[image: ]
	Program Name 
	MBA

	Module Name
	Dissertation

	Module Code
	LCMB7002

	Title
	The Case of Anomaly Haircare.

	Student Name 
	Krushiben Deep Patel 

	Student ID
	2428128






Contents
Chapter 1: Introduction	4
1.1 Background of the Cosmetics Industry	5
1.2 Sustainable Beauty Trend	7
1.3 Introduction of Anomaly Haircare	9
1.4 Research Problem	9
1.5 Research Aim and Objectives	10
1.6 Research Questions	11
1.7 Research Significance	11
1.8 Theoretical Framework	11
1.9 Structure of the Dissertation	12
Chapter 2: Literature Review	13
2.1 Brand Management Theory	13
2.2 Brand Equity Theory	14
2.3 Brand Identity Theory	15
2.4 Sustainable Branding	16
2.5 Clean Beauty Trend in Cosmetics	16
2.6 Digital Marketing in the Beauty Industry	17
2.7 Consumer Behaviour in the Cosmetics Industry	18
2.8 Greenwashing and Brand Credibility	19
2.9 Synthesis of Literature	19
2.10 Literature Gap	20
Chapter 3: Research Methodology	21
3.1 Research Philosophy	22
3.2 Research Approach	23
3.3 Research Strategy	24
3.4 Research Method	25
3.5 Data Collection	26
3.6 Data Analysis Method	27
3.7 Ethical Considerations	27
3.8 Reliability and Validity	28
3.9 Research Limitations	28
Chapter 4: Findings and Data Analysis	28
4.1 Brand Positioning of Anomaly Haircare	29
4.2 Sustainability Strategy	30
4.2.1 Packaging	31
4.2.2 Ingredients and Formulation	31
4.2.3 Transparency	32
4.3 Product Development	33
4.4 Pricing Strategy	33
4.5 Marketing Communication	34
4.5.1 Social Media Presence	35
4.5.2 Influencer Marketing	35
4.6 Consumer Perception of the Brand	36
4.7 Key Findings Summary	37
Chapter 5: Discussion	37
5.1 Sustainability and  Brand Identity	38
5.2 Sustainability and Brand Equity: A Data-Supported Relationship	38
5.3 Pricing Strategy and Market Penetration: Evidence-Based Insight	39
5.4 Consumer Behaviour: Bridging the Attitude-Behaviour Gap	39
5.5 Digital Marketing Performance and Engagement Trends	40
5.6 Greenwashing, Transparency, and Consumer Trust	40
5.7 Competitive Positioning in a Data-Customer-focused	41
5.8 Linking Findings with the Literature	41
Chapter 6: Conclusion and Recommendations	42
6.1 Summary of Key Findings	43
6.2 Conclusion	44
6.3 Recommendations	44
6.3.1 Strengthening Product Innovation	44
6.3.2 Enhancing Transparency and Communication	45
6.3.3 Expanding Digital Marketing Strategies	45
6.3.4 Maintaining Affordable Pricing While Ensuring Quality	45
6.3.5 Differentiation Beyond Sustainability	45
6.4 Limitations of the Study	46
6.5 Suggestions for Future Research	46
6.6 Final Conclusion	46
Reference List	47



[bookmark: _Toc231224455]Chapter 1: Introduction
In recent years, the cosmetics and personal care industry has experienced significant change, driven by growing consumer interest in sustainability, transparency, and ethical business practices. As environmental concerns have become more prominent, many brands have attempted to incorporate sustainability into their products and marketing strategies. At the same time, consumers increasingly expect companies to demonstrate social and environmental responsibility alongside product quality and value. These developments have encouraged the emergence of new brands that seek to challenge traditional approaches to branding and product positioning within the beauty sector. 
One brand that has attracted attention in this context is Anomaly Haircare. Unlike many sustainable beauty brands that operate within premium market segments, Anomaly Haircare promotes a combination of affordability and sustainability. The brand has positioned itself around environmentally responsible practices, including the use of recycled plastic packaging and simplified product formulations, while maintaining prices that are accessible to a broader consumer market. This approach is particularly noteworthy because sustainable products have traditionally been associated with higher production costs and premium pricing strategies. As a result, Anomaly Haircare presents an interesting example of how sustainability can be integrated into a brand strategy without relying solely on exclusivity or premium positioning.
However, the relationship between sustainability and consumer behaviour remains complex. While studies suggest that consumers are becoming increasingly concerned about environmental issues, research also indicates that purchasing decisions continue to be strongly influenced by practical considerations such as price, convenience, and product performance (Mintel, 2023). This creates an important challenge for brands operating within the cosmetics industry. Although consumers often express positive attitudes towards sustainable products, these attitudes do not always translate into actual purchasing behaviour. Consequently, brands must balance ethical commitments with consumer expectations regarding quality, affordability, and effectiveness. The ability to achieve this balance may determine whether sustainability becomes a genuine competitive advantage or simply a marketing message.
The growing importance of sustainability has also raised concerns regarding the credibility of environmental claims. As sustainability becomes a common feature of brand communication, consumers are becoming more cautious about the claims made by companies. This has increased the importance of transparency and authenticity within brand management. According to Ottman (2017), effective green marketing requires clear communication and genuine commitment rather than superficial environmental messaging. Therefore, understanding how brands communicate sustainability and build consumer trust has become an increasingly important area of marketing research.
In addition, the expansion of digital marketing has transformed the way cosmetic brands engage with consumers. Social media platforms provide opportunities for companies to communicate directly with audiences, promote brand values, and shape consumer perceptions. For brands such as Anomaly Haircare, digital communication plays an important role in strengthening brand identity and increasing visibility among younger consumers who are often more aware of environmental and ethical issues. However, greater visibility also creates increased scrutiny, meaning that brands must ensure consistency between their stated values and actual business practices.
Despite the growing popularity of sustainable beauty products, there remains limited academic attention on how emerging brands successfully combine sustainability with affordability while maintaining a strong market position. Much of the existing literature focuses on either sustainability as a marketing concept or on established premium beauty brands, providing less insight into newer brands operating within more accessible market segments. This creates a gap in understanding how sustainable branding strategies are implemented in practice and how they influence consumer perceptions within a highly competitive industry.
Against this background, Anomaly Haircare provides a relevant case through which these issues can be explored. By examining the brand’s approach to sustainability, affordability, and consumer communication, this study seeks to contribute to a broader understanding of contemporary brand management within the cosmetics industry. The research aims to evaluate how sustainability is incorporated into the brand’s identity and positioning, while also considering the challenges and opportunities associated with balancing environmental responsibility and commercial accessibility.

[bookmark: _Toc231224456]1.1 Background of the Cosmetics Industry
The cosmetics and personal care industry is widely recognised as one of the fastest-growing and most competitive sectors within the global consumer goods market. Over recent years, the industry has continued to expand due to changes in consumer lifestyles, increasing disposable income, and greater awareness of personal grooming, beauty, and self-care practices (Euromonitor International, 2023). Cosmetic and personal care products include skincare, haircare, makeup, fragrances, and hygiene-related items, all of which have become closely connected to consumers’ everyday routines and personal identity. Because of the highly competitive environment within the cosmetics sector, companies are required to regularly introduce new ideas, improve product quality, and develop strong brand identities in order to remain relevant within the market (Kotler and Keller, 2016). This section supports the research aim by providing background knowledge on the industry environment in which Anomaly Haircare operates and by explaining why brand management has become increasingly important within the cosmetics sector.
Branding is widely regarded as one of the most important factors influencing success in the cosmetics industry. Many cosmetic products offer similar practical benefits, meaning that consumers often make purchasing decisions based on brand image, reputation, communication style, and emotional connection rather than product function alone. Strong brand management enables organisations to create a distinctive identity that appeals to specific consumer groups and encourages long-term customer loyalty. According to Kotler and Keller, brand management involves developing and maintaining a brand’s identity, positioning, and overall image so that consumers are able to recognise, trust, and differentiate the brand from competing alternatives (Kotler and Keller, 2016). This idea is directly linked to the focus of the present study, which aims to examine how Anomaly Haircare uses branding strategies to strengthen its position within the cosmetics industry.
The cosmetics industry has also become increasingly global in nature, with brands competing across international markets through both physical retail stores and digital platforms (Statista, 2023). Large multinational companies such as L'Oréal, Estée Lauder, and Procter & Gamble continue to dominate significant parts of the market, while smaller and emerging brands have entered the industry to respond to changing consumer preferences and more specialised demands. The growth of e-commerce and social media has further transformed the cosmetics sector by allowing newer brands to reach wider audiences without depending entirely on traditional retail channels (Chaffey and Ellis-Chadwick, 2019). Digital communication has therefore become an important part of modern brand management, especially for brands that focus on younger and socially aware consumers.
In addition to technological and economic developments, social and environmental concerns are now playing a much greater role in the way consumers evaluate cosmetic brands and products. Consumers are becoming increasingly aware of issues such as ethical sourcing, ingredient safety, animal welfare, and environmental sustainability (Ottman, 2017). As a result, many cosmetic companies are adapting their strategies to reflect these changing expectations and social concerns. Sustainability has become particularly important within the industry, encouraging brands to adopt environmentally responsible practices, improve transparency, and communicate ethical values more openly.
However, increased consumer awareness has also created greater expectations of brands, meaning that simply promoting sustainability is no longer sufficient to gain consumer trust. Consumers are becoming more critical of environmental claims and are increasingly looking for evidence that sustainability is genuinely embedded within a company’s practices rather than being used solely as a marketing tool. This suggests that sustainability is now influencing not only product development but also the way brands build credibility and differentiate themselves within a competitive market.
This issue is directly relevant to the current study because Anomaly Haircare positions sustainability as a central part of its brand identity. Examining how the brand communicates sustainability and incorporates it into its products and marketing activities provides an opportunity to understand whether sustainability can strengthen consumer perceptions and support brand positioning within the cosmetics industry. Therefore, sustainability is not viewed simply as an industry trend in this research but as a strategic element that may influence brand identity, consumer trust, and overall brand success.
These industry developments have contributed to the emergence of branding strategies that place greater emphasis on ethical responsibility, sustainability, authenticity, and transparency. Consumers increasingly expect brands to demonstrate values that go beyond product performance alone, which has made sustainable branding an important area within marketing and management research (Kapferer, 2012). For this reason, examining how Anomaly Haircare integrates sustainability, affordability, and marketing communication into its overall brand strategy provides a useful opportunity to understand how modern cosmetic brands attempt to respond to changing market expectations and consumer behaviour.

[bookmark: _Toc231224457]1.2 Sustainable Beauty Trend
In recent years, sustainability has become one of the major trends shaping the cosmetics and personal care industry. Consumers are becoming more aware of environmental issues such as climate change, plastic waste, and the overuse of natural resources (UNEP, 2022). This growing awareness has influenced purchasing behaviour, with many consumers showing greater interest in brands that demonstrate environmental and ethical responsibility. However, awareness alone does not always lead to sustainable purchasing decisions, as consumers often continue to balance environmental concerns with factors such as price, convenience, and product performance. This trend is particularly relevant to the present study because it helps explain why sustainability has become an important element of brand management within the cosmetics sector and why brands such as Anomaly Haircare have incorporated sustainability into their positioning.
The term sustainable beauty refers to cosmetic products that are developed in ways that reduce environmental harm while also supporting ethical business practices. Sustainable beauty products are often associated with recyclable packaging, cruelty-free testing, responsibly sourced ingredients, and environmentally conscious production methods (Ottman, 2017). While these practices can improve a brand’s environmental reputation, their effectiveness depends on how genuinely they are implemented. Simply adopting sustainable initiatives may not be enough if consumers perceive them as marketing tools rather than meaningful commitments. This is important for the current study because it highlights the need to examine how sustainability is communicated and whether it contributes to a credible brand identity.
The demand for sustainable cosmetic products has grown considerably due to rising consumer awareness of health and environmental issues. Research indicates that consumers increasingly prefer products that are free from harmful chemicals and produced using ethical and environmentally responsible methods (Ottman, 2017). As a result, many cosmetic brands have introduced “clean beauty” product lines that focus on natural ingredients and transparent product labelling. Although this trend reflects changing consumer expectations, it can also create challenges because different brands may interpret and apply the concept of clean beauty in different ways. This makes transparency increasingly important and raises questions about how consumers evaluate sustainability claims, which is relevant when examining Anomaly Haircare’s branding strategy.
Clean beauty products typically avoid potentially harmful substances such as parabens, sulfates, and artificial fragrances. Instead, they rely on plant-based ingredients and simplified formulations that reduce the use of synthetic chemicals. This trend reflects a broader shift in consumer behaviour, where individuals seek products that align with their personal values and lifestyle choices (Mintel, 2023). However, it is important to recognise that consumers may not always prioritise sustainability above all other factors. Product effectiveness, affordability, and convenience continue to influence purchasing decisions, suggesting that successful brands need to balance environmental responsibility with practical consumer expectations. This balance is particularly relevant to Anomaly Haircare, which promotes both sustainability and affordability within its brand strategy.
However, the increasing popularity of sustainable branding has also created challenges within the industry. Some companies have been accused of “greenwashing,” a practice where businesses exaggerate or falsely claim environmental benefits in order to attract environmentally conscious consumers. Greenwashing can damage consumer trust and undermine the credibility of genuinely sustainable brands (Delmas and Burbano, 2011). This argument is particularly important because increasing consumer scepticism means that brands can no longer rely solely on sustainability claims to build trust. Instead, transparency and authenticity have become essential for establishing a credible brand identity. This issue is directly relevant to the present study, as Anomaly Haircare places significant emphasis on sustainability and transparency as part of its overall brand positioning.

[bookmark: _Toc231224458]1.3 Introduction of Anomaly Haircare
Anomaly Haircare is a relatively new brand within the cosmetics industry that reflects the increasing demand for sustainable beauty products. The brand was introduced with the aim of offering quality haircare products while also focusing on affordability and environmental responsibility (Statista, 2023). Unlike many sustainable beauty brands that operate within premium market segments, Anomaly Haircare attempts to make eco-friendly products available to a wider group of consumers. This is closely connected to the research aim of examining how sustainability and brand management contribute to the company’s overall market positioning.
The company provides a range of haircare products, including shampoos, conditioners, hair masks, and styling products designed to support hair health while reducing environmental impact. One of the main features associated with the brand is its use of recycled plastic packaging and reduced packaging materials to help minimise waste and encourage more responsible consumption (UNEP, 2022).
In addition to packaging, the brand places attention on simplified product formulations that include plant-based ingredients such as aloe vera, coconut oil, and botanical extracts. These ingredients are promoted as alternatives to harsher synthetic chemicals commonly used within traditional cosmetic products (Mintel, 2023). This approach also supports the study’s focus on understanding how sustainability influences consumer perception within the cosmetics industry.
Another noticeable aspect of Anomaly Haircare is its focus on affordability. Many sustainable beauty products are often sold at premium prices, which can limit accessibility for some consumers. Anomaly attempts to reduce this gap by offering environmentally responsible products at more affordable prices, allowing the brand to appeal to both sustainability-conscious and price-sensitive consumers.
The brand also makes strong use of digital marketing platforms to communicate with consumers and promote its values. Social media platforms such as Instagram and TikTok are used to share product information, sustainability messages, and brand-related content. Digital marketing has become increasingly important within the cosmetics industry because it allows brands to build stronger engagement and maintain direct communication with consumers (Chaffey and Ellis-Chadwick, 2019).Top of Form
Bottom of Form

[bookmark: _Toc231224459]1.4 Research Problem
Despite the increasing importance of sustainability within the cosmetics industry, many companies face difficulties integrating environmentally responsible practices into their brand management strategies while maintaining product affordability and performance (Ottman, 2017). Sustainable cosmetic products are often associated with higher production costs due to the use of eco-friendly materials and ethical sourcing processes. Consequently, many sustainable brands position themselves within premium market segments, limiting their accessibility to certain consumer groups.
Another challenge relates to consumer scepticism regarding sustainability claims made by cosmetic brands. The widespread use of environmental marketing messages has created confusion among consumers regarding the authenticity of sustainability initiatives. In some cases, brands exaggerate environmental benefits or provide vague information about their sustainability practices, leading to accusations of greenwashing (Delmas and Burbano, 2011).
Anomaly Haircare presents an interesting case study because the brand attempts to combine sustainability, transparency, and affordability within its brand management strategy. However, limited academic research exists regarding how such strategies influence consumer perceptions and competitive positioning within the cosmetics industry (Kapferer, 2012). This lack of research highlights the need for further investigation into sustainable brand management practices within emerging cosmetic brands.

[bookmark: _Toc231224460]1.5 Research Aim and Objectives
Research Aim
The main aim of this research is to analyse the brand management strategy of Anomaly Haircare and evaluate how sustainability, product development, and marketing communication contribute to the development of its brand identity within the cosmetics industry (Kotler and Keller, 2016).[image: ]
Research Objectives
The study will address the following objectives:
1. To analyse the brand positioning strategy of Anomaly Haircare within the cosmetics market.
2. To examine the role of sustainable product development in strengthening the brand’s identity.
3. To evaluate how marketing communication influences consumer perceptions of sustainable cosmetic brands.
4. To identify opportunities and challenges associated with sustainable brand management in the beauty industry.

[bookmark: _Toc231224461]1.6 Research Questions
The research will be guided by the following questions:
1. How is Anomaly Haircare positioned within the cosmetics and haircare market?
2. How does the brand integrate sustainability into its product development and packaging strategies?
3. What role does marketing communication play in shaping consumer perceptions of the brand?
4. What challenges and opportunities exist for sustainable brand management in the cosmetics industry?

[bookmark: _Toc231224462]1.7 Research Significance
This study contributes to academic research on sustainable brand management within the cosmetics industry. As environmental awareness continues to influence consumer behaviour, understanding how companies integrate sustainability into their branding strategies has become increasingly important (Ottman, 2017). The research provides insights into how emerging cosmetic brands can develop effective sustainability strategies while maintaining affordability and competitiveness.
From a managerial perspective, the findings of this study may assist cosmetic companies in developing more effective branding strategies that align with consumer expectations regarding environmental responsibility (Kapferer, 2012). By examining the case of Anomaly Haircare, the research highlights practical approaches that businesses can adopt to build sustainable brand identities and strengthen consumer trust.

[bookmark: _Toc231224463]1.8 Theoretical Framework
This study is guided by several established theories related to brand management, consumer behaviour, and sustainable marketing. Aaker’s Brand Equity Model (1991) provides a useful framework for understanding how brand awareness, brand associations, perceived quality, and brand loyalty contribute to the development of a strong brand. This theory is particularly relevant to the study because it helps evaluate how sustainability initiatives may influence consumer perceptions of Anomaly Haircare.
In addition, Kapferer’s Brand Identity Prism (2012) is used to examine how the brand communicates its identity and values through sustainability, affordability, and marketing communication. The framework supports an understanding of how brand identity is developed and maintained within a competitive market environment.
The study also draws on concepts from sustainable marketing and consumer behaviour literature. These theories help explain how environmental concerns, ethical values, and purchasing decisions influence consumer responses to sustainable brands. Together, these theoretical perspectives provide a foundation for analysing the brand management strategy of Anomaly Haircare and for interpreting the findings presented in later chapters.

[bookmark: _Toc231224464]1.9 Structure of the Dissertation
This dissertation is organised into several chapters to systematically address the research objectives.
Chapter One introduces the research topic by discussing the background of the cosmetics industry, the sustainable beauty trend, and the case of Anomaly Haircare. It also outlines the research problem, aim, objectives, research questions, significance of the study, and the theoretical framework that guides the research.
Chapter Two presents a comprehensive review of academic literature related to brand management, brand identity, sustainable marketing, and consumer behaviour in the cosmetics industry.
Chapter Three explains the research methodology used in the study, including the research philosophy, research approach, research strategy, data collection methods, and analytical techniques.
Chapter Four presents the findings of the research based on the analysis of secondary data related to Anomaly Haircare.
Chapter Five discusses the findings in relation to existing literature in order to evaluate the effectiveness of the brand’s sustainability and marketing strategies.
Finally, Chapter Six summarises the key conclusions of the study, identifies research limitations, and provides recommendations for future research and managerial practice.

[bookmark: _Toc231224465]Chapter 2: Literature Review

The purpose of this chapter is to critically examine existing academic literature relevant to brand management, sustainable marketing, and consumer behaviour within the cosmetics industry. The chapter provides a theoretical foundation for the study by exploring key concepts such as brand equity, brand identity, sustainability, and digital marketing. It also evaluates how these concepts are applied within the cosmetics sector, particularly in relation to emerging sustainable brands.
The review of literature is essential in identifying gaps in current research and establishing the context for analysing the brand management strategy of Anomaly Haircare. By integrating insights from previous studies, this chapter supports the development of a conceptual framework that will guide the research analysis in later chapters (Saunders, Lewis and Thornhill, 2019). Building on this, it is important to consider how these shifts in consumer expectations are influencing the way newer cosmetic brands develop and communicate their identity. 
In particular, sustainability is no longer just an added feature but has become a central part of brand positioning and consumer engagement. Despite this, there is still limited academic focus on how emerging brands practically implement these strategies in a competitive and highly digital market. Therefore, examining a brand such as Anomaly Haircare provides an opportunity to explore how sustainability is integrated into brand management in a more current and relevant context.

[bookmark: _Toc231224466]2.1 Brand Management Theory
Brand management refers to the strategic process of creating, developing, and maintaining a brand’s identity and value within the marketplace. It involves building a consistent image that helps distinguish a company’s products from those of competitors while also developing stronger relationships with consumers. In competitive industries such as cosmetics, effective brand management plays an important role in shaping consumer preferences and influencing purchasing decisions (Kotler and Keller, 2016). This idea is relevant to the present study because the cosmetics industry is heavily influenced by brand image, communication, and consumer perception rather than product function alone.
A strong brand can help organisations create emotional connections with consumers, which may contribute to customer loyalty and long-term business growth. Brand management strategies often include brand positioning, communication, and identity development, all of which help companies establish a distinct presence within the market (Kapferer, 2012). While both Kotler and Keller (2016) and Kapferer (2012) emphasise the importance of strategic brand management, their approaches differ slightly. Kotler and Keller focus on the role of branding in creating customer value and competitive advantage, whereas Kapferer places greater emphasis on the development of brand identity and long-term relationships with consumers. A strength of these frameworks is that they provide a structured understanding of how brands create differentiation within competitive markets. However, both models were developed before sustainability became a central issue in consumer decision-making. As a result, they provide a limited explanation of how environmental responsibility influences contemporary brand management strategies. This limitation is particularly relevant to the present study because Anomaly Haircare positions sustainability as a key element of its brand identity and market positioning. This issue is particularly relevant to Anomaly Haircare because the brand's market position is built around the combination of sustainability and affordability.
Within the cosmetics industry, branding has become especially important because many products provide similar practical benefits. As a result, consumers frequently rely on brand image, reputation, and perceived value when choosing between products. Companies that manage their brands effectively are therefore more likely to achieve competitive advantage and maintain consumer trust. This is particularly relevant to the research objectives of this study, which focus on understanding how Anomaly Haircare uses branding strategies to strengthen its market position and connect with consumers.
[bookmark: _Toc231224467]2.2 Brand Equity Theory
Brand equity refers to the value a brand adds to a product beyond its basic functional benefits. It is an important concept in marketing because it explains how brands influence consumer perceptions and purchasing behaviour. According to Aaker, brand equity includes factors such as brand awareness, perceived quality, brand associations, and brand loyalty (Aaker, 1991). Although Aaker’s (1991) model remains one of the most widely used frameworks for understanding brand equity, Keller (1993) argues that brand knowledge and consumer perceptions play a more central role in creating brand value. Both perspectives provide useful insights; however, Aaker’s model has been criticised for focusing primarily on traditional branding measures and paying limited attention to social and environmental factors that increasingly influence consumer perceptions. In the cosmetics industry, sustainability-related associations may now contribute significantly to brand equity, suggesting that the original model may require adaptation when applied to modern sustainable brands. Therefore, this study uses the concept of brand equity while recognising the growing importance of sustainability in shaping consumer attitudes towards brands such as Anomaly Haircare. These dimensions provide a useful basis for understanding how consumers develop perceptions of value and trust towards brands..
Strong brand equity can help companies improve customer retention, strengthen market position, and increase consumer confidence. Consumers are generally more likely to purchase products from brands they recognise and consider reliable. In the cosmetics industry, brand equity is often connected with product quality, effectiveness, safety, and ethical values such as sustainability. However, purchasing decisions are not always influenced by brand reputation alone, as affordability and personal preference can also affect consumer behaviour.
Building brand equity requires consistent communication and positive customer experiences over time. Companies must ensure that their products meet consumer expectations while maintaining a clear and reliable brand image. This is especially important for sustainable brands, where consumer trust has a strong influence on purchasing behaviour. This discussion is relevant to the present study because it helps explain how Anomaly Haircare uses sustainability and affordability to strengthen its brand image and consumer relationships within the cosmetics industry.
[bookmark: _Toc231224468]2.3 Brand Identity Theory
Brand identity refers to the way a brand presents itself to consumers through its visual appearance, communication style, and overall personality. It is an important strategic tool that companies use to express their values and distinguish themselves from competitors. Kapferer’s Brand Identity Prism is commonly used to examine brand identity because it includes six elements: physique, personality, culture, relationship, reflection and self-image (Kapferer, 2012). The framework remains valuable because it highlights the relationship between organisational values and consumer perceptions and provides a structured approach to understanding how brands create meaning. However, some researchers argue that the model was developed before the rapid growth of digital communication and social media platforms, which now play a major role in shaping brand identity. Consumers increasingly participate in creating brand meaning through online engagement and content sharing, making brand identity more dynamic than the model originally suggests. Despite this limitation, the Brand Identity Prism remains useful for the present study because it provides a structured framework for analysing how Anomaly Haircare communicates sustainability, affordability and transparency through its branding activities. This framework is therefore useful in explaining how brands create stronger relationships with consumers through a clear and consistent identity.
While Kapferer's model remains influential, more recent studies suggest that digital platforms have made brand identity increasingly co-created between organisations and consumers (de Chernatony, Dall'Olmo Riley and Singh, 2021).

[bookmark: _Toc231224469]2.4 Sustainable Branding
Sustainable branding refers to the inclusion of environmental and social responsibility within a company’s brand strategy. It involves developing products and business practices that reduce environmental impact while supporting ethical values. Sustainable branding has become more important as consumers increasingly expect companies to be transparent and responsible in their actions (Ottman, 2017). Recent studies also suggest that sustainability has become an important factor in brand evaluation, particularly among younger consumers who increasingly consider environmental and social issues when making purchasing decisions (NielsenIQ, 2023). This perspective is relevant because many consumers now pay closer attention to environmental and social issues when choosing brands and products.
Companies that adopt sustainable branding strategies often focus on reducing waste, using environmentally friendly materials, and ensuring responsible sourcing practices. These activities can improve brand reputation and strengthen consumer trust. Although sustainable branding can improve reputation and strengthen consumer trust, researchers continue to debate the extent to which sustainability influences actual purchasing behaviour. Some studies suggest that consumers express positive attitudes towards environmentally responsible brands but do not always translate these attitudes into purchasing decisions when products are perceived as expensive or less convenient. This indicates that sustainability alone may not be sufficient to create competitive advantage and should instead be considered alongside factors such as product quality, performance, and affordability. This debate is particularly relevant to Anomaly Haircare because the brand attempts to balance sustainability with accessible pricing.
However, sustainable branding can also create challenges, especially in price-sensitive markets. Sustainable materials and production methods are often more expensive, which may affect product pricing and company profitability. For this reason, companies must find a balance between sustainability and affordability in order to remain competitive. This discussion is relevant to the present study because Anomaly Haircare attempts to combine environmentally responsible practices with affordable pricing within the cosmetics industry
[bookmark: _Toc231224470]2.5 Clean Beauty Trend in Cosmetics
The clean beauty trend has become an important development within the cosmetics industry. Clean beauty products are usually made without harmful chemicals and focus on the use of natural and safer ingredients. This trend has grown because consumers are becoming more aware of health and environmental concerns (Mintel, 2023). This trend reflects growing consumer interest in product safety, ingredient transparency, and environmental responsibility. It also reflects a noticeable change in consumer behaviour, where purchasing decisions are increasingly influenced by sustainability and transparency.
Consumers are becoming more careful about the ingredients used in cosmetic products and are looking for alternatives that appear safer and more environmentally responsible. As a result, many cosmetic companies have introduced clean beauty product lines that focus on simple formulations and clear product information. This development reflects changing consumer expectations regarding both product performance and ethical responsibility.
The clean beauty movement has also affected packaging practices, with many companies using recyclable and biodegradable materials. This reflects the wider shift towards sustainability within the cosmetics industry, where consumers expect brands to reduce environmental impact in different areas of production and packaging. This discussion is relevant to the present study because Anomaly Haircare also promotes simplified formulations and sustainable packaging as part of its overall brand strategy.
[bookmark: _Toc231224471]2.6 Digital Marketing in the Beauty Industry
Digital marketing has changed the way cosmetic brands communicate with consumers. Social media platforms such as Instagram, TikTok, and YouTube now play an important role in promoting beauty products and influencing consumer behaviour. These platforms allow brands to interact directly with consumers and create stronger online communities (Chaffey and Ellis-Chadwick, 2019). This influence has become even more significant in recent years as beauty consumers increasingly rely on social media content, reviews, and influencer recommendations when evaluating products and brands (Statista, 2024). This perspective is convincing because social media has become a major source of information and product discovery for many consumers. However, the influence of social media can differ between individuals, as some consumers may rely more on personal experience, recommendations, product quality, or price when making purchasing decisions.
Influencer marketing is also an important part of digital marketing within the cosmetics industry. Influencers often promote products through reviews, tutorials, and personal recommendations, which can affect consumer opinions and buying behaviour. Many consumers trust influencer recommendations when they appear genuine and relatable. However, not all consumers view influencers as fully trustworthy, especially when promotional content appears overly commercial or sponsored. This suggests that the effectiveness of influencer marketing often depends on the level of authenticity and credibility associated with the influencer.
While influencer marketing can increase brand visibility and consumer engagement, its effectiveness is increasingly being questioned. Consumers are becoming more aware of commercial partnerships and sponsored content, which may reduce the credibility of influencer recommendations. As a result, successful digital marketing strategies depend not only on visibility but also on authenticity and transparency. This issue is particularly relevant to sustainable brands because consumers often seek evidence to support environmental claims rather than relying solely on promotional messages.
Digital marketing also helps brands communicate their values and sustainability activities more effectively. Through online platforms, companies can share information about products, ingredients, packaging, and environmental practices, which may help improve transparency and consumer trust. At the same time, some consumers remain cautious about online sustainability claims and may require stronger evidence before fully trusting brand messages. This discussion is relevant to the present study because Anomaly Haircare relies heavily on digital platforms to communicate its sustainability values and engage with consumers within the cosmetics industry.
[bookmark: _Toc231224472]2.7 Consumer Behaviour in the Cosmetics Industry
Consumer behaviour refers to the decision-making process individuals follow when selecting, purchasing, and using products. Within the cosmetics industry, consumer behaviour is influenced by factors such as brand image, product quality, price, and personal values (Kotler and Keller, 2016). These factors are widely recognised as key influences on purchasing decisions within highly competitive consumer markets. It also highlights that consumer behaviour is usually influenced by several factors at the same time rather than by a single reason alone. In many cases, consumers consider quality, price, and brand reputation together before deciding which cosmetic products to purchase.
Consumers are also paying more attention to ethical and environmental issues when making purchasing decisions. However, recent research continues to show a gap between positive attitudes towards sustainability and actual purchasing behaviour, particularly when consumers face higher prices or reduced convenience (Mintel, 2023). This change reflects growing awareness of sustainability concerns and a stronger interest in supporting responsible brands. Consumers who value sustainability are often more willing to choose products that match their personal beliefs, even when prices are slightly higher. This suggests that ethical considerations are becoming increasingly important within consumer decision-making processes. Many people are now considering ethical responsibility alongside quality and affordability.
Price nevertheless remains an important factor for many consumers, particularly within mass-market segments, which creates challenges for sustainable brands attempting to remain affordable while maintaining ethical standards. Although awareness of sustainability has increased, affordability still plays a major role in consumer decision-making and cannot be ignored. This discussion is relevant to the present study because Anomaly Haircare attempts to balance sustainability, affordability, and product quality in order to meet changing consumer expectations within the cosmetics industry.
[bookmark: _Toc231224473]2.8 Greenwashing and Brand Credibility
Greenwashing is a major issue within the cosmetics industry because some companies exaggerate or misrepresent their sustainability practices in order to attract environmentally conscious consumers. This can reduce consumer trust and weaken the credibility of sustainable branding efforts (Delmas and Burbano, 2011). This concern has become increasingly significant as consumers demand greater transparency regarding environmental claims. Greenwashing can also affect the reputation of the wider cosmetics industry, making it more difficult for genuinely sustainable brands to gain consumer confidence. Overall, this is an important point because dishonest sustainability claims can create uncertainty and influence the way consumers respond to brand communication.
Consumers are becoming more cautious about environmental claims, especially when companies fail to provide clear and reliable evidence to support them. This increasing scepticism has made transparency and authenticity more important for brands that want to build and maintain trust. As a result, companies are expected to communicate their sustainability practices honestly and provide accurate information about products and production methods in order to avoid accusations of greenwashing. Without this level of openness, consumers may question whether sustainability claims are genuine. Transparency is therefore considered an important factor in maintaining consumer trust and brand credibility.
Brand credibility is closely connected to consumer trust and loyalty. Brands that show a genuine commitment towards sustainability are more likely to develop stronger relationships with consumers and achieve long-term success. This discussion is relevant to the present study because Anomaly Haircare places strong emphasis on transparency, sustainability, and honest communication as part of its overall brand strategy within the cosmetics industry.
[bookmark: _Toc231224474]2.9 Synthesis of Literature
The literature reviewed suggests that successful brand management within the cosmetics industry depends on the interaction of several interconnected factors, including brand identity, brand equity, sustainability, digital communication, and consumer behaviour. Strong brand identity contributes to the development of brand equity, while sustainability increasingly influences how consumers evaluate brand credibility and trustworthiness.
However, the literature also highlights important debates. Although sustainability is often presented as a source of competitive advantage, several studies suggest that consumers continue to prioritise factors such as price, convenience, and product performance when making purchasing decisions. Similarly, while digital marketing provides opportunities for brands to communicate sustainability initiatives, increasing consumer scepticism means that transparency and authenticity remain essential.
Overall, the literature indicates that sustainability is most effective when it is integrated with broader brand management activities rather than being treated as a standalone marketing message. These discussions provide an important foundation for examining how Anomaly Haircare combines sustainability, affordability, and digital communication within its brand strategy.

[bookmark: _Toc231224475]2.10 Literature Gap
Although existing research has examined brand management, sustainability, and consumer behaviour extensively, several gaps remain within the literature. First, limited research has explored how cosmetic brands successfully balance sustainability with affordability, despite increasing consumer demand for environmentally responsible products. Second, much of the existing literature focuses on established premium beauty brands, providing less insight into emerging brands operating within more accessible market segments. Third, there is limited understanding of how sustainability messages are communicated through digital platforms and how these messages influence consumer perceptions. Finally, little academic research has specifically examined Anomaly Haircare, creating a clear opportunity for further investigation.
These gaps indicate that further research is required to understand how emerging cosmetic brands incorporate sustainability into their brand management strategies while remaining accessible to price-conscious consumers. Examining Anomaly Haircare provides an opportunity to explore these issues within a contemporary market context and to assess how sustainability, affordability, and digital communication interact within a single brand strategy.
This study aims to address these gaps by examining the brand management strategy of Anomaly Haircare and evaluating how effective it is within the cosmetics industry. This is a suitable approach because it focuses directly on an identified gap in existing research and allows a closer understanding of how the brand applies sustainability within its overall strategy. It also creates an opportunity to explore how the company positions itself in relation to affordability and consumer expectations. Overall, this approach is useful because it supports a more detailed understanding of Anomaly Haircare’s branding strategy and its position within the cosmetics market.
[bookmark: _Toc231224476]Chapter 3: Research Methodology
This chapter explains the research methodology used to examine the brand management strategy of Anomaly Haircare within the cosmetics industry. It outlines the research design, methods of data collection, and analytical techniques used to address the research objectives. The chapter also justifies the methodological choices made in the study and considers issues relating to reliability, validity, and ethical practice. Research methodology plays an important role in academic research because it provides a structured framework for collecting and analysing information, helping to ensure that findings are credible, transparent, and aligned with the aims of the study (Saunders, Lewis and Thornhill, 2019).
The nature of the research problem influenced the methodological decisions adopted in this study. Since the research seeks to understand how sustainability, product development, and marketing communication contribute to the development of brand identity, a qualitative approach was considered more appropriate than a quantitative approach. While quantitative methods can measure relationships between variables, they are less effective in exploring meanings, interpretations, and the context in which branding strategies are communicated. A qualitative approach therefore provides a greater opportunity to examine how Anomaly Haircare presents its brand identity and how sustainability is reflected throughout its activities.
The research is guided by an interpretivist philosophy, which recognises that brand identity is not a fixed concept but is shaped through communication, perception, and social interaction. This perspective is particularly relevant to the study because consumer understanding of sustainability and branding may vary according to individual interpretation. Adopting an interpretivist position allows the research to move beyond simple description and consider how branding messages are created and understood within the cosmetics industry (Bryman, 2016).
A case study strategy has been selected to provide an in-depth examination of Anomaly Haircare within its real business context. Although broader studies involving multiple brands may offer greater opportunities for comparison, the use of a single case study enables a more detailed exploration of the relationship between sustainability, affordability, and brand management. This approach is consistent with the exploratory nature of the research and supports a deeper understanding of the issues being investigated (Yin, 2018).
Data for the study were collected from qualitative sources, including official websites, brand communication materials, product descriptions, and publicly available marketing content. These sources provide insight into how the company communicates with consumers and presents its sustainability initiatives. The collected data were analysed using thematic analysis, which allows patterns and themes to be identified within qualitative material. Themes such as sustainability, affordability, transparency, and digital engagement were examined to understand how different aspects of the brand contribute to its identity and market position (Braun and Clarke, 2006).
In addition, the chapter discusses the steps taken to enhance the trustworthiness of the research. Reliability was supported through a structured and consistent analytical process, while validity was strengthened by selecting data that was directly relevant to the research objectives and by linking findings with established academic theories. Together, these considerations help ensure that the research provides a credible and meaningful analysis of Anomaly Haircare’s brand management strategy.
Overall, the methodology adopted for this study provides an appropriate framework for exploring how sustainability, product development, and marketing communication contribute to brand identity within the cosmetics industry. By combining a qualitative approach, interpretivist philosophy, case study strategy, and thematic analysis, the research is able to develop a detailed understanding of the issues addressed by the study.
[bookmark: _Toc231224477]3.1 Research Philosophy
Research philosophy refers to the beliefs and assumptions that guide the research process and influence the way information is collected, analysed, and interpreted. Common research philosophies include positivism, interpretivism, and realism. This study adopts an interpretivist research philosophy because it focuses on understanding human behaviour, opinions, and meanings from a subjective perspective rather than relying only on measurable facts (Saunders, Lewis and Thornhill, 2019). The use of interpretivism is suitable for this study because it supports the research objective of exploring how consumers understand sustainable branding and how companies communicate their values through brand management strategies. This approach also recognises that people may interpret branding messages differently based on their own experiences and social interactions. For this reason, interpretivism is useful when examining branding strategies, as it focuses more on meanings and consumer understanding within a specific context rather than producing broad generalisations.
Another important feature of interpretivism is its focus on context, since consumer views on sustainability can differ depending on personal beliefs, cultural background, and individual experience. By using this approach, the research is able to consider these differences rather than treating consumer behaviour as fixed or identical for everyone. This is particularly relevant within the cosmetics industry, where purchasing decisions are often influenced by emotional, ethical, and personal factors. Understanding these influences requires a flexible approach that allows interpretation instead of depending only on numerical data or fixed variables (Bryman, 2016). In addition, interpretivism supports a more detailed examination of branding and communication strategies because marketing messages are not always understood in the same way by every consumer. Their meaning can change depending on presentation, tone, and consumer interpretation. Through qualitative analysis, the study is able to examine how Anomaly Haircare communicates its sustainability values and how these messages contribute to the development of its brand identity. This also allows closer attention to areas such as language, tone, and presentation, which are often less visible in more structured forms of research.
It is also important to recognise that interpretivism acknowledges the role of the researcher during the research process. The interpretation of information can be influenced by the researcher’s own perspective, which means careful attention is needed to maintain balance and credibility within the analysis. In this study, efforts were made to support interpretations using established academic theories and by focusing closely on the collected data itself. This helped improve the overall reliability of the research while still allowing detailed interpretation of the findings. Overall, the use of an interpretivist research philosophy provides a suitable foundation for this study because it supports a deeper understanding of branding practices within the cosmetics industry and helps explain how sustainability, communication, and consumer perception interact. By focusing on meaning and interpretation, the research is able to explore the complexity of modern brand management in greater detail.Top of FormBottom of Form
[bookmark: _Toc231224478]3.2 Research Approach
The research approach refers to the overall process used to connect theory with research data. The two main approaches commonly used in research are deductive and inductive.
This study follows an inductive research approach. An inductive approach involves developing ideas and conclusions from the analysis of collected information instead of testing pre-existing theories. It allows the researcher to identify patterns, themes, and relationships within the data and use these findings to develop a broader understanding of the topic (Bryman and Bell, 2015). This approach supports the research objective of examining how Anomaly Haircare applies branding strategies connected to sustainability and consumer perception within the cosmetics industry.
The inductive approach is appropriate for this study because the research focuses on exploring the branding strategy of Anomaly Haircare and identifying themes linked to sustainability, affordability, and consumer engagement. Rather than beginning with a fixed hypothesis, the study develops insights directly from the collected information. This allows the research to remain closely connected to the real context of the brand and helps explain how branding strategies are presented in practice.
In addition, the inductive approach provides flexibility throughout the research process because themes are able to develop naturally from the analysis instead of being limited by strict frameworks from the beginning. This is important when examining brand management strategies, as the way brands communicate their identity can change depending on the target audience, market conditions, and consumer expectations. Allowing themes to emerge gradually helps the research capture the connection between sustainability and branding in a more detailed and realistic way.
Another advantage of the inductive approach is that it supports a more open and exploratory style of analysis. Instead of concentrating only on confirming existing theories, the research can focus on real observations and consider how these findings contribute to a wider understanding of branding within the cosmetics industry. This is especially relevant in sustainable marketing, where branding practices continue to change and may not always fit completely within existing theoretical models (Saunders, Lewis and Thornhill, 2019).
Furthermore, the inductive approach aligns closely with the qualitative nature of this study. Since the research focuses on meanings, perceptions, and interpretations, it is important for the findings to develop in a way that reflects the depth of the collected information. This approach makes it easier to identify detailed patterns and insights that may not be visible through more structured methods of analysis.
Overall, the use of an inductive research approach provides flexibility and allows the research to remain closely connected to the data. It supports the development of meaningful insights into how Anomaly Haircare builds its brand identity and how sustainability is incorporated into its overall branding strategy within the cosmetics industry.
[bookmark: _Toc231224479]3.3 Research Strategy
The research strategy explains how the research is carried out in order to achieve the research objectives. This study uses a case study strategy.
A case study approach involves a detailed examination of a specific organisation, brand, or situation. It allows researchers to explore complex issues within a real-world setting and develop a deeper understanding of a particular subject (Yin, 2018). This strategy is widely used in qualitative research because it supports detailed investigation and allows researchers to focus closely on a selected case.
In this study, Anomaly Haircare has been selected as the case study in order to examine how sustainable branding strategies are applied within the cosmetics industry. Using a case study approach makes it possible to analyse the brand’s positioning, sustainability practices, and marketing communication in greater detail. This supports the research objectives by helping the study explore how the company builds its brand identity and communicates its values to consumers
In addition, the case study strategy allows the research to focus on the specific characteristics of Anomaly Haircare. Instead of comparing several companies, the study concentrates on one brand so that its branding strategy can be examined more closely. This makes it easier to understand how different elements such as sustainability, affordability, and communication work together to shape the brand’s overall identity. This level of detail is particularly useful in branding research because brand identity is often influenced by a combination of design, messaging, and company values.
Another advantage of the case study approach is that it allows the research to consider context more carefully. Branding strategies are influenced by factors such as market trends, consumer expectations, and wider social changes. By focusing on one specific case, the research is able to examine these influences in more detail and understand how they affect the development of the brand. This is especially relevant within the cosmetics industry, where sustainability has become an increasingly important issue for both companies and consumers. 
Furthermore, the case study strategy supports the interpretivist approach used in this research. It allows the study to examine how branding messages are created and how consumers may interpret these messages. This makes the strategy suitable for exploring areas such as brand identity and consumer perception, which require explanation and interpretation rather than simple measurement (Stake, 1995). 
It is also important to recognise that the case study approach focuses on depth rather than broad generalisation. The purpose is not to produce conclusions that apply to every cosmetics brand, but to develop a detailed understanding of one specific case. However, the findings may still provide useful insights that are relevant to similar brands or situations. This reflects the exploratory nature of qualitative research, where the emphasis is placed on understanding detailed experiences and meanings.
Overall, the case study strategy provides a practical and suitable method for examining the brand management strategy of Anomaly Haircare. It allows the research to remain focused on the brand while exploring sustainability, marketing communication, and consumer perception within the real context of the cosmetics industry.
[bookmark: _Toc231224480]3.4 Research Method
This study uses a qualitative research method. Qualitative research focuses on understanding meanings, experiences, opinions, and perceptions instead of relying mainly on numerical data. It is widely used in social science research to examine issues that require explanation and interpretation rather than measurement (Creswell, 2014). This method is suitable for the current study because the research aims to explore how Anomaly Haircare communicates its brand identity and sustainability values within the cosmetics industry.
The qualitative method is appropriate for this research because it allows a more detailed examination of areas such as brand communication, sustainability practices, and consumer perception. Since the study focuses on branding and marketing strategies, qualitative research provides flexibility when analysing written and visual materials linked to the company. This supports the research objectives by helping the study understand how the brand presents itself and how its messages are communicated to consumers.
In addition, qualitative research makes it possible to examine how branding messages are interpreted by consumers instead of only identifying what the company communicates. This is particularly important when discussing sustainability because consumer understanding and reactions can differ depending on personal opinions, values, and experiences. By using a qualitative method, the research is able to explore these differences in greater detail and develop a broader understanding of how sustainability influences brand perception.
The qualitative approach also allows the research to focus more closely on context, which is important when analysing branding strategies within a specific industry. In the cosmetics sector, factors such as sustainability, consumer expectations, and digital communication all influence the way brands are understood. By considering how brand messages are presented and interpreted, the study develops a clearer understanding of how Anomaly Haircare forms and communicates its brand identity (Bryman, 2016).
Overall, the qualitative research method provides a suitable approach for this study because it supports detailed analysis and interpretation of branding strategies within the cosmetics industry. It also allows the research to remain closely connected to the research objectives by exploring how sustainability, communication, and consumer perception contribute to the development of Anomaly Haircare’s brand identity.
[bookmark: _Toc231224481]3.5 Data Collection
The research is based on existing sources of information that have already been collected and published by researchers, organisations, and institutions. In this study, The data are mainly qualitative in nature, as it consists of written and descriptive material rather than numerical datasets.
The sources used include academic journal articles, textbooks, industry reports, and publicly available information related to Anomaly Haircare. This includes product descriptions, marketing campaigns, and sustainability statements released by the brand. These types of sources are commonly used in academic research because they provide access to a wide range of relevant information without requiring primary data collection (Saunders, Lewis and Thornhill, 2019).
The use of these materials is appropriate for this study as it enables an examination of existing knowledge and industry practices related to sustainable branding, while also making the research more time-efficient and cost-effective.
s
[bookmark: _Toc231224482]3.6 Data Analysis Method
Content analysis is used as the main method of data analysis in this research. Content analysis involves a careful examination of textual and visual materials in order to identify patterns, themes, and meanings. It is widely used in qualitative research to analyse communication materials such as advertisements, social media content, and brand-related messages (Krippendorff, 2018).
In this study, content analysis is applied to examine how Anomaly Haircare communicates its sustainability practices and overall brand identity. The analysis focuses on themes such as sustainability, affordability, product quality, and transparency, which are closely linked to the research objectives and help address the research questions. 
This method allows the researcher to interpret how the brand presents itself to consumers and how these messages contribute to the development of its overall brand image.
In addition, content analysis provides a structured but flexible way of examining qualitative materials, allowing themes and patterns to emerge gradually throughout the analysis. This is particularly useful in branding research, where meaning is often reflected through both written communication and visual presentation.
The method also helps maintain consistency throughout the analysis by applying the same process across different sources, which strengthens the credibility of the findings. At the same time, it still allows interpretation and deeper understanding, making it appropriate for examining how branding messages are created and understood by consumers (Bryman, 2016).
[bookmark: _Toc231224483]3.7 Ethical Considerations
Ethical considerations are an important part of academic research because researchers must ensure that their work is carried out responsibly and without causing harm to individuals or organisations. This study is based entirely on publicly available sources, which means there was no direct involvement with participants and no personal or confidential information was collected. As a result, the ethical risks associated with this research are relatively limited when compared with studies involving human participants.
Nevertheless, the use of secondary data does not remove the researcher’s ethical responsibility. It remains important to ensure that information is interpreted accurately and presented in a fair and balanced manner. Misrepresenting published information or drawing conclusions that are not supported by the evidence could affect the credibility of the research and the organisations being discussed. For this reason, careful attention has been given to the selection and interpretation of sources throughout the study.
In addition, all sources have been referenced appropriately in order to maintain academic integrity and avoid plagiarism. The work of other researchers has been acknowledged through proper citation and referencing practices (Saunders, Lewis and Thornhill, 2019). Transparency has also been maintained throughout the research process by clearly identifying the sources used and explaining how the data was analysed, helping to ensure that the findings remain reliable, credible, and academically appropriate.
[bookmark: _Toc231224484]3.8 Reliability and Validity
Reliability and validity are important for ensuring the quality and trustworthiness of research findings. Reliability refers to the consistency of the research process and results, while validity relates to the accuracy and credibility of the findings. In qualitative research, these ideas are often discussed in terms of dependability and credibility. In this study, reliability has been supported through the use of recognised academic journals, books, and industry reports, while using different sources also helped confirm the consistency of the collected information.
Validity has been maintained by selecting information that is directly related to the research objectives and research questions. In addition, the use of recognised theories and academic frameworks helped strengthen the overall credibility of the research (Bryman and Bell, 2015).
[bookmark: _Toc231224485]3.9 Research Limitations
Despite the strengths of the chosen methodology, some limitations should still be recognised. One limitation is the use of secondary data, which provides useful information but may not fully reflect current consumer opinions or recent market changes. Primary research methods such as interviews or surveys could provide more detailed insights into consumer behaviour and perceptions.
 Another limitation is that the study focuses on a single case study. Although this allows a more detailed analysis of Anomaly Haircare, the findings may not represent all brands within the cosmetics industry. Future studies could compare several brands in order to provide broader understanding of sustainable branding strategies. In addition, time limitations affected the scope of the research, as a wider range of sources and deeper industry analysis could have been included. Since the study is qualitative in nature, the findings are also influenced by the researcher’s interpretation of the collected data, which may introduce some subjectivity into the analysis.
[bookmark: _Toc231224486]Chapter 4: Findings and Data Analysis
This chapter discusses the findings gathered from the analysis of information related to the brand management strategy of Anomaly Haircare within the cosmetics industry. The main focus of this chapter is to examine how the brand presents itself to consumers, especially in relation to sustainability, affordability, and consumer engagement. It also explains how the findings connect with the research aims and objectives and how they help answer the research questions of the study.
The information used in this chapter was taken from publicly available sources, including brand communication, product descriptions, marketing materials, and industry reports. A qualitative content analysis method was used to study the information and identify common ideas within the brand’s strategy. The discussion mainly focuses on how Anomaly Haircare uses sustainability, pricing, and marketing communication to shape its brand identity and influence consumer perception.
The chapter also uses industry information to help explain current trends within the cosmetics industry. This provides a clearer understanding of changing consumer behaviour and the growing importance of sustainability in the market (Statista, 2023).
[bookmark: _Toc231224487]4.1 Brand Positioning of Anomaly Haircare
The analysis shows that Anomaly Haircare presents itself as a sustainable but affordable haircare brand. Unlike many environmentally friendly brands that mainly target premium consumers, Anomaly follows a mass-market positioning strategy. This can be seen through its pricing, packaging, and the accessibility of its products. The findings in this section also connect with the research objective of understanding how brand positioning and sustainability influence consumer perception within the cosmetics industry.
One important finding is that the brand regularly communicates the idea of “accessible sustainability.” This means that sustainability is not promoted as a luxury feature but as something that should be available to everyday consumers. The pricing strategy supports this idea because the products are generally sold at lower prices compared to many other sustainable brands in the market.
From a branding point of view, this approach helps Anomaly stand out from competitors that mainly focus on premium market segments. The findings suggest that this strategy fits with changing consumer expectations, as many consumers now look for environmentally responsible products without wanting to spend significantly more money (Mintel, 2023). This also helps answer the research question related to how sustainability and affordability influence the overall brand identity of Anomaly Haircare.

In addition, the brand’s visual identity supports its market positioning. The use of simple packaging and minimal design creates a sense of transparency and authenticity. This gives the impression that the brand is more focused on product value and responsibility rather than luxury appearance.
The findings further suggest that this positioning strategy works well within the current market environment. Industry information shows that many consumers are moving away from luxury-focused buying behaviour and are becoming more value-conscious when purchasing cosmetic products. Around 60% of consumers now consider both sustainability and value for money when choosing cosmetic products (Statista, 2023).

This trend supports Anomaly Haircare’s positioning strategy. By combining affordability with sustainability, the brand is able to attract both environmentally aware consumers and consumers who are more careful about spending. As a result, the brand is able to appeal to a wider target market compared to many premium sustainable brands.
The idea of “accessible sustainability” also reflects changing expectations among consumers. Sustainability is no longer seen as an exclusive feature but is increasingly viewed as something brands are expected to provide. This creates pressure on companies to include sustainable practices without raising prices too much. The findings suggest that Anomaly Haircare responds well to this expectation by balancing affordability with environmental responsibility.
[bookmark: _Toc231224488]4.2 Sustainability Strategy
One of the main findings of this research is the important role of sustainability within Anomaly Haircare’s brand strategy. The brand places strong attention on sustainability in different areas, including packaging, ingredients, and production processes. This finding is closely connected to the research objective of examining how sustainability contributes to the development of the brand’s identity within the cosmetics industry.
In addition, sustainability is presented as a natural part of the brand rather than as a separate marketing feature, which helps maintain consistency in the brand’s overall message. This allows the company to communicate a clear identity that is strongly connected to environmental responsibility. The findings therefore suggest that sustainability is not only used for promotion but is also linked to the way the brand wants consumers to recognise and understand its values. 

The findings also reflect wider changes within the cosmetics industry, where consumers increasingly expect brands to show environmental responsibility instead of treating sustainability as an extra benefit. Because of this, many brands are now under pressure to demonstrate genuine commitment through both their actions and communication (Ottman, 2017). This also helps answer the research question related to how sustainability influences consumer perception and brand positioning within the cosmetics market.
Furthermore, the way sustainability is included across different parts of the brand suggests an effort to create a consistent and believable image. This supports the idea that clear and consistent communication can strengthen consumer trust and improve overall brand perception (Kapferer, 2012).
[bookmark: _Toc231224489]4.2.1 Packaging	
The analysis shows that Anomaly Haircare gives strong attention to environmentally friendly packaging. The brand uses bottles made from recycled plastic, which helps address the issue of plastic waste within the cosmetics industry. This reflects wider industry practices where companies are trying to reduce environmental impact by following more sustainable production methods (UNEP, 2022). The findings in this section also relate to the research objective of understanding how sustainability practices contribute to the development of Anomaly Haircare’s brand identity.
The packaging design is also simple and minimal, which helps reduce the use of unnecessary materials. This fits with consumer preferences for eco-friendly products and supports the brand’s sustainability message. The findings suggest that packaging is not only used for practical purposes but also plays an important role in communicating the values of the brand to consumers.
Industry information shows that packaging has a strong influence on how consumers judge sustainability. Research suggests that more than 70% of consumers consider sustainable packaging when choosing cosmetic products (Mintel, 2023). This helps explain why Anomaly Haircare places significant focus on the use of recycled materials. It also helps answer the research question related to how sustainability influences consumer perception within the cosmetics industry.
Moreover, the use of recycled plastic helps reduce waste, which remains a major environmental concern in the cosmetics sector. Plastic packaging contributes heavily to environmental pollution, and brands that actively try to reduce this issue are often viewed more positively by consumers. This suggests that sustainable packaging can strengthen trust and improve the overall image of the brand.
However, sustainability in packaging is not only connected to the materials being used. Consumers are becoming more interested in the full lifecycle of packaging, including how it is produced and whether it can be recycled easily after use. This means that brands need to take a broader approach to sustainability if they want to meet changing consumer expectations.
[bookmark: _Toc231224490]4.2.2 Ingredients and Formulation 
Another important finding from the analysis is the brand’s focus on simple and plant-based product formulations. The products are described as being free from chemicals such as parabens and sulfates, which links closely with the growing clean beauty trend. This finding also connects with the research objective of exploring how sustainability and product development influence the overall brand identity of Anomaly Haircare within the cosmetics industry.
The use of natural ingredients, including aloe vera and botanical extracts, reflects growing consumer interest in products that are considered safer and more transparent. This approach helps support the image of the brand as both environmentally responsible and health-conscious (Ottman, 2017). The findings further suggest that the choice of ingredients has an influence on how consumers understand the brand and the values it represents.
The clean beauty movement has become more noticeable in recent years. Industry information suggests that around 50% of consumers actively search for products containing natural or organic ingredients (Statista, 2023). This trend helps explain why Anomaly Haircare gives considerable attention to plant-based formulations. It also helps answer the research question linked to how sustainability affects consumer perception and purchasing behaviour within the cosmetics market.
In addition, avoiding certain chemicals may help strengthen consumer trust. Many consumers associate natural ingredients with safety and health benefits, even though opinions about product effectiveness can vary. These perceptions often influence purchasing decisions and shape overall attitudes towards cosmetic brands.
At the same time, clean beauty products can create challenges for brands. Some consumers may still question whether natural formulations provide the same level of effectiveness as more traditional products. This highlights the need to maintain a balance between sustainability and product performance in order to meet consumer expectations successfully.
[bookmark: _Toc231224491]4.2.3 Transparency
Transparency is another important theme identified within the brand’s communication strategy. The brand shares clear information about its ingredients and sustainability practices, which helps create trust among consumers. This finding is linked to the research objective of understanding how communication strategies contribute to the development of Anomaly Haircare’s brand identity within the cosmetics industry.
This is especially important because concerns about greenwashing have increased in recent years, and many consumers are becoming more doubtful about environmental claims made by brands. By maintaining transparent communication, Anomaly Haircare is able to strengthen its credibility and separate itself from competitors that may appear less genuine (Delmas and Burbano, 2011). The findings also help answer the research question related to how transparency and sustainability influence consumer perception of the brand.
Consumer scepticism towards sustainability claims has increased noticeably. Research shows that more than 40% of consumers do not completely trust environmental claims made by cosmetic brands (Delmas and Burbano, 2011). This demonstrates why transparency has become an important factor in building credibility and strengthening consumer confidence.
Anomaly Haircare’s simple and direct communication helps reduce some of this scepticism. By avoiding complicated or exaggerated claims, the brand presents itself in a more honest and trustworthy way. This approach appears to work well within the current market environment, where consumers place strong value on authenticity and clear communication.
[bookmark: _Toc231224492]4.3 Product Development
The findings show that Anomaly Haircare follows a practical and consumer-focused approach to product development. Instead of offering a large number of highly specialised products, the brand concentrates on essential haircare items that address common consumer needs. This finding is connected to the research objective of examining how product development contributes to the overall brand management strategy of Anomaly Haircare within the cosmetics industry.
This simplified product range reflects a deliberate effort to reduce unnecessary complexity and improve accessibility for consumers. It also supports sustainability goals by helping to reduce overproduction and unnecessary waste. The findings suggest that the brand aims to provide products that are easy for consumers to understand and use in their everyday routines.
In addition, the brand places strong attention on product effectiveness alongside sustainability. This is important because many consumers are unwilling to sacrifice product performance even when they value environmental responsibility. The analysis suggests that Anomaly Haircare attempts to balance these factors by offering products that are both functional and environmentally friendly. This also helps answer the research question related to how sustainability and product quality influence consumer perception of the brand.
The focus on essential products also reflects wider changes in consumer behaviour. Many consumers are becoming more interested in simplified beauty routines and are trying to avoid excessive product consumption. This trend is often linked to the idea of “minimalist beauty,” where consumers place greater importance on quality rather than quantity.
From a sustainability point of view, reducing the number of products can also help minimise waste and improve production efficiency. This approach may support both environmental and economic sustainability, while also helping the brand maintain a clearer and more focused product identity.
[bookmark: _Toc231224493]4.4 Pricing Strategy
Pricing is an important part of Anomaly Haircare’s overall brand strategy. The findings show that the brand follows a competitive pricing approach and positions itself below many other sustainable brands within the cosmetics market. This finding is linked to the research objective of analysing how pricing and accessibility contribute to the brand management strategy of Anomaly Haircare.
Industry information suggests that price continues to be one of the main factors influencing consumer purchasing decisions. Around 65% of consumers consider price to be a key factor when selecting cosmetic products (Statista, 2023). This helps explain why Anomaly Haircare focuses strongly on affordability as part of its market positioning. It also helps answer the research question related to how pricing influences consumer behaviour within the sustainable cosmetics industry.
By offering products at affordable prices, Anomaly Haircare increases accessibility and appeals to a wider group of consumers. This strategy appears particularly effective for attracting individuals who are interested in sustainable products but are not willing to pay premium prices. The findings suggest that the brand attempts to make sustainable beauty products more available to everyday consumers rather than limiting them to higher-income groups.
This pricing approach also allows the brand to target price-sensitive consumers who may not normally purchase environmentally friendly cosmetic products. By reducing the price barrier, the brand is able to expand the potential market for sustainable haircare products and strengthen its position within the mass-market segment.
However, this strategy may also create certain challenges for the company. Maintaining sustainable practices while keeping prices affordable requires careful resource management and efficient production processes. Even with these challenges, the findings suggest that Anomaly Haircare has been able to position itself successfully as a more affordable option within the sustainable beauty market.
[bookmark: _Toc231224494]4.5 Marketing Communication
The analysis shows that digital marketing plays an important role in Anomaly Haircare’s overall brand strategy. Research suggests that more than 80% of beauty consumers are influenced by social media platforms when making purchasing decisions (Chaffey and Ellis-Chadwick, 2019). This demonstrates the importance of maintaining a strong digital presence within the cosmetics industry. The findings also connect with the research objective of examining how marketing communication contributes to the development of Anomaly Haircare’s brand identity and consumer engagement.
The brand actively uses social media platforms to communicate its values and interact with consumers. Through these digital platforms, the company is able to present its identity in a more interactive and visually appealing way. This helps strengthen consumer awareness and supports regular communication between the brand and its audience.
In addition, social media allows the brand to maintain consistency in its messaging, especially in relation to sustainability, which remains a central part of its positioning strategy. Clear and consistent communication can help improve brand recognition and make it easier for consumers to understand the values represented by the brand (Kotler and Keller, 2016). This also helps answer the research question linked to how marketing communication influences consumer perception within the cosmetics market.
Furthermore, social media encourages direct interaction between the company and consumers. Customers are able to respond to content, share opinions, and engage with the brand more openly. This type of two-way communication can help strengthen the relationship between the brand and its consumers while also creating a stronger sense of connection and engagement.
[bookmark: _Toc231224495]4.5.1 Social Media Presence
Anomaly Haircare uses social media platforms such as Instagram and TikTok to promote its products and communicate its sustainability initiatives. The content shared by the brand often includes product demonstrations, information about ingredients, and messages linked to environmental responsibility. This finding is connected to the research objective of exploring how marketing communication supports the development of Anomaly Haircare’s brand identity within the cosmetics industry.
This approach helps the brand build a more direct relationship with consumers and encourages a sense of community among its audience. Social media platforms also allow consumers to interact with the brand more easily through comments, shares, and discussions, which can strengthen engagement and brand awareness.
In addition, social media enables the brand to reach younger consumers who are more likely to value sustainability when making purchasing decisions (Chaffey and Ellis-Chadwick, 2019). This also helps answer the research question related to how digital communication influences consumer perception and engagement within the cosmetics market.
[bookmark: _Toc231224496]4.5.2 Influencer Marketing
The findings suggest that influencer marketing is used by Anomaly Haircare to improve brand visibility and strengthen credibility within the cosmetics market. Influencers promote the products through reviews, tutorials, and personal experiences, which can affect consumer perceptions and purchasing behaviour. This finding is linked to the research objective of examining how marketing communication strategies influence brand identity and consumer engagement.
Many consumers view influencer recommendations as more genuine and relatable compared to traditional forms of advertising. This makes influencer marketing particularly effective within the beauty industry, where consumers often rely on reviews and online opinions before making purchasing decisions. The findings also help answer the research question related to how digital communication influences consumer perception of the brand.
In addition, influencer marketing allows brands to communicate their values in a more informal and accessible way, which may help strengthen the relationship between the brand and its target audience. This is especially important for brands that focus on sustainability, as consumers often expect communication to appear honest and transparent rather than overly commercial.
The strategy also enables the brand to reach particular consumer groups through influencers whose personal values and content reflect the image of the brand. This alignment can improve credibility and make promotional messages appear more convincing to consumers (Chaffey and Ellis-Chadwick, 2019).
At the same time, the effectiveness of influencer marketing depends heavily on authenticity. If promotional content appears too commercial or unrealistic, consumers may lose trust in both the influencer and the brand. For this reason, maintaining honest and balanced communication remains important for sustaining positive consumer engagement.
[bookmark: _Toc231224497]4.6 Consumer Perception of the Brand
Based on the analysis, Anomaly Haircare is generally viewed as a trustworthy, affordable, and environmentally responsible brand. Consumer perception appears to be strongly connected to value alignment, as consumers are often more positive towards brands that reflect their personal beliefs and priorities. The combination of sustainability and affordability is one of the main factors influencing how the brand is perceived within the cosmetics market. This finding is linked to the research objective of examining how sustainability and brand management strategies shape consumer perception of Anomaly Haircare.
Consumers are likely to respond positively to the brand because it addresses both environmental concerns and financial considerations at the same time. This combination creates a strong value proposition and helps differentiate the brand from competitors that mainly focus on either sustainability or premium pricing. The findings also help answer the research question related to how affordability and sustainability influence consumer attitudes towards cosmetic brands.
At the same time, some concerns may still exist regarding product performance and long-term effectiveness. Although sustainability is important to many consumers, product quality and visible results continue to play a major role in purchasing decisions. For this reason, maintaining strong product performance remains important for preserving positive consumer perception and long-term trust in the brand.
[bookmark: _Toc231224498]4.7 Key Findings Summary
The main findings of this chapter can be summarised as follows:
· The findings show that Anomaly Haircare is positioned as an affordable and sustainable brand within the cosmetics industry, which supports the research aim of analysing the company’s overall brand management strategy.
· Sustainability is included across different parts of the brand, particularly in packaging, ingredients, and marketing communication, helping answer the research question related to how sustainability contributes to brand identity and consumer perception.
· The brand uses simple packaging design and transparent communication to develop trust and present a more authentic image to consumers.
· The competitive pricing strategy allows the brand to appeal to a wider consumer group, especially individuals who are interested in sustainable products but remain price-conscious.
· Digital marketing and influencer engagement play an important role in increasing brand visibility and shaping consumer perception within the cosmetics market.
· Consumers generally view the brand as accessible, ethical, and trustworthy. However, the findings also suggest that product performance continues to influence consumer satisfaction and long-term purchasing behaviour.
[bookmark: _Toc231224499]Chapter 5: Discussion
This chapter discusses the findings presented in Chapter 4 by linking them with relevant theories and ideas from existing literature. Instead of only describing the results, the discussion uses academic sources and industry perspectives to explain the findings in more detail and show how they relate to the research objectives and research questions.
The chapter focuses on how Anomaly Haircare’s brand strategy operates within the wider cosmetics industry, particularly in relation to sustainability, pricing, consumer perception, and digital engagement. The discussion also considers why these findings are important and how they connect with current trends and consumer expectations within the cosmetics market.
By combining the findings with supporting academic theories and industry research, this chapter provides a more balanced understanding of Anomaly Haircare’s position within the market and how its branding strategy may influence its long-term development and competitiveness.

[bookmark: _Toc231224500]5.1 Sustainability and  Brand Identity 
The findings show that sustainability plays an important role in Anomaly Haircare’s brand identity, particularly when considered alongside wider industry trends. Reports within the beauty industry indicate that around 65–70% of consumers now consider sustainability when making purchasing decisions (Mintel, 2023). This suggests that sustainability is no longer viewed as a niche interest but has become a more common consumer expectation. As a result, Anomaly Haircare’s focus on sustainability supports its position within the market and helps the brand appeal to consumers who value environmental responsibility.
From a theoretical perspective, this links with Kapferer’s view that brand identity should reflect wider social and cultural values (Kapferer, 2012). Sustainability can therefore be seen as part of a wider shift towards more responsible consumer behaviour. Research also suggests that consumers are more likely to trust brands that demonstrate visible sustainability efforts, with more than 60% of consumers showing greater trust towards brands that use recyclable packaging (UNEP, 2022). Anomaly Haircare’s use of recycled plastic packaging reflects this expectation and supports the credibility of the brand.
However, sustainability alone may not always be enough to distinguish a brand from competitors. As more companies adopt similar environmental practices, sustainability may become less unique as a branding strategy. This means that brands must also focus on areas such as innovation, product quality, and customer engagement to maintain a strong market position.
[bookmark: _Toc231224501]5.2 Sustainability and Brand Equity: A Data-Supported Relationship
The relationship between sustainability and brand equity can be understood through industry findings showing that environmentally responsible brands may achieve around 20–30% higher customer retention rates compared to less sustainable competitors (Ottman, 2017). This connects with Aaker’s brand equity model, particularly in relation to brand loyalty and brand associations (Aaker, 1991). Sustainability-related values can strengthen the connection between consumers and brands, which may help improve loyalty over time. In the case of Anomaly Haircare, the findings suggest that sustainability contributes to brand equity in several ways.
· Brand awareness is strengthened through sustainability-focused marketing.
· Brand associations become linked with ethical and environmental values.
· Perceived quality is supported through the use of natural ingredients.
· Brand loyalty is encouraged through alignment with consumer values.
However, the findings also show that more than 40% of consumers still prioritise product effectiveness over sustainability when making purchasing decisions (Statista, 2023). This highlights that sustainability alone may not be enough to create strong brand equity. Anomaly Haircare appears to address this by focusing on both sustainability and product performance, allowing the brand to appeal to consumers who value ethical products as well as those who prioritise effectiveness.
[bookmark: _Toc231224502]5.3 Pricing Strategy and Market Penetration: Evidence-Based Insight
Anomaly Haircare’s pricing strategy becomes more important when viewed alongside wider market trends. Research shows that around 55% of consumers are unwilling to pay a high premium for sustainable products, even though many express positive attitudes towards sustainability (Mintel, 2023). This highlights a gap between consumer attitudes and actual buying behaviour, where price still plays a major role in purchasing decisions. Anomaly Haircare’s focus on affordability appears to respond to this issue by offering sustainable products at competitive prices, making them accessible to a wider group of consumers.
From a strategic perspective, this approach may support stronger market penetration, as affordable pricing can attract a broader customer base and increase sales within the mass-market segment, where consumers are generally more price-sensitive. At the same time, this strategy can also create challenges because sustainable materials and ethical sourcing often increase production costs. This means that maintaining affordable prices depends heavily on cost control and efficient supply chain management.
Another important finding is that brands positioned within the “affordable sustainability” segment are growing faster than brands focused only on premium sustainable products (Statista, 2023). This suggests that Anomaly Haircare’s pricing strategy reflects current market trends and changing consumer expectations.

[bookmark: _Toc231224503]5.4 Consumer Behaviour: Bridging the Attitude-Behaviour Gap
The findings highlight the well-known “attitude–behaviour gap” in consumer behaviour, where consumers often express positive views towards sustainable products but do not always reflect these views in their actual purchasing decisions. Research indicates that more than 70% of consumers claim to prefer sustainable products, while fewer than 30% regularly purchase them in practice (Mintel, 2023). This gap is mainly influenced by factors such as price, convenience, and product performance. Anomaly Haircare’s strategy appears to address this issue by offering products that are both affordable and effective, helping to reduce some of the barriers that may prevent consumers from choosing sustainable options.
The discussion also highlights the importance of demographics in shaping consumer behaviour. Younger consumers, especially those aged between 18 and 34, generally place greater importance on sustainability and are more likely to support ethical brands. This is consistent with Anomaly Haircare’s strong use of social media platforms, which are widely used by younger audiences.
However, consumer behaviour is often influenced by a range of external factors, including economic conditions, lifestyle changes, and cultural trends. Because of this, brands need to remain adaptable and responsive as consumer expectations and priorities continue to change.
[bookmark: _Toc231224504]5.5 Digital Marketing Performance and Engagement Trends
Digital marketing plays an important role in shaping brand visibility and consumer engagement within the cosmetics industry. Research suggests that more than 80% of beauty consumers are influenced by social media when making purchasing decisions (Chaffey and Ellis-Chadwick, 2019). This highlights the importance of Anomaly Haircare’s digital marketing strategy, as platforms such as Instagram and TikTok allow the brand to reach a wider audience and interact more directly with consumers.
Engagement indicators such as likes, shares, and comments provide useful insight into consumer interest and brand perception. Although detailed engagement figures for Anomaly Haircare are not always publicly available, wider industry trends show that brands with a strong social media presence are more likely to build higher awareness and customer loyalty. Influencer marketing also supports this strategy, as studies suggest that consumers are nearly 50% more likely to trust recommendations from influencers than traditional advertising (Chaffey and Ellis-Chadwick, 2019). This makes influencer partnerships an effective way to increase credibility and influence purchasing behaviour.
At the same time, there are some challenges linked to influencer marketing. When promotional content appears too commercial, consumers may view it as less genuine, which can increase scepticism. Because of this, maintaining communication that feels authentic and relatable remains important for the brand.
[bookmark: _Toc231224505]5.6 Greenwashing, Transparency, and Consumer Trust
Greenwashing has become a growing concern within the cosmetics industry. Research suggests that more than 40% of consumers are sceptical about environmental claims made by brands (Delmas and Burbano, 2011), which makes transparency an important part of sustainable branding. Anomaly Haircare’s focus on clear communication and simple messaging appears to help reduce some of these concerns.
Transparency can reduce uncertainty and help build trust between brands and consumers. Studies indicate that brands viewed as transparent are more likely to retain customers and develop long-term relationships (Ottman, 2017).
At the same time, maintaining transparency can be difficult and requires consistency and accountability. Any difference between what a brand claims and what it actually does can quickly damage its reputation. Because of this, transparency needs to be supported by genuine actions and continuous improvement over time.
[bookmark: _Toc231224506]5.7 Competitive Positioning in a Data-Customer-focused
The findings show that Anomaly Haircare holds a distinct position within the cosmetics industry by combining sustainability with affordability. Evidence suggests that this market segment is growing quickly due to increasing consumer demand for products that are both accessible and environmentally responsible (Statista, 2023). From a strategic perspective, this positioning provides a competitive advantage, although competition is also likely to increase as more brands enter this area.
To maintain its position, Anomaly Haircare needs to continue developing and refining its approach. This could include improving product quality, introducing new product lines, or further strengthening its sustainability efforts.

[bookmark: _Toc231224507]5.8 Linking Findings with the Literature
The findings presented in this chapter show a clear connection with existing literature on sustainable branding, consumer behaviour, and strategic marketing within the cosmetics industry. In particular, the findings support wider academic discussions that modern brands are increasingly expected to include ethical and environmental values within their overall positioning. This supports the view that brand identity is shaped not only by the organisation itself but also by wider social expectations (Kapferer, 2012). The case of Anomaly Haircare reflects this shift, as sustainability appears to be a central part of the brand’s identity rather than simply an additional feature. The findings also connect with Aaker’s model of brand equity, especially in relation to brand associations and loyalty (Aaker, 1991). Sustainability can strengthen brand associations by linking the brand with ethical and responsible practices, while research also suggests that environmentally responsible brands often achieve stronger customer retention and emotional engagement (Ottman, 2017). However, the findings also show that sustainability alone may not always influence purchasing behaviour, as many consumers still place importance on product quality and effectiveness.
The pricing strategy of Anomaly Haircare can also be linked to existing ideas around value-based marketing. Previous studies suggest that affordability remains an important factor influencing consumer decisions, particularly within mass-market segments (Kotler and Keller, 2016). The findings support this view by showing that price sensitivity continues to affect sustainable purchasing behaviour. In this context, offering products at competitive prices allows Anomaly Haircare to respond to this issue while making sustainable products more accessible. The findings relating to consumer behaviour also connect with the concept of the attitude–behaviour gap discussed in earlier studies. Consumers may express positive attitudes towards sustainability, but purchasing decisions are often influenced by practical factors such as cost and convenience (Mintel, 2023). Anomaly Haircare’s focus on affordability and accessibility, therefore, appears to reduce some of these barriers and encourage more sustainable purchasing behaviour.
The role of digital marketing identified in the findings is also consistent with existing research highlighting the growing influence of online platforms on consumer behaviour. Social media platforms are widely recognised as important tools for communication and engagement within the beauty industry (Chaffey and Ellis-Chadwick, 2019). Influencer marketing further supports this, as consumers often view peer recommendations as more relatable than traditional advertising. This reflects the way Anomaly Haircare uses digital platforms to communicate with consumers and strengthen brand visibility. In addition, the findings relating to transparency and greenwashing reflect concerns raised in previous literature regarding consumer trust. Research has shown that increasing scepticism towards environmental claims can negatively affect brand credibility (Delmas and Burbano, 2011). As a result, Anomaly Haircare’s focus on clear communication and transparency appears to be an important part of maintaining trust and supporting its sustainable brand image. 
Finally, the competitive positioning of Anomaly Haircare can be linked to theories of differentiation, which suggest that brands can achieve an advantage by offering distinct value to consumers (Porter, 2008). The combination of sustainability and affordability helps the brand establish a position that reflects current market trends and changing consumer expectations. At the same time, the literature suggests that competitive advantages are not permanent and need to be supported through ongoing development and adaptation. Overall, the findings of this study show a strong connection with established academic theories while also providing practical insight into how these ideas are applied within the cosmetics industry.
[bookmark: _Toc231224508]Chapter 6: Conclusion and Recommendations
This chapter brings together the main conclusions of the study and sets out practical recommendations based on the findings and discussion presented in earlier chapters. The purpose here is to highlight the key insights from the research and consider how far the research objectives have been met.
The study examined the brand management strategy of Anomaly Haircare within the cosmetics industry, focusing in particular on sustainability, pricing, consumer behaviour, and digital marketing. By drawing on relevant theories alongside the analysis, the research provides a clear understanding of how the brand operates and positions itself within a changing market environment.
As well as outlining the main findings, this chapter also presents recommendations for improving the brand’s strategy and identifies possible directions for future research.
[bookmark: _Toc231224509]6.1 Summary of Key Findings
The research findings show that Anomaly Haircare has developed a distinctive brand strategy centred on sustainability and affordability. This dual positioning allows the brand to stand apart from competitors that focus mainly on premium sustainable products.
One of the most notable findings is that sustainability plays a central role in shaping the brand’s identity. The use of recycled packaging, natural ingredients, and transparent communication helps create a consistent and authentic brand image. This is in line with theoretical perspectives suggesting that brand identity is influenced by cultural and societal values (Kapferer, 2012).
Another key finding relates to brand equity. The research shows that sustainability strengthens brand associations and contributes to customer loyalty. Consumers are more likely to form positive perceptions of brands that show environmental responsibility. At the same time, the findings highlight that product effectiveness remains an important factor influencing purchasing decisions, supporting the idea that functional value should not be overlooked (Aaker, 1991).
Pricing strategy also emerges as an important element of the brand’s success. By offering affordable products, Anomaly Haircare responds to the gap between consumer attitudes and behaviour. While many consumers express a preference for sustainable products, price sensitivity often affects their final decisions. The brand’s pricing approach, therefore, improves accessibility and broadens its market reach.
The study also highlights the role of digital marketing in building brand awareness and engagement. Social media platforms and influencer marketing contribute to shaping consumer perceptions, reflecting wider trends in digital marketing practices (Chaffey and Ellis-Chadwick, 2019).
Finally, the findings highlight the role of transparency in building consumer trust. In an industry where greenwashing remains a concern, clear and honest communication can help strengthen brand credibility (Delmas and Burbano, 2011).

[bookmark: _Toc231224510]6.2 Conclusion
This study set out to examine how Anomaly Haircare utilises brand management strategies to position itself within the cosmetics industry. Based on the analysis, it can be concluded that the brand successfully integrates sustainability, affordability, and digital engagement to create a strong and competitive market position.
The research demonstrates that sustainability is no longer a differentiating feature but a fundamental expectation among consumers. Anomaly Haircare’s ability to incorporate sustainability into its core identity reflects a strong understanding of market trends and consumer values. However, the study also highlights that sustainability alone is not sufficient to ensure success. Product quality, pricing, and accessibility remain equally important factors.
The findings further suggest that the brand’s affordability strategy is a key strength, as it enables wider adoption of sustainable products. This approach not only enhances market penetration but also contributes to the broader goal of promoting sustainable consumption.
At the same time, the study identifies potential challenges. As more brands adopt similar sustainability practices, competition within the market is likely to increase. This may reduce the uniqueness of Anomaly Haircare’s positioning and require the brand to explore additional avenues for differentiation.
Overall, the research concludes that Anomaly Haircare has established a well-balanced and effective brand strategy. However, maintaining long-term success will require continuous innovation, adaptability, and commitment to sustainability.

[bookmark: _Toc231224511]6.3 Recommendations
Based on the findings and discussion, a number of recommendations can be suggested to further improve the brand management strategy of Anomaly Haircare.

[bookmark: _Toc231224512]6.3.1 Strengthening Product Innovation
While sustainability remains a key strength, the brand needs to continue investing in product innovation to stay competitive. This includes improving product performance and developing new formulations that reflect changing consumer needs.
Innovation may also involve extending the product range to address specific haircare concerns, which can help attract a broader group of consumers.

[bookmark: _Toc231224513]6.3.2 Enhancing Transparency and Communication
Although the brand already shows a commitment to transparency, there is room to improve communication by offering more detailed information about sourcing, production processes, and environmental impact.

This approach can help build stronger trust and reduce consumer scepticism around sustainability claims. Transparency is especially important in avoiding concerns related to greenwashing (Delmas and Burbano, 2011).

[bookmark: _Toc231224514]6.3.3 Expanding Digital Marketing Strategies
Digital marketing should continue to be a central part of the brand’s strategy. The company can strengthen its online presence by developing more interactive and engaging content, such as tutorials, user-generated material, and educational campaigns.

In addition, working with influencers who reflect the brand’s values can further support credibility and expand its reach.

[bookmark: _Toc231224515]6.3.4 Maintaining Affordable Pricing While Ensuring Quality
Affordability is one of the brand’s main strengths and should be maintained. At the same time, it is important to ensure that efforts to control costs do not affect product quality.

Finding the right balance between affordability and quality will be important for maintaining consumer trust and encouraging long-term loyalty.

[bookmark: _Toc231224516]6.3.5 Differentiation Beyond Sustainability
As sustainability becomes more widely adopted in the cosmetics industry, the brand needs to consider other ways to stand out. This could include focusing more on innovation, customer experience, or distinctive brand storytelling.

Building a stronger emotional connection with consumers can also help improve brand loyalty and support long-term value.

[bookmark: _Toc231224517]6.4 Limitations of the Study
This study has several limitations that need to be considered. Firstly, the research relies on secondary data, which can limit the depth of analysis when compared to methods such as surveys or interviews.
Secondly, the findings are based on a single case study, which may limit how far the results can be applied more widely. While the insights are relevant to the cosmetics industry, they may not fully reflect situations in other sectors.
Finally, the cosmetics industry is constantly changing, and consumer preferences can shift over time. This means that the findings may not remain fully applicable in the long term.

[bookmark: _Toc231224518]6.5 Suggestions for Future Research
Future research can build on this study by including primary data collection methods to gain a clearer understanding of consumer perceptions and behaviour. Methods such as surveys, interviews, or focus groups may provide more detailed and dependable insights.
In addition, comparative studies can be used to examine how different brands approach sustainability and brand management. This could offer a wider view of effective practices within the industry.
Further research may also look at the long-term effects of sustainability on brand performance, particularly in relation to financial results and overall market growth.

[bookmark: _Toc231224519]6.6 Final Conclusion
In conclusion, this study shows that Anomaly Haircare has developed a brand strategy that fits well with current market trends and consumer expectations. The combination of sustainability, affordability, and digital engagement provides a solid base for building a competitive position.
At the same time, the cosmetics industry continues to change, and maintaining this position will depend on the brand’s ability to adapt and improve over time. By taking into account the recommendations outlined in this chapter, Anomaly Haircare can strengthen its position and work towards long-term growth in an increasingly competitive market.


[bookmark: _Toc231224520]
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