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1. [bookmark: _Toc233898660]Introduction 
[bookmark: _Toc233898661]1.1 Background
Sustainability has become a fundamental strategic priority for multinational companies (MNCs) operating in highly competitive markets such as the United Kingdom. Environmental issues, stakeholder activism, tougher laws and rising consumer expectations have pushed organisations to start incorporating sustainable business practices into their corporate agendas. However, sustainability is not just considered an ethical responsibility but also as a strategic tool that can be used to build long-term competitive advantage and enhance the brand reputation of the organisation (Porter & Kramer, 2019). For this reason, businesses such as Unilever, Tesco and Nestlé have integrated environmental, social and governance (ESG) strategies into their strategies to create better relationships with their stakeholders and boost their market performance.
Brand equity is one of the most valuable intangible assets of an organisation as it can affect customer perception, purchasing behaviour, brand loyalty and overall business performance. Aaker (1991) states that brand equity consists of four components: brand awareness, perceived quality, brand associations, and customer loyalty, all of which lead to sustainable competitive advantage. In recent studies, consumers have shown more and more interest in assessing brands according to their environmental and social responsibility, considering it to be an important criterion for brand value (Keller, 2013; Iglesias et al., 2023). Consumers are increasingly mindful of the environment, so organisations will be held accountable for their genuine efforts to be more sustainable in their actions rather than symbolic in their corporate social responsibility initiatives.
Although there has been increased academic focus on sustainability and branding, the results found in the literature are inconclusive as to the impact sustainability measures have on brand equity, especially for multinational companies in the UK environment. Some research indicates positive connections between sustainability performance and customer loyalty, while others suggest that stakeholder trust, transparency, and perceived authenticity are key to the success of sustainability initiatives (Fatma et al., 2022). The inconsistencies indicate the need for additional empirical studies.
Hence, the purpose of this study is to study the impact of sustainability on brand equity in multi-national companies in the United Kingdom. This study aims to find out whether sustainability practices have an impact on consumer perceptions and what role they play in building brand equity in a sustainability-centric marketplace.
[bookmark: _Toc233898662]1.2 Research Aim
The aim of this study is to investigate the role of sustainability in building brand equity among multinational companies operating in the United Kingdom.
[bookmark: _Toc233898663]1.3 Research Objectives
· To examine the 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 strategies for multinational companies to strengthen brand equity through sustainability initiatives. 
[bookmark: _Toc233898664]1.4 Research Questions
1. What sustainability practices are commonly implemented by multinational companies in the UK? 
2. How do sustainability initiatives influence brand equity? 
3. How do consumers perceive sustainability practices when evaluating multinational brands? 
4. What strategies can multinational companies adopt to strengthen brand equity through sustainability? 
[bookmark: _Toc233898665]1.5 Significance of the Study
This research will contribute to branding and sustainability literature by examining the relationship between sustainability initiatives and brand equity within the UK multinational business environment. The findings are expected to provide practical recommendations for managers seeking to integrate sustainability into branding strategies while enhancing customer loyalty and long-term competitive advantage. Additionally, the study will support policymakers and researchers by providing evidence regarding the strategic value of sustainability in contemporary international business.
2. [bookmark: _Toc233898666]Literature Review
[bookmark: _Toc233898667]2.1 Sustainability in Multinational Companies
Multinational companies (MNCs) have transformed sustainability into a business priority and a key activity in their corporate responsibilities strategy. Sustainability has gone mainstream in the business of multinational companies (MNCs) from being a corporate responsibility activity on the periphery, to a business priority. Enhancing stakeholder demands, environmental requirements, and marketplace competition has driven organisations to include environmental, social and governance (ESG) factors into their business practices. Businesses have a key role in contributing to responsible production, climate action and sustainable economic growth, as per the United Nations Sustainable Development Goals (SDGs) (United Nations, 2015). This has led to an increasing number of multinational organisations basing their long-term strategies on sustainability to enhance organisational resilience and trust among stakeholders.
Theoretical thinking about sustainability considers it as a strategic resource, not only a compliance obligation. The Stakeholder Theory is the concept that organisations can generate value in the long term by responding to the expectations of customers, employees, investors, suppliers, governments, and the local communities in which they operate, rather than just shareholders (Freeman, 1984). The Triple Bottom Line concept also states that an organisation's effectiveness should be measured using economic, environmental and social metrics, and that businesses should not only focus on financial returns, but also societal and ecological impact (Elkington, 1997).
Empirical studies in recent years show that sustainability practices have a positive effect on the reputation and customer trust of the organization. According to Fatma et al. (2022), transparency of sustainability programs boosts company credibility and fosters positive consumer attitudes. Similarly, Martínez et al., 2023, identified that companies with genuine ESG practices have more committed stakeholders and improved competitive positioning. Other researchers, however, believe sustainability efforts only generate value when consumers consider them to be real, as opposed to marketing efforts (Du et al., 2021). Thus, value of the authenticity is a key indicator of the effectiveness of sustainability strategies.
[bookmark: _Toc233898668]2.2 Brand Equity and Its Strategic Importance
Brand equity is the value that a name, term, design, or symbol gives a product or service that goes beyond the functional attributes of the product. Aaker (1991) defines brand equity in four main terms: brand awareness, perceived quality, brand associations and brand loyalty. These factors all affect consumers' choice to buy and affect long-term organizational performance.
Keller (2013) also added to this by suggesting that good brands can evoke favourable, unique and memorable associations with consumers' minds, as per his Customer-Based Brand Equity (CBBE) model. The high brand equity helps the organisation to set a premium price for its products, increase the customer retention rate, expand the market share, and increase the competitive advantage. Accordingly, multinational companies are more and more investing in branding strategies which are in line with the growing consumer expectations on ethical and sustainable business management.
Recent research shows that sustainability is an emerging key factor in brand equity. Iglesias et al. (2023) found that the emotional connection and relationship organisations create with consumers is a factor that influences customer loyalty and perceptions of the brand in an environmentally responsible way. Likewise, Lim and Rasli (2022) found that sustainability-oriented branding can have a significant effect on the perceived value of the brand, especially for environmentally conscious consumers. However, the impact of sustainability on brand equity differ by industry and consumer groups, so further research is needed to understand how it affects them on a contextual basis.
[bookmark: _Toc233898669]2.3 Relationship between Sustainability and Brand Equity
The connection between sustainability and brand equity has been well established in the literature and is growing in number. Sustainability efforts enhance the organization's credibility by showing society and the environment how responsible the company is. Sustainable brands often come across as more ethical, of higher quality and having a higher corporate integrity, which ultimately results in increased brand trust and loyalty (Hur et al., 2020).
From the RBV point of view, the capabilities in regards to sustainability can be seen as valuable, rare, inimitable and organisationally embedded that lead to Sustainable Competitive Advantage (Barney, 1991). Organisations that can embed sustainability within their corporate culture and brand identity are therefore more likely to build their brand equity in the longer term than their competitors who only use traditional marketing activities.
Although there is an emerging consensus that there is such a relationship, empirical evidence to date is not consistent. Others claim that sustainability has a positive effect on consumer purchases and brand loyalty (Nguyen et al., 2022), while others state that consumers are skeptical of inflated sustainability claims or what is known as ‘greenwashing' (Delmas & Burbano, 2019). Greenwashing undermines the credibility of the organisation, consumer trust, and may even affect the brand equity. The results of these two studies have shown that transparency, accountability and good communication is key to the success of sustainability programs and initiatives, and that sustainability programs are not enough.
[bookmark: _Toc233898670]2.4 Research Gap
While there is significant research that has focused on sustainability and brand equity separately, relatively little research has focused on the relationship between the two in particular in multinational companies in the United Kingdom. Past research tends to be sector or organisation specific and findings are not easily generalizable to other and different multinational business contexts. Moreover, there is a significant amount of literature that focuses on the performance of the companies in terms of sustainability and not on the perception of sustainability as a factor of brand equity for consumers.
With the rising pressure on companies to report on ESG and the evolving expectations of consumers in the United Kingdom, multinational companies face new challenges in order to enhance their brands with sustainability efforts. However, there is little empirical evidence to explain how sustainability practices affect consumer perceptions of brand awareness, perceived quality, brand loyalty and brand associations in this context.
Hence, this study aims to fill this gap in the literature by investigating how sustainability can be used to create brand equity for the multinational corporations doing business in the United Kingdom. The results are likely to benefit the scientific community and managers alike as they offer insights based on facts and scientific research to support the implementation of sustainability strategies that enhance the long-term value of the brand.
3. [bookmark: _Toc233898671]Methodology
[bookmark: _Toc233898672]3.1 Research Design
A systematic literature review (SLR) methodology will be used to critically analyse the role of sustainability in creating brand equity of a multinational company operating within the United Kingdom. A systematic review allows a structured and transparent method to identify, evaluate, and synthesize the available empirical evidence that avoids the issues of selection bias and improves the confidence in the results (Tranfield, Denyer & Smart, 2003). The SLR differs from narrative reviews in its methods, which have been pre-established to ensure that relevant literature is identified and critically evaluated comprehensively (Snyder, 2019).
[bookmark: _Toc233898673]3.2 Search Strategy
Electronic databases such as Scopus, Web of Science, ScienceDirect, Emerald Insight and Google Scholar will be used to conduct a comprehensive search for relevant studies. Boolean operators (AND/OR) will be used to mix together keywords to find relevant peer reviewed articles including sustainability, brand equity, multinational companies, corporate sustainability, ESG, consumer perception, and United Kingdom (Snyder, 2019). The review will mainly cover publications from 2015 to 2025, reflecting the latest progress in sustainability and brand.
[bookmark: _Toc233898674]3.3 Inclusion and Exclusion Criteria
Peer-reviewed journal articles (English) in English on the themes sustainability practices, environmental, social and governance (ESG) initiatives or corporate social responsibility as it relates to brand equity will be included in the review. Research carried out in the context of multinational companies or research with evidence relevant to international business will be favored (Snyder, 2019). To ensure the methodological quality and consistency, conference papers, dissertations, book chapters, non-English publications, opinion papers and studies without empirical evidence will not be accepted.
[bookmark: _Toc233898675]3.4 Data Analysis
Selected studies will then be analyzed employing thematic analysis, which will help identify recurring concepts, relationships and research trends about sustainability and brand equity. The synthesis will highlight areas of agreement and disagreement among studies and gaps in the current literature, and compare findings across studies (Snyder, 2019). The review process will follow guidelines from PRISMA 2020, so as to ensure transparency and reproducibility (Page et al., 2021). This methodological approach is expected to give a holistic view of the role played by sustainable activities in improving brand equity in multinationals in the UK.
4. [bookmark: _Toc233898676]Expected Findings
The study is anticipated to show that sustainability has a significant impact in building the brand equity for multinational companies in the United Kingdom. Organisations that adopt environmental, social and governance (ESG) practices at a deep level are likely to achieve greater levels of customer trust, brand loyalty, brand perceived quality and positive brand associations (Fatma, Khan & Rahman, 2022; Iglesias, Markovic & Rialp, 2023). Moreover, genuine sustainability efforts are expected to drive consumers' buying decisions, while greenwashing can diminish the credibility of the brand and the trust of the consumers (Delmas & Burbano, 2019). The results are also likely to reveal that “sustainability” is a key part of the corporate strategy and not a marketing ploy alone, and that it plays a role in achieving long-term competitive advantage. In general, the review is likely to offer a piece of evidence to confirm that sustainability is one of the important brand equity factors in multinational companies.
5. [bookmark: _Toc233898677]Limitations
There are a few limitations of this research. First, it is a systematic literature review, which does not allow to present primary empirical evidence. Second, only peer-reviewed studies published in English in the last decade (2015-2025) will be included, so that some relevant research might be excluded in other languages or earlier in time. Lastly, methodological variations in the studies included in this review, industry context and geography could influence the comparison and broader interpretation of research results (Snyder, 2019).
6. [bookmark: _Toc233898678]Timeframe
The proposed research is expected to be completed within approximately six months. The research activities are presented below
[image: C:\Users\hp\Downloads\ChatGPT Image Jul 2, 2026, 03_25_39 PM.png]
Figure 1 Proposed Gantt Chart for the Dissertation Timeline
7. [bookmark: _Toc233898679]Conclusion
Sustainability has become an increasingly important strategic priority for multinational companies seeking to strengthen their competitive position and enhance brand equity. Previous studies have confirmed that there are positive links to sustainability and consumer perception, but there are inconsistencies as to how sustainability adds value to a brand in a multinational enterprise in the United Kingdom. This dissertation aims to tackle this gap by conducting a systematic literature review using a critical synthesis of the available empirical evidence. The results will add to the body of knowledge on the sustainability and branding and offer practical insights for managers aiming to create sustainable branding strategies. Overall, the study is designed to contribute to the understanding of how sustainability can generate value for the organisations, consumers and society in the long-term.
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Figure 6.1: Proposed Gantt Chart for the Dissertation Timeline (6 Months)
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Note: The timeline represents the planned schedule for completing the dissertation within six months.




