booth et al., 2021). The truncation symbols were used to retrieve variations of the relevant terms as this feature was supported by individual search engines. This systematic approach ensured that a thorough search was conducted and focused on the study's goals.
[bookmark: _Toc240022033]3.4 Inclusion and Exclusion Criteria
Clear inclusion and exclusion criteria were established before the literature search to ensure consistency in study selection and minimise researcher bias (Denyer & Tranfield, 2009). Studies that matched the pre-established inclusion criteria were included in the review.
[bookmark: _Toc240022066]Table 1 Inclusion and Exclusion Criteria
	Inclusion Criteria
	Exclusion Criteria

	Peer-reviewed journal articles
	Conference abstracts, editorials, dissertations and book reviews

	Studies published in English
	Studies published in languages other than English

	Studies published between 2015 and 2025
	Studies published before 2015

	Studies focusing on sustainability and brand equity
	Studies unrelated to sustainability or branding

	Studies involving multinational companies or relevant business organisations
	Studies focusing solely on SMEs or non-business organisations where findings were not transferable

	Full-text articles available
	Articles without full-text access



Applying these criteria ensured that the selected studies were relevant, recent, and of sufficient academic quality to address the research questions.
[bookmark: _Toc240022034]3.5 Study Selection Process (PRISMA 2020)
The process of selection of studies was carried out according to the Preferred Reporting Items for Systematic Reviews and Meta-Analysis (PRISMA 2020) guidelines outlined by Page et al. (2021). PRISMA offers a clear structure for reporting the identification, screening, eligibility assessment and final inclusion of studies.
The selected databases were used to identify records initially. Duplicate articles were excluded prior to the screening of the titles and abstracts against inclusion/exclusion criteria. The remaining full-text articles were then evaluated for content-relevance and methodological quality. Studies that did not directly address sustainability and brand equity, or that did not meet the eligibility criteria were not included. The final set of eligible studies was the basis for the thematic synthesis presented in Chapter 4. The systematic review process was more transparent, reproducible and credible with PRISMA.
[bookmark: _Toc240022035]3.6 Quality Assessment of Studies
Only credible and reliable studies were selected for inclusion in the review and the methodological quality of the selected studies was assessed prior to inclusion in the review. The Critical Appraisal Skills Programme (CASP, 2018) guidelines were used in a structured appraisal method to evaluate the quality of qualitative, quantitative and mixed methods studies.
The articles were assessed with respect to the clarity of the research goals, the suitability of the research design, the methods of data collection, the analysis of the data, the validity of the results, and the relevance of the results to the research goals. Studies that showed methodological deficiencies and/or lacked evidence were not included in the final review. A quality assessment enhanced the trustworthiness and reliability of the evidence summarised in the study.
[bookmark: _Toc240022036]3.7 Data Extraction
Studies which met the inclusion and quality criteria were selected and the data then extracted using a structured data extraction method to ensure that the literature was synthesised in a consistent and accurate manner. Systematic data extraction allows for the analysis of information in a transparent way and helps to facilitate comparisons between different studies (Xiao & Watson, 2019). A standardized data extraction table was created in Microsoft Excel for the characteristics of each article selected.
The information that was extracted comprised the author(s), the year of publication, the country of the study, the research objectives, the industry context, the research design, the characteristics of the sample, the dimensions of sustainability studied, the brand equity variables studied, the key findings, and the study limitations. These details were systematically captured, allowing for the identification of similarities and differences between the literature. The data extracted was then used for thematic analysis and for the discussion in Chapter 4.
[bookmark: _Toc240022037]3.8 Data Analysis (Thematic Analysis)
Thematic analysis was used to identify, analyse and interpret common themes in the data, a process that is commonly used in qualitative research (Braun & Clarke, 2006). For systematic literature reviews, thematic analysis is especially suitable for synthesizing results from various studies and in its analytical approach, remaining systematic and transparent (Snyder, 2019).
In line with the proposed six step analysis model of Braun and Clarke (2006), the analysis proceeded as follows. The selected studies were read multiple times to become familiar with the evidence. The findings that were relevant were then systematically coded based on the relationship with the objectives of the study. These codes were then combined into larger themes, each for a common theme in the literature.
The themes were clarified and given substance through refinement and review to make sure they are coherent, consistent and relevant. The reviewed studies were expected to provide themes like sustainability measures adopted by multinational companies, impact of sustainability on brand image and customer trust, effect of sustainability on brand loyalty and competitive advantage, and organisational challenges in implementing sustainability measures by the multinational companies. These themes offer a thorough overview of the existing evidence on the impact of sustainability on building brand equity and directly answer research questions.
Through thematic analysis the researcher was able to interpret the qualitative evidence in a systematic manner, and to recognize similarities, contradictions, and gaps in the research across available literature. This analytical approach increased the depth of understanding and credibility of the systematic review.
[bookmark: _Toc240022038]3.9 Ethical Considerations
This research was conducted by secondary data that was derived from published academic literature, so it did not require seeking ethical approval for the collection of primary data. However, the study has been conducted in accordance with the principles of academic integrity and research ethics in the review process (Saunders et al., 2023).
The referencing and in-text citations of all the sources used in the review have been done to avoid plagiarism. Peer-reviewed and credible academic publications were included to ensure reliability of evidence. In addition, literature search, selection of studies, quality assessment and data analysis were objective and transparent to reduce the level of researcher bias. The review also complied with the PRISMA 2020 reporting guidelines (Page et al., 2021), promoting transparency and reproducibility in the systematic review process.
[bookmark: _Toc240022039]3.10 Chapter Summary
The chapter has introduced the methodological approach used for carrying out the systematic literature review of the role of sustainability in building brand equity of multinationals in the UK. The chapter explained the reasoning behind why the interpretivist philosophy was chosen, the inductive research method, the systematic literature review approach, the qualitative methodology and the time horizon and secondary data. It also explained the search strategy of literature, databases used, search strings, inclusion and exclusion criteria, the selection of the studies in accordance with the PRISMA 2020, quality assessment procedure, data extraction procedure and thematic analysis approach. Ethical issues concerning Academic Integrity and transparency were also addressed. In combination these methodological choices give the reader a solid and clear basis for the presentation and interpretation of the findings in the next chapter.


[bookmark: _Toc240022040]CHAPTER 4 RESULTS AND DISCUSSIONS
[bookmark: _Toc240022041]4.1 Introduction
This chapter outlines and analyzes the results of the systematic literature review of the link between sustainability practices, consumer perceptions and brand-related outcomes. The chapter is based on 11 studies (as a result of the systematic screening and selection process). The findings are presented by providing a structured synthesis of selected literature, taking into account the various sustainability practices, as well as the consumers' reactions and the effects that this has on the brand and its loyalty. The chapter starts with an overview of the study selection and characteristics of the studies included, followed by a quality appraisal of the studies carried out using an assessment that is informed by the CASP. The findings are then analysed thematically and used to look for patterns and relationships in the evidence base. Lastly, the results are presented and analyzed in terms of the research goals and the theoretical frameworks, and the influence of sustainability communication, credibility and consumer perceptions on the outcomes related to the brand is highlighted.
[bookmark: _Toc240022042]4.2 Study Selection: PRISMA Flow Chart
The procedure followed the PRISMA for a transparent and systematic identification, screening and inclusion of literature relevant to this study. The electronic databases used were Scopus and Web of science due to their wide scope of coverage of peer-reviewed work in sustainability, supply chain management and marketing and consumer behaviour. Overall, 310 records were found in the two databases; 170 were found in Scopus and 140 in Web of Science. After database search 52 duplicate records were eliminated, and 258 unique records were screened for title and abstract.
In the first screening round, 201 records were rejected due to irrelevance with respect to sustainability, brand equity, consumer outcomes or multinational companies in the UK, and not meeting the eligibility criteria in the study. This led to the retrieval of 57 articles for full text assessment. Another 46 studies were excluded at the full-text stage. The key issues were: lack of relevance to the research goals, lack of a UK context, lack of discussion of sustainability and brand-related outcomes and a lack of empirical or scholarly evidence. Thus, after applying the inclusion criteria, we retained 11 studies for our systematic literature review.
This final sample, then, accounts for about 3.5% of the total number of records that were initially identified, indicating a relatively selective screening process. All of the 11 studies included in this analysis were of a qualitative or quantitative nature, and some were experimental, case-study and purchase-panel studies, which allowed a more comprehensive synthesis of the practices of sustainability and their implications for brand equity. The selection process is summarised in Figure 3.X is a flow organized in the PRISMA structure.
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[bookmark: _Toc240022073]Figure 3 Study Selection: PRISMA Flow Chart
[bookmark: _Toc240022043]4.3 Study Characteristics
The 11 studies selected for the systematic literature review are methodologically and contextually quite diverse but all focus on sustainability, and the link between sustainability and consumer or brand outcomes. As indicated in the table 2, the majority of studies took place in the UK with two studies that included a specific UK component in an international study. Evidence is comprised of qualitative interviews and case studies, quantitative surveys conducted with consumers, experimental research, and consumer purchase-panel data. The main sustainability supply chain management (SSCM) focus varied from sustainable consumption, CSR and product longevity to sustainability communication, sustainable retail strategies and organisational sustainability. Overall, the studies show that sustainability can have an impact on consumer perception, consumer behaviour, brand positioning, brand loyalty and purchase intention, but it is not always a straightforward and automatic process and it is influenced by consumer awareness and credibility, price and perceived value.
[bookmark: _Toc240022067]Table 2 Characteristics of Included Studies
	Study
	Year
	UK Context
	Research Design / Evidence
	Main SSCM Focus
	Main Outcome

	Lundblad & Davies
	2016
	UK
	39 qualitative interviews
	Sustainable fashion consumption
	Sustainable values and brand choice

	Yu, Cao & Tan
	2019
	UK
	Survey; 137 consumers
	CSR and ethical consumption
	CSR awareness and purchase behaviour

	Gnanapragasam et al.
	2018
	UK
	National survey; n=2,207
	Longevity and reliability
	Consumer value and brand consideration

	Barker et al.
	2019
	UK
	Consumer survey
	Environmental purchasing
	Sustainability–behaviour relationship

	Akbari et al.
	2021
	UK
	Survey; 348 customers
	CSR practices
	Brand positioning and loyalty

	Zhang et al.
	2021
	UK
	Online survey; 128 responses
	Sustainable fast fashion
	Consumer sustainability attitudes

	Duckworth et al.
	2022
	UK
	Online experiments
	Sustainability labelling
	Product choice and willingness to pay

	Elg & Welinder
	2022
	UK component
	Qualitative case study
	Corporate/product/store sustainability
	Sustainable retail strategy

	Elg & Welinder
	2021
	UK component
	Interviews and documents
	Organisational sustainability
	Strategic sustainability perceptions

	Wang et al.
	2021
	UK component
	Cross-country survey
	Sustainable luxury
	Brand perception and purchase intention

	Miller et al.
	2023
	UK
	Purchase-panel data
	Sustainable retail brands
	Purchasing patterns and loyalty


The characteristics and evidence represented in this table are derived from the 11-study extraction table provided in the source material. 
[bookmark: _Toc240022044]4.4 Thematic Analysis
The thematic synthesis of the 11 included studies identified three interconnected themes explaining why sustainability initiatives differ in their ability to strengthen brand equity among multinational companies operating in the UK. Themes extend from the question of the existence of sustainability practices to what consumers do when they perceive, assess and react to them.
Theme 1: Credibility, Transparency and Sustainability Communication: There is evidence that the effectiveness of sustainability efforts is highly dependent on credible sustainability communication. The authors of Duckworth et al. (2022) show how clear information about sustainability can affect consumer product choice and Wang et al. (2021) suggest that UK consumers were moderately suspicious of the ‘trustworthiness of sustainability claims’. Likewise, Yu, Cao and Tan (2019) found that the awareness of CSR commitments by consumers was relatively low. Thus, sustainability will be more effective in building brand equity if it can give companies credible, transparent and understandable evidence, as opposed to general sustainability statements.
Theme 2: Consumer Values, Awareness and Perceptions: Consumer values and awareness represent another important determinant. Environmental consciousness, ethical values, quality and durability were found to influence sustainable fashion consumption by Lundblad and Davies (2016). As Barker et al. (2019) and Zhang, Zhang and Zhou (2021) show, however, it is not a simple matter of sustainability attitudes being directly translated into sustainable purchasing behaviour. This implies that brand associations and perceptions can be reinforced by sustainability, but that requires that consumers have the values, awareness and capacity to turn their attitude into action.
Theme 3 Perceived Value, Price and Brand-Related Benefits: The third theme is about the relationship between sustainability and the traditional value of the consumer. Gnanapragasam et al. (2018) highlight the importance of durability, reliability, quality and brand alongside sustainability considerations, while Wang et al. (2021) shows that sustainability interacts with broader consumption values. Miller et al. (2023) also questions the notion that sustainability by itself will produce “wow” loyalty. So sustainability works best when combined with product quality, value, brand positioning and the benefits given to the consumer, and not as a stand-alone source of brand equity.
[bookmark: _Toc240022045]Theme 1: Credibility, Transparency and Sustainability Communication
This theme reflects the impact of the credibility, transparency and communication of sustainability programs on strengthening the brand equity. In the 11-study evidence base, 9 studies offer relevant evidence, revealing that sustainability communication does not necessarily lead to improved consumer perceptions or brand results. The findings indicate that consumers are more receptive to statements of sustainability if they are transparent, believable, aligned and backed by visible organizational actions. On the other hand, if the awareness of the brand is low, there is scepticism, and competing commercial considerations, the benefits of sustainability for the brand can be undermined.
[bookmark: _Toc240022068]Table 3 Thematic Analysis – Credibility, Transparency and Sustainability Communication
	Theme
	Sub-theme
	Code
	Authors
	No. of Studies
	Publication Year
	Key Findings
	Methodology

	Credibility, Transparency and Sustainability Communication
	Sustainability credibility and authenticity
	Credible sustainability claims; authenticity; trust
	Lundblad & Davies; Yu, Cao & Tan; Wang et al.
	3
	2016, 2019, 2021
	Ethical values support sustainable consumption, but low CSR awareness and scepticism regarding genuine sustainability limit its impact.
	Qualitative interviews; survey; cross-country survey

	
	Sustainability information and consumer awareness
	Information clarity; awareness; communication
	Barker et al.; Duckworth et al.; Zhang et al.
	3
	2019, 2022, 2021
	Environmental information can influence consumer responses, although positive attitudes do not consistently translate into sustainable behaviour.
	Survey; experiments; online questionnaire

	
	Organisational consistency and strategic communication
	Integrated sustainability; stakeholder communication; organisational alignment
	Akbari et al.; Elg & Welinder (2021); Elg & Welinder (2022)
	3
	2021, 2021, 2022
	Sustainability communication is more effective when integrated with organisational strategy, brand positioning and stakeholder expectations.
	Questionnaire; qualitative case studies



Key Interpretations
First, credibility becomes a state that arises in addition to being a communication feature. Lundblad and Davies (2016) demonstrate that ethical and environmental values can impact sustainable consumption and Yu, Cao and Tan (2019) reveal that knowledge about CSR commitments is not high and has not been found to significantly influence purchasing behaviour. More seriously, Wang et al. (2021) discovered that UK customers were rather doubtful that sustainable luxury claims made by brands were sincere. These findings together suggest that the effects of communicating sustainability without the creation of authenticity are not necessarily profound on brand equity. 
Second, evidence shows that information is not enough to affect consumer reactions, it must be communicated. Duckworth et al. (2022) found that sustainability labels led to a greater number of products being considered, and Barker et al. (2019) and Zhang et al. (2021) emphasized the lack of connection between sustainability attitudes and behaviour. This implies that communications need to be meaningful enough to overcome behavioural and economic barriers. 
Third, effective communication is enhanced through organisational integration. Akbari et al. (2021) relate CSR to brand positioning and loyalty, and Elg and Welinder (2021, 2022) show that the interpretation of sustainability at the organizational level can lead to strategic inconsistencies. Thus, the effect on brand equity is more likely to be positive if the communication of sustainability is consistent with other organisational activities and authentic, than if it is only an advertisement.
[bookmark: _Toc240022046]Theme 2: Consumer Values, Awareness and Perceptions
This theme examines how consumer values, sustainability awareness and individual perceptions shape responses to sustainability initiatives and, consequently, brand-related outcomes. 8 out of the 11 studies included provide evidence that the impact of sustainability is not uniform on consumer. Environmental and ethical values can foster sustainable consumption but whether or not positive perceptions will lead to consumption patterns is determined by awareness, price, quality, durability and perceived authenticity. Therefore it can be concluded that, the evidence indicates that it is a link between sustainability practice and brand equity through consumer interpretation.
[bookmark: _Toc240022069]Table 4 Thematic Analysis – Consumer Values, Awareness and Perceptions
	Theme
	Sub-theme
	Code
	Authors
	No. of Studies
	Publication Year
	Key Findings
	Methodology

	Consumer Values, Awareness and Perceptions
	Environmental and ethical values
	Environmental consciousness; ethical values; responsible consumption
	Lundblad & Davies; Barker et al.
	2
	2016, 2019
	Environmental and ethical values encouraged sustainable consumption, but attitudes did not consistently produce sustainable purchasing.
	Qualitative interviews; survey

	Consumer Values, Awareness and Perceptions
	Sustainability awareness
	CSR awareness; sustainability knowledge; consumer awareness
	Yu, Cao & Tan; Duckworth et al.
	2
	2019, 2022
	Awareness and sustainability information influenced consumer responses, although awareness alone did not guarantee behavioural change.
	Survey; experiments

	Consumer Values, Awareness and Perceptions
	Functional and economic perceptions
	Quality; durability; reliability; price
	Gnanapragasam et al.; Zhang et al.
	2
	2018, 2021
	Consumers evaluated sustainability alongside practical and economic considerations, particularly quality, durability, income and price.
	National survey; online questionnaire

	Consumer Values, Awareness and Perceptions
	Perceived authenticity and value
	Genuine sustainability; consumer values; brand perception
	Wang et al.; Miller et al.
	2
	2021, 2023
	Perceived authenticity affected sustainable brand acceptance, while sustainability did not automatically generate stronger loyalty.
	Cross-country survey; purchase-panel data


Key Interpretations
Consumer values serve as an important basis for sustainability-related perceptions of the brand; first. Lundblad and Davies (2016) show the importance of environmental consciousness and ethical values as motivations for sustainable fashion consumption, and Barker et al. (2019) found a disconnect between environmentally motivated ideals and purchasing. This suggests that positive sustainability values are not enough to ensure behaviour change.
Second, all attention needs to be transformed into meaningful consumer assessment. Relatively low awareness of CSR commitments was identified by Yu, Cao and Tan (2019), while Duckworth et al. (2022) showed that product labelling with sustainability information may expand product selection. But research shows that the influence of information happens only when consumers are able to comprehend and process it when making buying decisions.
Third, there are alternative perceptions of value that compete with sustainability. Gnanapragasam et al., (2018) highlight the importance of durability, reliability and brand, while Zhang et al., (2021) mention price and income. Wang et al. (2021) also reveals the authenticity scrutiny in the UK by consumers towards sustainable luxury and Miller et al. (2023) questions whether sustainability can build loyalty. Therefore, consumer perception cannot be taken for granted as a basis for building brand equity for sustainability.
[bookmark: _Toc240022047]Theme 3: Perceived Value, Price and Brand-Related Benefits
The theme explores how sustainability contributes to brand equity when compared to price, quality, durability, functional value and known brand benefits. 6 of 11 studies included in the analysis suggest sustainability is not considered separately. Consumers seem to weigh environmental and social values against economic and functional values. Thus, sustainability can contribute to brand equity only when it can add a credible value, and this impact can be smaller if purchasing habits or price is the most decisive criterion for consumers.
[bookmark: _Toc240022070]Table 5 Thematic Analysis – Perceived Value, Price and Brand-Related Benefits
	Theme
	Sub-theme
	Code
	Authors
	No. of Studies
	Publication Year
	Key Findings
	Methodology

	Perceived Value, Price and Brand-Related Benefits
	Functional value and product quality
	Quality; durability; reliability; functional benefits
	Gnanapragasam et al.; Zhang et al.
	2
	2018, 2021
	Consumers considered sustainability alongside product quality, durability, reliability and other functional benefits. Sustainability was more influential when associated with tangible product value.
	National survey; online questionnaire

	Perceived Value, Price and Brand-Related Benefits
	Price and economic value
	Price sensitivity; income; willingness to pay; cost
	Duckworth et al.; Zhang et al.
	2
	2021, 2022
	Price and economic considerations constrained consumers’ responses to sustainability. Sustainability information increased product selection, but willingness to pay did not increase substantially.
	Experiment; online questionnaire

	Perceived Value, Price and Brand-Related Benefits
	Brand positioning and loyalty
	Brand differentiation; brand positioning; loyalty
	Akbari et al.; Miller et al.
	2
	2021, 2023
	Sustainability and CSR can strengthen brand positioning and perceived differentiation, but sustainable positioning does not automatically result in stronger customer loyalty.
	Survey; purchase-panel data



Key Interpretations
Functional value is still key to the sustainability-related brand equity. Gnanapragasam et al. (2018) illustrate that, apart from brand, UK consumers also care about product durability and reliability, while Zhang et al. (2021) highlight that demographic and price characteristics influence attitudes towards sustainable fashion. This means that when sustainability is linked with product benefits it is more convincing than when it is just an ethical characteristic.
Second, economic value can limit the effectiveness of sustainability programs. Duckworth et al. (2022) discovered that the sustainability labels raised the selection of products, but the willingness-to-pay results were relatively small. This implies that consumers might want some level of sustainability without making significant economic compromises. Thus, the relationship between sustainability investment and cost competitiveness and value perception are important factors for multinational companies.
Third, Sustainability can add value to brand equity by positioning, but this does not guarantee brand loyalty. Akbari et al. (2021) associate CSR with brand positioning and loyalty, while Wang et al. (2021) show UK consumers to be critical of claims of sustainability for luxury brands. Miller et al. (2023) also questions the notion that sustainable brands will always lead to outstanding loyalty. In general, sustainability works best in combination with qality, credible value and meaningful brand differentiation to enhance brand equity.
[bookmark: _Toc240022048]4.5 Key Findings
The systematic literature review resulted in four main findings related to sustainability in the context of the role it has in building brand equity among multinational companies.
First, multinational firms practice sustainability in various ways both through their organisation and their products and markets. Important approaches identified were CSR, sustainable sourcing, product longevity, environmental labelling and sustainable operations. The evidence indicates that sustainability is not just a marketing communication strategy, but is integrated in the company's and supply-chain activities.
Second, there is a generally positive but weak and inconsistent link between sustainability and brand equity. While CSR can enhance brand positioning, associations and loyalty, positive sustainability perceptions do not necessarily lead to actual purchasing. This shows that there is a sustainability–behaviour gap in which consumers could be supportive of sustainable practices but not change their consumption decision.
Third, credibility, values and perceived values of consumers are of great importance for sustainability. Consumer reactions are different in various cultural and market settings and traditional factors like price, quality, durability and usability are still important when buying. This is more likely to enhance the brand value of the brand when it supports (rather than supplants) these existing sources of brand value.
Thirdly, there are gaps in the literature. The attitudes and purchase intent are more typically used as a basis for research, rather than longitudinal evidence of actual purchasing behaviour and changes in brand equity. Research is also focused in areas like fashion and retail, where the integration of organisational sustainability practices and brand outcomes in the consumer-level is limited. Future studies thus should investigate the role of sustainability in brand equity at a longer time scale, using longitudinal studies, mixed-method approaches and cross-cultural studies.


[bookmark: _Toc240022049]CHAPTER 5: DISCUSSION
[bookmark: _Toc240022050]5.1 Introduction
The results of the systematic literature review are discussed with respect to the four research objectives in this chapter. The study results point to the fact that sustainability can be a part of the brand equity of the multinational company; however, its effect is not automatic and is not uniform for all consumers and markets. Instead, the value provided by sustainability is built on how sustainability is integrated into organisations' operations, its perceived credibility, and the value it adds for consumers. Therefore sustainability is taken as a strategic aspect of the brand development and not as a communication or promotional activity.
[bookmark: _Toc240022051]Objective 1: Sustainability Practices Adopted by Multinational Companies
The first was an analysis of which sustainability practices are adopted by the multinational companies. Based on the literature reviewed, important approaches are corporate social responsibility (CSR), sustainable sourcing and consumption, product longevity, environmental labelling, sustainable fashion and integration of sustainability in corporate, product and retail operations. The results point to a growing multi-dimensionality of sustainability that goes beyond stand-alone environmental efforts.
Lundblad and Davies (2016) have shown that consumers' environmental and ethical values are closely related to sustainable consumption. Likewise, Gnanapragasam et al. (2018) point to the importance of durability and durability, as consumers might think that products that are sustainable would offer long-term functional benefits. This is especially important in terms of brand equity, as the durability of a product could help achieve its environmental goals and also feed into its quality and reliability image. So when sustainability is directly evident in the product experience, it has the potential to strengthen existing brand perceptions.
These results are also reinforced by Elg and Welinder (2021, 2022) who showed that sustainability can be applied at a corporate level, as well as product and retail-store levels. This implies that companies engaged in various activities have to embed sustainability into their processes, and not see it as a function of marketing. Applied to the sourcing, responsible production, store operations and product design, a sustainable proposition can be more credible.
But the evidence also suggests that simply making the decision to be “sustainable” is not enough. But if sustainability is viewed as a separate entity from a company's products and operations, consumers can feel it's more of a gesture than a commitment. So, multi-nationals must prove sustainability by making it visible in their organization and by offering real benefits to the customers. This is especially critical for multinational companies, as non-standardized practices may have a negative impact on the perceived authenticity, and on the potential importance of sustainability for brand equity.
[bookmark: _Toc240022052]Objective 2: Relationship Between Sustainability and Brand Equity
The second goal explored the sustainability-brand equity link. The overall evidence reviewed shows a positive but relatively weak and inconsistent relationship. It is significant for a couple of reasons, including the fact that it goes against the notion that sustainability is synonymous with ‘better brands.
Akbari et al. (2021) present evidence that CSR can lead to positioning and customer loyalty. This reinforces the case for responsible corporate conduct as a way of enhancing positive brand perceptions and establishing a position of differentiation in challenging markets. When consumers are aware and appreciative of the company's responsible behavior, sustainability can then help to build brand equity in terms of brand image, brand associations, and brand loyalty.
The results also highlight a key sustainability–behaviour gap. Yu et al. (2019) revealed that pro-social priorities were related to pro-social consumption, whereas CSR awareness was not significantly related to purchase behaviour. This is especially significant. Consumers can have positive attitudes towards sustainable companies without altering their purchasing decisions. If there is such a gap, it indicates that awareness and positive perceptions are not enough to be considered as evidence of greater brand equity.
Part of the reason for the inconsistencies is because of the competing factors in consumer decision making. In certain situations, sustainability might not be the most important factor in purchasing and could be overshadowed by other factors, including price, quality, convenience and functionality/familiarity. Thus, sustainability is more likely to enhance the value of the existing brand if it supports these than if it replaces them. A multinational brand with sustainable products has to therefore prove that sustainability is not an unacceptable compromise in performance, affordability, and convenience.
The results thus indicate that sustainability must be considered as a source of competitive advantage, not as a key measure of brand equity. Whether the sustainability initiative is credible, relevant and valuable to the consumer is critical to its effectiveness.
[bookmark: _Toc240022053]Objective 3: Factors Influencing Sustainability Effectiveness
The third goal investigated what factors determine the success of sustainability programs. There are three issue areas that stand out in the literature, which are interconnected: credibility, consumer values and perceived value.
Consumer values come into particular significance. The study by Wang et al. (2021) on the acceptance of sustainable luxury consumption of 677 luxury consumers in China and the UK identified consumption values as a significant factor and differences between the two national groups served as proof of cultural context of consumer reactions. This discovery has implications for multinational companies. Building a sustainability strategy on a set of assumptions about how all consumers would act could end up being unsuccessful, since there are differences in value for environment, society and consumption across markets.
Lundblad and Davies (2016) also demonstrate that "environmental and ethical values have an impact on sustainable consumption. However, values alone do not necessarily result in purchasing behaviour. While consumers may be able to buy into sustainability on an intellectual level, they often make their buying decisions based on price, quality or functional performance. This brings to the fore the need for perceived value in driving positive sustainability perceptions to consumer action.
Duckworth et al. (2022) also suggest that sustainability information may have an impact on product selection. But information is only likely to be effective if the consumer considers it trustworthy and meaningful. This is a reminder of the need for credibility. Claims with poor substance or that are exaggerated or not linked to actual organisational practices will have a low impact and can even damage consumer confidence.
The results therefore indicate that multinationals should be open and honest in their communication about sustainability and that their sustainability claims should be backed by their actual business practices. This is especially relevant for the brand equity, since consumers' perception of sustainability-related brand associations can be affected by their trust and authenticity. Sustainability is best realised when actions, communication and consumer expectations are aligned to the organisation.
[bookmark: _Toc240022054]5.5 Objective 4: Research Gaps and Future Directions
The fourth objective found significant gaps in the literature. The first is that, in a considerable proportion of the studies, the focus is on consumer attitudes, perceptions and purchase intentions instead of measuring purchase behaviour and changes in brand equity over time. This restricts the knowledge of whether sustainability leads to long-lasting gains in brand awareness, perceived quality, brand associations and brand loyalty.
Secondly, the literature is focused in specific areas, particularly fashion, food, hospitality and retail. Although these sectors provide valuable insights, such concentration limits the generalisability of existing conclusions to other multinational industries. Sustainability could work differently in sectors where consumers interact less with the environmental or social attributes.
Thirdly, organisational sustainability practices are not well integrated with the outcomes for consumers. Previous studies tend to focus on corporate sustainability practices or on customer behavior, but not on the link between the two. There needs to be more research therefore on how specific organizational practices relate to measurable changes in brand equity.
This would be beneficial when analysed longitudinally as brand equity builds up over time and may not immediately reflect on sustainability efforts. Mixed-method research may also integrate the quantitative analyses of brand equity and purchasing with qualitative aspects of consumer perceptions. Cross-cultural comparative research would also facilitate multinational companies to take cognizance of the differences in the sustainability strategies to be adopted in various markets.
[bookmark: _Toc240022055]5.6 Overall Discussion
The overall results show that sustainability could play a role in building brand equity, however, these results are contingent on the context and perception of how sustainability is introduced. Sustainability seems most useful if it becomes integral to a company's business, is part of product design and supply chain operations and yields concrete gains like durability, quality, reliability, and responsible consumption. These practices need to be supported by consumer values, perceived value and credibility, which will determine whether they are associated with positive brand outcomes.
The evidence thus contradicts the notion that sustainability is a ‘no-brainer' value chain for competitive advantage. Rather, sustainability must be seen as a part of the brand value proposition, in addition to and alongside other brand value drivers: Quality, price, functionality and trust. The strategic challenge for the multinationals is, therefore, not only to become more sustainable, but also to make sustainability credible, relevant and valuable to consumers in various markets.

[bookmark: _Toc240022056]CHAPTER 6: CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc240022057]6.1 Conclusion
This study examined the role of sustainability in building brand equity among multinational companies operating in the United Kingdom through a systematic literature review of 11 selected studies. In summary, the study suggests that sustainability can help to improve brand equity, but it will do so if the effort is undertaken with a proper strategy rather than the usual one. Sustainability must therefore not be seen as the direct route for brands to be more loyal or drive purchase behaviour. Rather, its value lies in the interpretation, communication and implementation of sustainability within the broader economic and brand context related to consumers.
The review shows that sustainability is now becoming increasingly linked to how consumers are assessing corporate responsibility, product value and brand legitimacy. But there is evidence which also suggests that a company's competitive advantage does not automatically result from its sustainability efforts. The conventional factors like quality, durability, price, reliability, functional value are still important to consumers, as well as environmental and social issues. In turn, multi-national companies are not likely to generate significant brand equity benefits from sustainability when responsible practices are not tied to the value proposition.
A key finding is that credibility is a critical prerequisite for turning sustainability activity into brand value. Sustainability can gain consumers' acceptance, although doubts, lack of awareness and questions about corporate claims can reduce the relationship. Sustainability has to be communicated not just in promotional messaging, but by consistent organisational behaviour. This study therefore sees sustainability as a legitimization and trust building process – not just another branding tool.
The review further finds the connection between sustainability and the brand equity is multi dimensional. Sustainability can play a part in brand positioning, consumer perceptions and brand loyalty, but this is determined by consumer values, awareness and the perceived authenticity and economic considerations. That is why some sustainability strategies may yield different consumer reactions, even when they are seemingly alike. More significantly, the research questions the notion that there is a one-to-one relationship between the rollout of a ‘green' brand and greater customer loyalty.
Overall the study confirms its question of research as the use of responsible consumption, CSR, sustainable products, sustainability communication, organization, and retail practices are common practices in most multinationals in the UK. These activities can help build brand equity if they occur in a credible manner, are well integrated and have significant consumer value. The main finding is that sustainability should not be a marketing tactic, but integrated into the brand offer and business model.
[bookmark: _Toc240022058]6.2 Recommendations
Based on the overall synthesis, several recommendations can be made for multinational companies operating in the UK.
The first thing to do is to give great importance to credible and transparent sustainability communication. Any claims made for a product's sustainability should be well substantiated and expressed in terms of which the consumer can understand. This can help lower doubts and build trust in the brand.
Second, companies should embed sustainability into the design of their products, along with quality, durability, reliability and value. Sustainability should be an addition to the consumer brand assessment criteria. If something is sustainable, but seen as being too costly, or not of good quality, or too impractical, it will be harder to build more brand equity.
Third, there should be consistency across the organisation between business as usual and sustainability commitments. Sustainability should be a part of product development, sourcing, operations, retail activities and corporate decision-making. Consistency can help reinforce a brand's authenticity and help ease the disconnect between businesses' promises and consumers' expectations.
Fourthly, companies should be aware that consumers are not a single unit. Differences in consumers' awareness, values, economic situation and expectations should be taken into account in sustainability strategies. Communication within a segment might therefore be more effective than a standardised sustainability message.
Last but not least, multinational corporations need to not see sustainability as just a way to create a quick loyalty building. Rather, sustainability should be considered as something that will be invested in the long term for brand legitimacy, differentiation and consumer relationships.
[bookmark: _Toc240022059]6.3 Future Research
Future research should address several limitations within the existing evidence base. Further empirical studies are needed to substantiate the causal linkage between sustainability efforts and brand equity. The current body of evidence and opinion tends to focus on consumer perceptions or attitudes, and further research over time is important to establish whether sustainability results in enduring impacts on brand loyalty and consumer buying habits.
Secondly, future studies and analysis ought to explore variations among industries and multinational companies. The evidence is taken from fashion, retail, food, hospitality and luxury settings; however, while sustainability can mean different things and have different impacts in different sectors. Comparative research may thus set whether the relationship found in this review applies to the specific industry or can be more widely generalized.
Thirdly, further studies should explore the role of digital sustainability communication and social media, including consumer reactions to sustainability claims, evidence and possible greenwashing in these digital contexts. This is becoming more important in the way MNCs build and market their brand.
Lastly, a more intense study of the link between consumer attitudes and actual behaviors is recommended in future studies. Available evidence suggests that having positive sustainability perceptions does not always equal sustainable purchasing. Long-term consumer-panel studies might give better proof of the sustainability's influence on behaviour over time.
[bookmark: _Toc240022060]6.4 Study Limitations
There are several limitations to this study which must be noted. First, the conclusions are based on 11 studies in the systematic review, which means that the results are only based on available evidence and do not represent the total pool of research on sustainability and brand equity. The final evidence base is relatively small also, which restricts the validity of these generalisations.
Second, methodological diversity is an important limitation. Qualitative interviews, surveys, experiments, case studies and purchase-panel evidence are used in the included studies. This variety of information gives a wider picture, but direct comparison is difficult due to variations in the design of the research, the methods of measurement and the contexts in which they were applied.
Thirdly, the review is limited to the UK context and multinational companies, so that transferability is restricted to smaller companies, and domestic businesses and other geographical markets. Expectations of consumers regarding sustainability can vary significantly from country to country and culture to culture.
Last, the study is based on the existing evidence and thus cannot draw new causal links. The conclusions are thus not empirical evidence but rather a critical synthesis of the evidence. In spite of these restrictions, the review offers a structured knowledge of the circumstances that enable sustainability to build brand equity, and pinpoints clear directions for future empirical research.
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	No.
	Author(s) & Year
	Study / Context
	Country
	Methodology / Sample
	Sustainability Focus
	Brand/Equity Outcome
	Key Findings
	Theme

	1
	Lundblad & Davies (2016)
	The values and motivations behind sustainable fashion consumption
	UK
	Qualitative; 39 in-depth interviews with frequent sustainable clothing consumers
	Ethical consumption, sustainable fashion, environmental and social values
	Brand choice, sustainable consumption and consumer perceptions
	Sustainable fashion consumption was driven by environmental consciousness, ethical values, quality, durability and personal fulfilment. The study demonstrates that sustainability-related values can influence consumers' relationships with sustainable fashion offerings.
	Sustainable consumption and brand values

	2
	Yu, Cao & Tan (2018/2019)
	CSR-consumption paradox: examination of UK apparel companies
	UK
	Quantitative survey; 137 valid Birmingham consumers; 21 popular apparel companies
	CSR, social responsibility, ethical consumption
	Consumer perception, purchase behaviour and brand-related CSR awareness
	Pro-social priority was significantly associated with pro-social consumption, but awareness of companies' CSR commitments was not significantly associated with actual purchase behaviour. Awareness of CSR commitments among consumers was generally low.
	CSR, awareness and consumer behaviour

	3
	Gnanapragasam et al. (2018)
	Consumer perspectives on longevity and reliability: a national study of purchasing factors across eighteen product categories
	UK
	UK national consumer survey; n = 2,207
	Product longevity, reliability and sustainable consumption
	Brand importance alongside price, quality and durability
	UK consumers considered longevity and reliability important purchasing factors. Brand was also one of the factors considered when choosing durable products, demonstrating that sustainability-related product characteristics interact with established brand and functional considerations.
	Sustainability and consumer value

	4
	Barker et al. (2019)
	Food Purchasing Decisions and Environmental Ideology: An Exploratory Survey of UK Shoppers
	UK
	Empirical survey of UK shoppers
	Environmental responsibility, ethical food purchasing, sustainable consumption
	Consumer purchasing decisions and perceptions of sustainable products
	Environmental ideology and sustainability concerns influenced consumers' approaches to food purchasing, although environmental attitudes did not automatically translate into consistently sustainable purchasing behaviour.
	Sustainability–behaviour gap

	5
	Akbari et al. (2020/2021)
	How corporate social responsibility contributes to strengthening brand loyalty, hotel positioning and intention to revisit?
	UK
	Quantitative questionnaire; 348 UK hotel customers
	Corporate social responsibility
	Brand positioning, brand loyalty and revisit intention
	Perceived CSR had a significant direct relationship with hotel brand positioning. CSR also influenced intention to revisit indirectly through customer identification and loyalty, demonstrating how responsible practices can contribute to brand-related outcomes.
	CSR and brand loyalty

	6
	Zhang, Zhang & Zhou (2021)
	Consumer Attitude towards Sustainability of Fast Fashion Products in the UK
	UK
	Online questionnaire; 128 valid UK responses
	Sustainable fast fashion, environmental and social responsibility
	Consumer attitudes towards sustainable fashion brands/products
	Consumers' attitudes towards sustainable fashion were influenced by cognitive, behavioural and affective factors. Price, income, age and other characteristics affected sustainability-related attitudes, highlighting the complexity of translating sustainability awareness into consumer behaviour.
	Sustainable fashion and consumer attitudes

	7
	Duckworth et al. (2022)
	Do front-of-pack ‘green labels’ increase sustainable food choice and willingness-to-pay in U.K. consumers?
	UK
	Pre-registered online experiments; multiple samples including 140, 735, 149 and 931 UK participants
	Sustainability labelling, environmental information
	Consumer choice, willingness to pay and sustainable product preference
	Sustainability labels substantially increased selection of labelled products, although willingness-to-pay increases were relatively modest. Sustainability information therefore influenced consumer responses, particularly when claims related to sustainable or local sourcing.
	Sustainability communication and consumer response

	8
	Elg & Welinder (2022)
	Sustainability and retail marketing: Corporate, product and store perspectives
	UK component
	Qualitative case study of IKEA, including UK, Sweden and Germany
	Corporate, product and store sustainability
	Sustainable retail strategy and brand/business positioning
	Sustainability activities were found to involve complementary but sometimes contradictory corporate, product and store perspectives. The UK case illustrates the importance of integrating sustainability into organisational goals, stakeholder relationships and retail operations.
	Sustainable business strategy

	9
	Elg & Welinder (2021)
	Competing corporate sustainability perceptions in a global retail organization
	UK component
	Qualitative case study; interviews and documents involving IKEA managers
	Corporate sustainability, stakeholder expectations
	Corporate sustainability strategy and organisational positioning
	Managers held different views regarding the priority and meaning of sustainability. The study demonstrates that global retailers must balance sustainability objectives with commercial and organisational considerations.
	Organisational sustainability

	10
	Wang et al. (2021)
	The impact of value perceptions on purchase intention of sustainable luxury brands in China and the UK
	UK component
	Cross-country consumer survey comparing China and UK
	Sustainable luxury, environmental/social value
	Sustainable luxury brand perception and purchase intention
	UK consumers were more critical of whether luxury brands were genuinely sustainable. Sustainability perceptions interacted with consumption values and influenced consumers' acceptance of sustainable luxury offerings.
	Sustainable luxury and brand perception

	11
	Miller et al./UK retail evidence (2023)
	Myths and Realities of Retail Shopper Behaviour towards ‘Sustainable’ Brands
	UK
	Actual purchase panel data; 22 continuous datasets across five UK product categories
	Sustainable retail brands and sustainable marketing
	Brand penetration, purchasing frequency and loyalty
	Sustainable brands did not demonstrate unusually high loyalty. Their purchasing patterns broadly followed established market-share and buying-behaviour patterns, challenging the assumption that sustainability automatically creates exceptional brand loyalty.
	Sustainability and brand loyalty
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	No.
	Author(s)
	Clear Aim
	Appropriate Methodology
	Appropriate Research Design
	Adequate Sample/Recruitment
	Rigorous Data Collection
	Rigorous Data Analysis
	Clear Findings
	Valuable Contribution
	Overall Quality

	1
	Lundblad & Davies (2016)
	✓
	✓
	✓
	✓
	✓
	✓
	✓
	✓
	High

	2
	Yu, Cao & Tan (2019)
	✓
	✓
	✓
	?
	✓
	✓
	✓
	✓
	Moderate

	3
	Gnanapragasam et al. (2018)
	✓
	✓
	✓
	✓
	✓
	✓
	✓
	✓
	High

	4
	Barker et al. (2019)
	✓
	✓
	✓
	?
	✓
	?
	✓
	✓
	Moderate

	5
	Akbari et al. (2021)
	✓
	✓
	✓
	✓
	✓
	✓
	✓
	✓
	High

	6
	Zhang, Zhang & Zhou (2021)
	✓
	✓
	✓
	?
	✓
	✓
	✓
	✓
	Moderate

	7
	Duckworth et al. (2022)
	✓
	✓
	✓
	✓
	✓
	✓
	✓
	✓
	High

	8
	Elg & Welinder (2022)
	✓
	✓
	✓
	✓
	✓
	✓
	✓
	✓
	High

	9
	Elg & Welinder (2021)
	✓
	✓
	✓
	✓
	✓
	✓
	✓
	✓
	High

	10
	Wang et al. (2021)
	✓
	✓
	✓
	✓
	✓
	✓
	✓
	✓
	High

	11
	Miller et al. (2023)
	✓
	✓
	✓
	?
	✓
	?
	✓
	✓
	Moderate



	Quality Rating
	Number of Studies
	Percentage

	High Quality
	7
	63.6%

	Moderate Quality
	4
	36.4%

	Low Quality
	0
	0%

	Total
	11
	100%



	CASP Criteria
	Assessment

	Was there a clear statement of the aims of the research?
	✓ / ✗ / ?

	Is a qualitative methodology appropriate?
	✓ / ✗ / ?

	Was the research design appropriate to address the aims?
	✓ / ✗ / ?

	Was the recruitment strategy appropriate?
	✓ / ✗ / ?

	Was the data collected in a way that addressed the research issue?
	✓ / ✗ / ?

	Has the relationship between researcher and participants been adequately considered?
	✓ / ✗ / ?

	Have ethical issues been taken into consideration?
	✓ / ✗ / ?

	Was the data analysis sufficiently rigorous?
	✓ / ✗ / ?

	Is there a clear statement of findings?
	✓ / ✗ / ?

	How valuable is the research?
	✓ / ✗ / ?
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ETHICS FORM – UNDERGRADUATE AND TAUGHT POSTGRADUATE COURSES ONLY



APPLICATION FOR ETHICAL APPROVAL



In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. 



The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.



The individual undertaking the research activity is known as the “principal researcher”.



This form must be completed and approved prior to undertaking any research activity. 



SECTION A: About You (Principal Researcher)

		1

		Full Name:

		Syed Mujtaba Ali Bukhari



		2

		Student Number:

		2434997



		3

		Email address:

		2434997@student.uwtsd.ac.uk 



		4

		Programme of Study:

		MBA International Business



		5

		Supervisor:

		Faizu Edu







SECTION B:  Internal and External Ethical Guidance Materials

		

		Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.



		1

		UWTSD Research Ethics & Integrity Code of Practice

		☒

		2

		UWTSD Research Data Management Policy

		☒



		3

		

		☐



		4

		

		☐







SECTION C: Details of Research Activity

		1

		Indicative title:

		Role of Sustainability in Building Brand Equity: Evidence from Multinational Companies in the UK



		2

		Proposed start date:

		

		Proposed end date:

		



		

		Introduction to the Research (maximum 300 words in each section)

Ensure that you write for a Non-Specialist Audience when outlining your response to the three points below:

· Purpose of Research Activity

· Proposed Research Question

· Aims of Research Activity

· Objectives of Research Activity

Demonstrate, briefly, how Existing Research has informed the proposed activity and explain

· What the research activity will add to the body of knowledge 

· How it addresses an area of importance. 



		3

		Purpose of Research Activity

The purpose of this research is to examine the role of sustainability in building brand equity among multinational companies (MNCs) operating in the United Kingdom. Sustainability has become an essential strategic priority for organisations due to increasing environmental concerns, stakeholder expectations, and changing consumer preferences. Many multinational companies are integrating environmental, social, and governance (ESG) practices into their business strategies to improve their reputation, strengthen customer relationships, and achieve long-term competitive advantage. Despite the growing importance of sustainability, there remains limited consensus regarding how sustainability initiatives influence brand equity, particularly within the UK multinational business context. 

This research will adopt a Systematic Literature Review (SLR) methodology to critically analyse published academic literature from leading databases such as Scopus, Web of Science, ScienceDirect, Emerald Insight, and Google Scholar. The review will follow the PRISMA 2020 guidelines to ensure transparency and methodological rigour while using thematic analysis to identify recurring themes and relationships between sustainability and brand equity. 

The study seeks to understand how sustainability practices influence consumer perceptions, brand awareness, perceived quality, brand loyalty, and overall brand value. It also aims to identify the sustainability strategies that multinational companies use to strengthen their competitive position in the UK market. By synthesising existing empirical evidence, the research will provide practical recommendations for business managers seeking to integrate sustainability into branding strategies while enhancing customer trust and long-term organisational performance. Furthermore, the study will contribute to academic knowledge by addressing gaps in the current literature regarding the relationship between sustainability and brand equity in multinational organisations operating within the United Kingdom.







(this box should expand as you type)



		4

		Research Question



· How do sustainability practices influence brand equity in multinational companies operating in the UK? 

· What sustainability initiatives are commonly adopted by multinational companies? 

· How do consumers perceive sustainability when evaluating multinational brands? 

· What sustainability strategies strengthen brand equity and customer loyalty?



(this box should expand as you type)



		5

		Aims of Research Activity

Number your aims and link them to your objectives

· To investigate the role of sustainability in building brand equity among multinational companies operating in the United Kingdom. 

· To examine how sustainability practices influence consumer perceptions and brand value. 

· To identify strategies that organisations can use to strengthen brand equity through sustainability initiatives.



(this box should expand as you type)



		6

		Objectives of Research Activity



· To examine sustainability practices adopted by multinational companies in the UK. 

· To evaluate the relationship between sustainability initiatives and brand equity. 

· To investigate consumers' perceptions of sustainability and their influence on brand loyalty and purchase intentions. 

· To recommend sustainability strategies that enhance brand equity and long-term competitive advantage.



(this box should expand as you type)



		

		Proposed data collection methods (maximum 600 words)

Provide a brief summary of all the methods that may be used in the research activity to collect data, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here but should instead describe how you intend to collect the data necessary for you to complete your project.



		7

		This should describe how you intend to collect data. It should not include a discussion of the theoretical basis for your data collection methods. Please note, that if you intend to collect any audio/video recordings of interviews with participants then these will be classified as Personal Data under GDPR/DPA2018. If you intend to use these then note this in section H.



This research will adopt a Systematic Literature Review (SLR) methodology and will therefore rely exclusively on secondary data. No primary data will be collected from human participants, and no interviews, surveys, focus groups, observations, or experiments will be undertaken. The study will collect and analyse existing published literature to investigate the role of sustainability in building brand equity among multinational companies operating in the United Kingdom. 

The data collection process will involve a structured and transparent search of recognised academic databases, including Scopus, Web of Science, ScienceDirect, Emerald Insight, and Google Scholar. These databases have been selected because they provide access to high-quality, peer-reviewed research relevant to sustainability, corporate social responsibility (CSR), environmental, social and governance (ESG) practices, brand equity, consumer behaviour, and multinational companies. 

A predefined search strategy will be used to identify relevant studies. Boolean operators such as AND and OR will combine keywords including sustainability, brand equity, corporate sustainability, ESG, consumer perception, multinational companies, and United Kingdom. The search will primarily focus on studies published between 2015 and 2025 to ensure that the review reflects recent developments in sustainability and branding research. 

Clear inclusion and exclusion criteria will be applied during the screening process. Only peer-reviewed journal articles published in English that examine sustainability practices, ESG initiatives, corporate social responsibility, or their relationship with brand equity will be included. Studies involving multinational companies or providing evidence relevant to international business will be prioritised. Conference papers, dissertations, books, opinion articles, non-English publications, and studies lacking empirical evidence will be excluded to maintain methodological consistency and quality. 

The selection of studies will follow the PRISMA 2020 guidelines to ensure a transparent and systematic review process. Relevant articles will be screened by reviewing their titles, abstracts, and full texts before inclusion. Data extracted from the selected studies will include information on research objectives, methodology, sustainability practices, measures of brand equity, consumer perceptions, key findings, and recommendations. 

Following data collection, the extracted information will be analysed using thematic analysis. This approach will identify recurring themes, patterns, and relationships across the literature to develop a comprehensive understanding of how sustainability contributes to brand equity in multinational companies operating within the UK. Since all information will be obtained from publicly available academic sources, the research will not involve personal data or confidential information. Consequently, the study presents minimal ethical risk, while maintaining academic integrity through accurate referencing, appropriate citation, and compliance with copyright requirements.





(this box should expand as you type)







SECTION D: Scope of Research Activity



If you have ticked NO to every question then the research activity is (ethically) low risk and you may skip section E and continue to section F.



If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 



SECTION E: Intended Participants

		

		Who are the intended participants:

		

YES

		

NO



		1

		Students or staff at the University?

		☐

		☒



		2

		Adults (over the age of 18 and competent to give consent)?

		☐

		☒



		3

		Vulnerable adults?

		☐

		☒



		4

		Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)

		☐

		☒



		5

		Prisoners?

		☐

		☒



		6

		Young offenders?

		☐

		☒



		7

		Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?

		☐

		☒



		8

		People engaged in illegal activities?

		☐

		☒



		9

		Others. Please indicate the participants below, and specifically any group who may be unable to give consent.



		☐

		☒



		

		Details of any other participant groups:

Complete this only if your participants cannot give consent. This includes animals



(this box should expand as you type)

		

		







		

		Participant numbers and source

Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 



		10

		How many participants are expected?



		Ballpark figures are fine but make sure that you explain how you will identify and contact your participants.



No human participants are expected in this study. The research will not involve surveys, interviews, focus groups, or observations. Instead, data will be collected from published peer-reviewed journal articles and other relevant academic literature identified through a systematic literature review. Approximately 30–50 high-quality studies are expected to be included following the application of predefined inclusion and exclusion criteria and the PRISMA 2020 screening process.



(this box should expand as you type)



		11

		Who will the participants be?



		

Not applicable. This research does not involve human participants. The units of analysis will consist of peer-reviewed academic journal articles and published secondary sources examining sustainability, brand equity, environmental, social and governance (ESG) practices, and multinational companies operating in the United Kingdom.



(this box should expand as you type)



		12

		How will you identify the participants?

		

Not applicable. As this study uses only secondary data, no participants will be identified or recruited. Relevant literature will be identified through systematic searches of academic databases, including Scopus, Web of Science, ScienceDirect, Emerald Insight, and Google Scholar. Studies will be selected using predefined inclusion and exclusion criteria and screened according to the PRISMA 2020 guidelines to ensure methodological transparency and quality.



(this box should expand as you type)









		

		Information for participants:

		

YES

		NO

		

N/A



		13

		Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?

		☐

		☐

		☒



		14

		Will you tell participants that their participation is voluntary?

		☐

		☐

		☒



		15

		Will you obtain written consent for participation?

		☐

		☐

		☒



		16

		Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?

		☐

		☐

		☒



		17

		If the research is observational, will you ask participants for their consent to being observed?

		☐

		☐

		☒



		18

		Will you tell participants that they may withdraw from the research at any time and for any reason?

		☐

		☐

		☒



		19

		With questionnaires, will you give participants the option of omitting questions they do not want to answer?

		☐

		☐

		☒



		20

		Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?

		☐

		☐

		☒



		21

		Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?

		☐

		☐

		☒



		22

		If NO to any of above questions, please give an explanation 



		

		You should be able to tick YES for all of these questions. If not, then explain why not in this box.



(this box should expand as you type)







		

		Information for participants:

		

YES

		NO

		

N/A



		24

		Will participants be paid?

		☐

		☐

		☒



		25

		Is specialist electrical or other equipment to be used with participants?

		☐

		☒

		☐



		26

		Are there any financial or other interests to the investigator or University arising from this study?

		☐

		☐

		☒



		27

		Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?

		☐

		☐

		☒



		28

		If YES to any question, please provide full details 



		

		You should be able to tick NO for most of these questions. For any cases that you have ticked YES then provide details in this box. If you are using cameras/voice recorders to record interviews, then please state that in this box.



(this box should expand as you type)







SECTION F: Anticipated Risks



		

		
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them.  



		1

		Risks to participants

For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information. If you have identified in section D that there are no participants, then enter N/A and go skip to question 3.



		

		Risk to participants:

There are always risks. Do not write N/A unless you have no participants.



No direct risks are anticipated because the study does not involve human participants. The only potential risk is the inaccurate interpretation or representation of published research findings.



(this box should expand as you type)

		How you will mitigate the risk to participants:



The study will use only publicly available, peer-reviewed literature and will ensure accurate interpretation, appropriate citation, and faithful representation of the original authors' work.



(this box should expand as you type)



		2

		If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities



		

		

The research does not involve sensitive or upsetting topics requiring participant involvement. No personal, confidential, or identifiable data will be collected.



(this box should expand as you type)



		3

		Risks to the investigator

For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest



		

		Risk to the investigator:

There are always risks. Do not write NA.



Potential risks include researcher bias, misinterpretation of findings, and academic integrity issues such as plagiarism.



(this box should expand as you type)

		How you will mitigate the risk to the investigator:



A systematic review protocol (PRISMA), critical evaluation of sources, accurate referencing, and plagiarism checks will be used throughout the study.



(this box should expand as you type)



		4

		University/institutional risks

For example: adverse publicity, financial loss, data protection



		

		Risk to the University:

There are always risks. Do not write NA.



Potential reputational risk if academic integrity, copyright, or ethical standards are not maintained.



(this box should expand as you type)

		How you will mitigate the risk to the University:



The research will comply with University ethical guidelines, copyright regulations, and academic integrity policies through proper citation and referencing.



(this box should expand as you type)



		5

		Environmental risks

For example: accidental spillage of pollutants, damage to local ecosystems



		

		Risk to the environment:



No environmental risks are anticipated because the research is desk-based and uses only secondary data.



(this box should expand as you type)

		How you will mitigate the risk to environment:



The study will be conducted electronically, minimising paper use and avoiding any activities that could affect the environment.



(this box should expand as you type)







SECTION G: Feedback, Consent and Confidentiality



If you have identified in section D that there are no participants, then enter skip this section and continue to section H.



		1

		Feedback

What de-briefing and feedback will be provided to participants, how will this be done and when? 



		

		You don’t need to email your participants with your final report. A good alternative is to set up an email address that they will be able to contact for further details or results.



Not applicable. This study does not involve human participants. Therefore, no debriefing or participant feedback is required. Any enquiries regarding the research can be directed to the researcher or academic supervisor via the University email address.



(this box should expand as you type)



		2

		Informed consent

Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.



		

		If you are using a paper questionnaire then you should have the participants sign an appropriate consent form. These forms will count as personal data and should be noted as such in section J.

If you are using an online questionnaire, then you should have a screen before the questions start that acts as a consent form, informing participants that by clicking on the NEXT button they are providing consent.



Not applicable. No human participants will be recruited, and no primary data will be collected. Therefore, informed consent is not required. The study will use only publicly available, peer-reviewed secondary sources.



(this box should expand as you type)



		3

		Confidentiality / Anonymity

Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 



		

		Do not collect names unless you really need them. Do not name participants or organisations in any research publications (including the thesis) without their explicit permission.



No personal or identifiable data will be collected because the study is based solely on secondary data. All published sources will be appropriately cited and referenced, and the research will comply with University academic integrity, copyright, and data protection requirements.



(this box should expand as you type)







SECTION H: Data Protection and Storage



		

		Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?

		YES

		NO



		1

		“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.

		☐

		NO



		

		If YES, provide a description of the data and explain why this data needs to be collected:



		2

		This includes audio/video data of participants but can also include IP addresses and usernames. Names, addresses and emails also count, as do consent forms.



Not applicable. The study does not collect or process any personal data. It uses only publicly available, peer-reviewed academic literature and secondary sources.



(this box should expand as you type)



		

		Does it involve special category data (as defined by the GDPR)?

		YES

		NO



		3

		“Special category data” means sensitive personal data consisting of information as to the data subjects’ –

(a) racial or ethnic origin,

(b) political opinions,

(c) religious beliefs or other beliefs of a similar nature,

(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),

(e) physical or mental health or condition,

(f) sexual life,

(g) genetics,

(h) biometric data (as used for ID purposes),

		

☐

		

NO



		

		If YES, provide a description of the special category data and explain why this data needs to be collected:



		4

		What counts as ‘sensitive’ will differ between cultures. Any information on behaviour that is not in accordance with cultural norms would count as sensitive personal data.



Not applicable. The research does not involve the collection or processing of any special category (sensitive) personal data, as no human participants are involved.







(this box should expand as you type)







		

		
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?

		YES

		NO



		5

		Manual files (i.e. in paper form)?

		☐

		☒



		6

		University computers?

		☒

		☐



		7

		Private company computers?

		☐

		☒



		8

		Home or other personal computers?

		☒

		☐



		9

		Laptop computers/ CDs/ Portable disk-drives/ memory sticks?

		☒

		☐



		10

		“Cloud” storage or websites?

		☐

		☐



		11

		Other – specify:



		☐

		☒



		12

		For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:



		

		If possible, save your data on computers that are secure and regularly backed up. Many cloud services only provide GDPR-compliant storage for business customers. An example of suitable text is given below.



All data will be kept in password protected cloud storage on the University Office 365 system which

will not be shared. Audio/visual data will be transcribed and would be shown to participants to

check accuracy of reporting. Any USB sticks used to store or transfer data will be password protected. All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. 



All research data, including journal articles, notes, and dissertation drafts, will be stored on password-protected University and personal computers with regular backups using the University's approved Office 365 cloud storage (OneDrive). Access will be restricted to the researcher and academic supervisor where necessary. No personal or sensitive data will be collected or stored, as this research is based solely on publicly available secondary sources. All references and research materials will be managed securely, and the study will comply with the University Data Protection Policy, GDPR, and academic integrity requirements.





(this box should expand as you type)







		

		Data Protection



		

		Will the research activity involve any of the following activities:

		YES

		NO



		13

		Electronic transfer of data in any form?

		☒

		☐



		14

		Sharing of data with others at the University outside of the immediate research team?

		☐

		☒



		15

		Sharing of data with other organisations?

		☐

		☒



		16

		Export of data outside the UK or importing of data from outside the UK?

		☒

		☐



		17

		Use of personal addresses, postcodes, faxes, emails or telephone numbers?

		☐

		☒



		18

		Publication of data that might allow identification of individuals?

		☐

		☒



		19

		If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and/or any international equivalent):



		

		This includes data such as drafts of your thesis as well as experimental or survey data. An example of suitable text is given below.



All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected. All data transfers will be encrypted and password protected.  All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. The data will be stored until the completion of the project and then deleted. In accordance with the DPA2018, participants will have the right to ask to see what data is held relating to them, and this data will be deleted immediately if the participant requests this, in which case the data will not be used in the project.



All research materials, including published journal articles, notes, and dissertation drafts, will be stored securely on password-protected University and personal computers with encrypted backup using the University's Office 365 OneDrive. Electronic transfer of dissertation drafts between the researcher and supervisor will be carried out through secure University systems. No personal or sensitive data will be collected or shared. Access to research files will be restricted to the researcher and supervisor, and all data will be handled in accordance with the UK GDPR, the Data Protection Act 2018, and University data management policies.



(this box should expand as you type)



		20

		List all who will have access to the data generated by the research activity:



		

		Normally the principal researcher, possibly also the supervisor and, if the project has an industrial partner, a representative of that partner. Possibly also external examiner or second marker?



· Principal Researcher (Student) 

· Academic Supervisor 

· Internal Marker/Second Marker (if required) 

· External Examiner (for assessment purposes only)



(this box should expand as you type)



		21

		List who will have control of, and act as custodian(s) for, data generated by the research activity:



		

		Usually the principal researcher.



The Principal Researcher (Student).



(this box should expand as you type)



		22

		Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. 



		

		All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected, and will be reformatted at the end of the project in order to destroy the data. The data will be stored until the completion of the project and then deleted. 



All research materials will be stored electronically on password-protected University and personal computers with secure backup on the University's Office 365 OneDrive. Access will be limited to the researcher and supervisor. No personal or confidential participant data will be stored. Research data will be retained until the dissertation has been examined and in accordance with University data retention requirements, after which it will be securely deleted where appropriate.



(this box should expand as you type)



		22

		Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)

		☒



		23

		Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding

		☒









SECTION I: Use of AI tools

		Use of generative AI and other AI-based tools

There are a number of ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.



Will the research use AI tools to do any of the following:

		YES

		NO

		N/A



		1

		Capture data?

		☐

		☒

		☐



		2

		Generate and/or edit text?

		☐

		☒

		☐



		3

		Generate graphics?

		☐

		☒

		☐



		4

		Generate video?

		☐

		☒

		☐



		5

		Generate sound/music?

		☐

		☒

		☐



		6

		Generate code?

		☐

		☒

		☐



		7

		Generate synthetic data?

		☐

		☒

		☐



		8

		Analyse data?

		☐

		☒

		☐



		9

		Analyse personal or sensitive data?

		☐

		☒

		☐



		10

		Classify data?

		☐

		☒

		☐



		11

		Do you intend to use the free version of any AI tools?

		☐

		☒

		☐



		If you have answered YES to any of questions O1-O11, please provide justification detailing why this is necessary for the research.  



		12

		State which AI tool or tools you will be using, and where they are based (or store their data – you may need to check their webpages or user agreement for this). If you are planning to use Copilot then say if you’re using the UWTSD version of it or the public version. You should also show how you are complying with current UWTSD guidance/policy of the use of AI.



Not applicable. No generative AI or other AI-based tools will be used during the research. All literature searching, data collection, critical analysis, interpretation, and academic writing will be completed independently by the researcher in accordance with the University of Wales Trinity Saint David's academic integrity and research ethics policies.



(this box should expand as you type)









SECTION J: Declaration

		

		The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.



In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 



		1

		Signature of applicant:

		

		Date:





		2

		Supervisor:

		Dr Faizu Edu

		Date: 13th July 2026



		3

		Signature:
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