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A B S T R A C T   A R T I C L E   I N F O 

This research emphasizes the importance of sustainability in 

modern brand management, focusing on green marketing, 

brand trust, brand equity, digital marketing and CSR as key 

pillars. Sustainability is now key in brand differentiation and 

building consumer loyalty through transparent practices. 

Digital marketing and CSR are increasingly relevant in brand 

strategy, including in the luxury goods market. However, this 

research is limited by the use of a single database and the 

narrow timing of publication. Future research is expected to 

include more sources, time, and qualitative analysis to 

strengthen the validity of the findings. Sustainability is 

becoming a strategic element that drives companies to 

remain competitive and socially responsible, ensuring long-

term business resilience. 

 Article History: 
Submitted/Received 05 Oct 2024 
First Revised 25 Oct 2022 
Accepted 07 Nov 2024 
First Available online 02 Dec 2024 
Publication Date 02 Dec 2024 

____________________ 
Keyword: 
Brand Management Strategies, 
Sustainability, Systematic Review 

Journal of Business  

Management Education (JBME) 

 Journal homepage: http://ejournal.upi.edu/index.php/jbme/  

Journal of Business Management Education 9(3) (2024) 

mailto:fanjiwijaya@upi.edu
mailto:fanji.wijaya@inaba.ac.id
http://ejournal.upi.edu/index.php/jbme/


81 | Journal of Business Management Education, Volume 9 Issue 3, 2024 80-97 

DOI: https://doi.org/10.17509/ijomr.v3i2  
p- ISSN 2776-608X e- ISSN 2776-5970   

1. INTRODUCTION 
 Brand management plays an important role in today's business landscape, especially 

in the context of sustainability. As more companies seek to align their brand values with 

sustainable practices, effective brand management strategies are crucial to achieving long-

term competitive advantage. The integration of sustainability into brand management not 

only enhances brand reputation, but also responds to growing consumer demand for 

environmentally responsible products and services. As a result, there is increasing interest in 

understanding how brand management strategies can effectively contribute to sustainability 

goals. 

Systematic literature reviews have been instrumental in consolidating knowledge and 

identifying emerging trends in various fields, including brand management and sustainability. 

The review used a structured approach to identify, select and analyze relevant articles, 

ensuring a comprehensive synthesis of the existing literature. For example, the review of 

Management Control Systems (MCS) and Environmental Management Accounting (EMA) in 

sustainability adopted strict inclusion and exclusion criteria to select 43 journal articles for 

analysis, highlighting the importance of a rigorous methodological framework.(Wang et al., 

2022). Similarly, the review on sustainability in fashion used a mixed methods approach, 

combining text mining techniques with bibliometric visualization tools such as RAKE, 

VOSViewer, and CitnetExplorer to streamline the literature review process and identify key 

research themes and trends (Rahman et al., 2023). This approach has proven effective in 

uncovering key research themes and understanding patterns of development within the field. 

In the realm of sustainability branding, a bibliometric approach has also been used, 

analyzing 1,509 articles from Scopus using performance analysis, keyword analysis, cluster 

analysis and bibliographic merging to map the intellectual structure and dynamics of the field 

(Nascimento & Loureiro, 2024). Another systematic review focused on how companies 

communicate sustainability, using a comprehensive search strategy that resulted in a final 

sample of 18 articles, identifying seven potential topics related to communication strategies 

and their impact (Expósito-Campos et al., 2023). The review emphasized the importance of 

methodological rigor, including the use of bibliometric and network analysis techniques to 

synthesize existing knowledge and identify gaps for future research. 

Collectively, this systematic literature review offers a structured framework for 

understanding the complex interactions between brand management and sustainability, 

providing valuable insights and recommendations for academic research and practical 

applications in the field. Selecting an appropriate database and setting clear 

inclusion/exclusion criteria are important steps in conducting a systematic review. The choice 

of database often depends on the research topic and scope of the review. For example, 

databases such as Web of Science, ACM, Elsevier and IEEE are commonly used in specific fields 

such as citizen science in education or resource management in networks (Şahinel et al., 

2021). 

Inclusion and exclusion criteria should be well defined and explicit to ensure 

consistency and reliability in the selection process. These criteria typically include factors such 

as publication date, relevance to the research question, study type, and methodological 
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quality (Tod, 2019). For example, in a review on resource management, the criteria include a 

strong research approach, a focus on optimization goals, and a clear system model (Şahinel 

et al., 2021).  

The screening process often involves several stages, starting with a broad search 

followed by more focused screening to exclude irrelevant studies. Automation tools such as 

ChatGPT and machine learning models can aid this process by classifying articles based on 

preset criteria, achieving up to 82% accuracy in some cases (Dhrangadhariya & Müller, 2023). 

These tools help reduce manual effort and minimize errors associated with traditional 

screening methods. Final selection often involves quality assessment to ensure that only the 

most relevant and high-quality studies are included in the review ("AI-Assisted Systematic 

Review to Create a Database with Potentially Relevant Papers on Depression, Anxiety, and 

Addiction," 2022). This multi-step process, supported by manual and automated methods, 

ensures a comprehensive and systematic approach to article selection. 

In conducting systematic reviews, the PRISMA (Preferred Reporting Items for 

Systematic Reviews and Meta-Analyses) method is carefully followed to ensure 

comprehensive and transparent reporting. Originally established in 2009 and updated in 

2020, the PRISMA guidelines provide a structured approach to conducting systematic reviews 

and meta-analyses, emphasizing the importance of clear methodological details to improve 

the reproducibility and quality of evidence synthesis (Tsuge et al., 2 024). The process begins 

with the formulation of an appropriate research question, followed by the identification of 

relevant studies using a comprehensive database search, including databases such as 

MEDLINE and EMBASE, ensuring the inclusion of all relevant studies.(Travis Satnarine, 2023).  

Flowcharts are used to illustrate the screening and selection process, a key 

component of the PRISMA framework, which helps minimize bias and error (Ismail & Yusof, 

2023). Data extraction was performed independently by multiple reviewers to minimize bias, 

and data synthesis was performed using qualitative and quantitative methods depending on 

the homogeneity of the study (Ismail & Yusof, 2023). 

The PRISMA-COSMIN extension, specifically designed for systematic reviews of 

outcome measurement instruments, provides additional checklists and guidelines to improve 

reporting quality. Adherence to PRISMA guidelines has been shown to significantly improve 

the quality of systematic review reporting, as evidenced by studies in various fields, including 

dentistry and rehabilitation (Tsuge et al., 2024). Overall, the PRISMA method facilitates a 

rigorous and transparent review process, ensuring that the findings are robust and reliable. 

Given the growing emphasis on sustainability and the important role of brand 

management in driving sustainable practices, this systematic review aims to answer the 

following research questions: 

RQ1: What are the key strategies in brand management that support sustainability across 

industries ? 

RQ2: How are brand management practices evolving to integrate sustainability into core 

business operations ? 

RQ3: What are the key challenges and barriers brands face in implementing sustainability-

focused brand management strategies ? 
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RQ4: What future trends and opportunities exist for brands looking to enhance their 

sustainability efforts through effective brand management ? 

These research questions will guide a systematic review to uncover insights into how brand 

management can be leveraged to improve sustainability, identify existing challenges, and 

highlight future opportunities for researchers and practitioners in the field. 

 

Brand Management Strategies For Sustainability 

It involves integrating environmental, social, and economic considerations into the 

core of brand operations and communications. The concept of sustainable corporate 

branding emphasizes sustainability as a core value, aiming to guide companies in building 

brands that promise sustainability at their core, as seen in the Turkish context (Gokaliler et 

al., 2020). This approach is echoed in the fashion industry, where sustainability is evaluated 

across environmental, social, and economic dimensions, with criteria such as non-hazardous 

materials, fair trade, and local production being particularly important. The integration of 

sustainability into brand management is not just a strategic choice but a necessity for long-

term success, as it aligns with consumer expectations for environmental and social 

responsibility (Özkan Pir, 2023).  

In the luxury sector, brands such as LVMH have developed frameworks to effectively 

communicate their sustainability initiatives, thereby educating consumers and shifting value 

towards sustainability. In addition, sustainable business strategies are seen as a competitive 

advantage, requiring systematic integration into all value-generating activities of the 

company (Santos et al., 2024). This strategic integration is critical for brands to remain 

relevant and competitive in a market where consumers are increasingly prioritizing 

sustainability. 

 

Brand 

Brands are powerful instruments of change, capable of influencing consumer lifestyles 

and values, making the incorporation of green values into brand management essential. The 

relationship between sustainability and brand positioning is also important, as it influences 

consumer behavior and brand value creation, requiring clear communication and genuine 

sustainable positioning. Finally, in the context of Amazon, sustainable branding involves 

engaging with traditional communities and emphasizing product quality and innovation, 

which is key to fostering consumer trust and preference for sustainable brands (Santos et al., 

2024). Overall, a sustainable brand management strategy requires a holistic approach that 

integrates sustainability into a brand's core values and operations, effectively communicates 

these values to consumers, and leverages them as a competitive advantage. 

 

 

2. METHODS 
This section details the systematic approach used in this review to ensure a 

comprehensive and reliable synthesis of existing research on brand management strategies 

for sustainability. The methodology is structured into three main components: Systematic 
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Literature Review Method, Data Extraction and Synthesis, and PRISMA Framework 

Implementation. 

 

 
Figure 1: The Preferred Reporting Items for Systematic Reviews and Meta-Analysis (PRISMA) 

flow diagram 

Source: (Benevene & Buonomo, 2020; Pati & Lorusso, 2018) (Pati & Lorusso, 2018) 

 

1.  Systematic Literature Review Method 

The systematic literature review (SLR) method is designed to provide a thorough and 

reproducible analysis of the literature on sustainable brand management. The SLR approach 

follows a series of well-defined steps, which enable the identification, selection and analysis 

of relevant studies: 

- Defining the Research Scope and Questions 

The initial step involved clearly defining the scope of the research by setting specific 

research questions (RQs). These RQs focused on identifying key strategies, challenges, and 

future opportunities in sustainable brand management. The establishment of the RQ 

ensures that the next steps are aligned with the research objectives. 

- Database Selection 

Scopus was selected as the primary database for this review due to its broad coverage of 

peer-reviewed journals across a range of disciplines, including business, marketing and 

environmental studies. Scopus' strong indexing ensures access to high-quality and 

relevant studies on brand management and sustainability. 

 

- Keyword Development and Search Strategy 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Records identified from*: 
Databases Scopus 

 (n = 362) 

Search for the appropriate 
database on specific 

keywords with boolean operator 
“AND” 

(n = 59) 

Screening Records excluded** 
(n = 323) 

Reports not retrieved 
(n = 24) 

Reports assessed for eligibility 
(n = 35) 

 
Full-text articles  

excluded with reason  
( n = 24 ) 

Studies included in review 
(n = 11) 
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A systematic search was conducted using a combination of keywords related to the core 

concepts of the review, including terms such as "sustainable brand," "green marketing," 

"sustainable competitive advantage," and "brand management for sustainability." 

Boolean operators (AND, OR) were used to refine the search string, such as "brand 

management" AND "sustainability" OR "green marketing." This strategy captured a wide 

range of relevant literature while focusing on key aspects of the topic. 

The search was limited to articles published between 2010 and 2024 to ensure the latest 

developments and trends were included. Only articles written in English and published in 

peer-reviewed journals were considered to maintain the quality and relevance of the 

research. 

- Initial Screening of Articles 

The search process initially generated a large number of articles. Titles and abstracts were 

screened to immediately filter out studies that did not meet the inclusion criteria or were 

not relevant to the research question. 

- The inclusion criteria required the research to explicitly address brand management 

strategies and their relationship with sustainability, either through empirical research, 

theoretical frameworks, or case studies. 

- Exclusion criteria included conference papers, non-peer-reviewed publications, editorials, 

and studies that focused on unrelated aspects of marketing or management. 

- Full Text Review and Quality Assessment 

Articles that pass the initial screening undergo a detailed full-text review to determine 

their relevance and contribution to the topic of sustainable brand management. 

- A quality assessment was conducted to ensure only studies with strong research 

methodology, clear research objectives, and credible findings were included. Articles that 

lacked methodological rigor or were too general in scope were excluded, to ensure that 

the final pool of articles was of high quality and provided valuable insights into the 

research questions. 

 

2. Data Extraction and Synthesis 

Data extraction and synthesis is an important step in consolidating the findings from the 

selected articles: 

- Data Extraction 

A standardized data extraction form was used to collect key information from each 

selected article, including author name, year of publication, research objectives, 

methodology, key findings, and themes related to brand management and sustainability. 

This structured approach ensured consistency and accuracy in capturing the essential 

elements of each study. 

- Thematic Analysis 

The extracted data was subjected to thematic analysis to identify key patterns, strategies 

and trends across the literature. Important themes such as green brand strategies, 

corporate social responsibility (CSR), stakeholder engagement, and green product 

positioning emerged as key focus areas in the existing research. 
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Bibliometric tools such as VOSViewer and RAKE were used to visualize the relationships 

between themes and map the intellectual structure of the field. These tools provide a 

clearer picture of how different concepts are interconnected and assist in identifying key 

knowledge clusters. 

- Synthesis and Reporting 

Findings from the thematic analysis were synthesized to answer the research questions, 

highlighting key strategies, common challenges and future opportunities in sustainable 

brand management. 

The synthesis process ensured that the study not only consolidated current knowledge 

but also identified gaps and potential future research directions, contributing valuable 

insights to both academic discourse and practical applications in the field. 

3. Implementation of the PRISMA Framework 

This systematic review adhered to PRISMA (Preferred Reporting Items for Systematic Reviews 

and Meta-Analyses) guidelines to ensure a transparent and rigorous review process. The 

PRISMA methodology was applied through four main phases: Identification, Screening, 

Eligibility, and Inclusion. 

1. Identification 

- Relevant studies were identified through a thorough search on the Scopus database, with 

additional searches on Web of Science to ensure broad coverage. Keywords such as 

"brand management," "sustainability," and "green marketing" were used, with Boolean 

operators to refine the search. 

- A manual search of the reference lists of the selected articles was also conducted to find 

relevant studies missed during the initial search. 

2. Filtering 

- After the initial search, the titles and abstracts of all identified articles were screened to 

exclude studies that did not meet the inclusion criteria. This step helped to quickly rule 

out studies that were irrelevant or off-topic. 

- The inclusion criteria required studies published from 2010 onwards, written in English, 

peer-reviewed, and directly addressing the themes of brand management and 

sustainability. Exclusion criteria included publications that were not peer-reviewed, 

conference papers, and articles that were not accessible unless available through open 

access. 

3. Eligibility 

- Articles that pass the screening undergo a thorough full-text review to confirm their 

eligibility. This stage ensures that the research meets the specified inclusion criteria and 

provides empirical or theoretical insights into sustainability practices in brand 

management. 

- The quality assessment further refines the selection by evaluating methodological 

robustness, clarity of research objectives, and validity of findings. 

4. Inclusion 
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The final set of articles was included in the review after rigorous screening and 

assessment. The selected studies were organized for detailed analysis, focusing on 

identifying key themes, trends and gaps. 

The PRISMA flowchart documents each step of the selection process, visually depicting 

the number of studies identified, screened, reviewed for eligibility, and included in the 

final analysis. This flowchart increases transparency and minimizes bias, thereby 

improving the reproducibility of the review. 

Conclusion on PRISMA Compliance 

By following the PRISMA framework, systematic literature reviews can be conducted in a 

rigorous, transparent and reproducible manner. By following these guidelines, the review 

ensures that all relevant studies are systematically identified, screened and synthesized, 

thereby reducing bias and improving the quality of findings. The final review provides a 

reliable and comprehensive overview of the current state of knowledge on brand 

management strategies for sustainability, while identifying key research gaps and future 

opportunities for academic researchers and practitioners in the field. 

 

4. RESULTS AND DISCUSSION 
 

 
Figure 2. Annual Scientific Production 

Source: results data processing Bibliometrix 

      

Based on the results of a bibliometric analysis obtained from 362 articles indexed in Scopus, 

it can be advanced that there is a significant upward trend in scholarly production related to 

this topic over the period 2010 to 2024. This increase is important to understand in the 

context of the evolution of research and scholarly attention to issues related to desirable 

brand management. 

Trend Analysis of Scientific Production Since 2010, research related to brand management 

and desirability has shown moderate growth, with some plateauing seen until around 2018. 

While there was a stable period where the number of publications was NOT stagnant, this 

trend changed drastically from 2020, where a consistent increase began to be seen until it 

peaked in 2024 with more than 50 articles published. This increase shows that there is a new 

impetus in related research, which may be due to global policy changes, increased awareness 

of sustainability, and innovations in environmentally-focused marketing strategies. A 

bibliometric analysis of articles published during the period 2010-2024 shows a rapid 

development in research focusing on brand management strategies for sustainability. With a 
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significant increase seen especially since 2020, this topic seems to be gaining importance in 

global scientific discussions. To capitalize on this momentum, further focused and 

collaborative studies are needed, which not only identify current trends and strategies, but 

also anticipate future challenges and opportunities in the implementation of sustainable 

brand strategies. 

 

Average citations per year 

 
Figure 3. Average Citations per Year 

Source: results data processing Bibliometrix 

 

Analysis of Situation Dynamics The consistent decline in the average situation since 

2014 suggests either a shift in focus in the literature or the possibility that articles published 

after that period have not strongly enough influenced or changed the direction of research in 

this topic. The peak in 2014 may have signaled the publication of some seminal articles that 

formed an important foundation in research related to brand management and desire. 

However, since then, despite an increase in the number of articles, not much new research 

has had the same strong situational impact. 

The decline in the average situation despite the increase in the number of publications 

indicates the challenges in generating high-impact research in the field of brand management 

strategies for sustainability. This underscores the need for more innovative and 

contextualized approaches, and makes it clear that strong theoretical contributions, 

supported by solid empirical studies, are key to increasing academic impact and attracting 

wider attention in the global scientific community. 
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Figure 4. Most Rrelevant Sources 

Source: results data processing Bibliometrix 

 

Based on the graph of most relevant sources, it can be seen that research on brand 

management strategies for sustainability is published in several leading journals. The journal 

with the highest number of publications is Journal of Place Management and Development, 

which has 14 related documents, followed by Place Branding and Public Diplomacy with 13 

documents. In addition, journals such as Emerald Emerging Markets Case Studies and Journal 

of Sustainable Tourism are also important sources with 11 documents each. Analysis of the 

most relevant sources shows that research on brand management strategies for sustainability 

is spread across a wide range of journals with a focus on place branding, sustainable tourism 

and cleaner production. 

 
Key Brand Management Strategies That Support Sustainability Across Industries 

Table 1. State of the Art Analysis Results 

Novelty Author & Year Only 

-It investigates the impact on consumer brand trust and intentions. 

- It highlights the mismatch between sustainability claims and 

activities. 

- Provides guidelines for effectively communicating sustainability 

goals. 

Sojin Jung, Gargi 

Bhaduri, Jung Ha-

Brookshire, 2020  

 - This research explores farmers' market brand image management 

through e-newsletters. 

- It analyzes digital communication strategies for local food 

promotion. 

- Few studies have focused on farmers' market marketing 

communications. 

- It highlights the role of email marketing in brand image. 

Benjamin Garner, 

2022  

- It examined the impact of personal branding on tourism 

destinations. 

- Future research aims to analyze celebrity tourism in Madeira. 

- It introduces causal modeling to understand tourist behavior.  

Bruno Sousa, Sónia 

Rodrigues 2019   

- It discusses the impact of sustainability on corporate reputation. 

- The study examines the heuristics that influence stakeholders' 

attitudes towards sustainability. 

- It identifies perceptual differences among different stakeholder 

groups. 

- The paper explores the role of the media in sustainability 

messaging. 

- It addresses the challenges companies face in communicating 

sustainability effectively. 

John Peloza, Moritz 

Loock, James Cerruti, 

Michael Muyot, 2012   
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 - This study analyzes sustainability messaging in the B2B and B2C 

sectors. 

- It combines several existing scales for sustainability analysis. 

- It explores audience engagement with sustainability messages on 

Twitter. 

- The research fills a gap in the social media branding literature. 

- Benjamin Garner, 

2023  

- Ashraf Mady, 2023    

 - It explores narrative strategies in the context of the champagne 

industry. 

- The study highlights the role of shared experiences in business. 

- It examines the impact of the pandemic on family businesses. 

- The research suggests new avenues for exploring chronotopes in 

various contexts. 

Elen Riot, 

Emmanuelle Rigaud, 

Ilenia Bua, 2023  

 - This study addresses green brand equity in the Zimbabwean 

organic food market. 

- It explores the role of green satisfaction in brand development. 

- The study utilizes trust commitment theory in a unique context. 

- It uses quantitative methods for hypothesis testing and model 

validation. 

Phillip Dangaiso, 

2024   

 - This study develops a conceptual framework for sustainable luxury 

marketing. 

- It integrates Schwartz's Theory of Planned Behavior and value 

theory. 

- This research highlights the shift in consumer behavior towards 

sustainable luxury consumption. 

- It addresses sustainability challenges in the luxury fashion industry. 

-Harpreet Kaur, 2024  

- Shruti Choudhary, 

2024  

- Adarsh Manoj, 2024  

- Muskan Tyagi, 2024      

 - The research identifies luxury marketing differentiation in 

Burgundian wineries. 

- It explores tensions in luxury marketing strategies among wineries. 

- This study is the first to investigate this particular topic. 

Liz Thach, Steve 

Charters and 

Laurence Cogan-

Marie 2018   

- This study introduces the 'Co-creating a sustainable future' 

framework. 

- It utilizes a novel four-phase case research process. 

- Utilizes semi-structured automated driving interviews for data 

collection. 

- Focuses on the marketing practices of sustainable fashion brands 

on Instagram. 

Nitha Palakshappa, 

Sandy Bulmer, Sarah 

Dodds, 2024. 

 - This study introduces a new framework for sustainability-oriented 

hospitality innovation. 

- It evaluates sustainability using a triple bottom line approach. 

- Focuses on dimensions such as environmental entrepreneurship 

and brand management. 

- Addresses gaps in existing research on service innovation. 

Yucel Ozturkoglu 

dkk,., 2021 

Source: Processed data, 2024. 
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How brand management practices are evolving to integrate sustainability into core 

business operations 

Recent research highlights the growing importance of integrating sustainability into core 

business operations and brand management practices. Studies show that sustainable 

business practices and corporate social responsibility (CSR) are becoming crucial for long-

term success and competitive advantage (Sjioen et al., 2023). Intellectual capital is identified 

as a key resource for creating unique customer value and sustainable competitive advantage 

through brand preferences (Kristanti, 2022). The integration of digital technologies in 

operational models is emerging as a critical strategy for sustainable business practices, 

enabling companies to improve efficiency, adaptability, and responsiveness to market 

demands and regulatory requirements. Common implementation strategies include supply 

chain optimization, stakeholder engagement, and resource efficiency (Sjioen et al., 2023) 

However, challenges remain in integrating sustainability and CSR into business operations, 

necessitating a focus on business ethics as a foundation for corporate social and 

environmental responsibility. 

 

Key challenges and barriers that brands face in implementing sustainability-focused brand 

management strategies 

Brands face several key challenges and barriers when implementing a sustainability-focused 

brand management strategy. One significant challenge is the complexity of aligning diverse 

stakeholder expectations, which can lead to tensions and accusations of greenwashing if not 

managed properly (Borsa & Walls, 2022). In addition, resource constraints and regulatory 

complexity pose major hurdles, as companies must optimize resources and navigate 

complicated legal frameworks to effectively integrate sustainable practices (Tinonetsana & 

Priscilla Musariwa, 2024). Consumer awareness and trust are also critical issues; brands must 

educate consumers about sustainability while avoiding ideological mismatches that could 

lead to boycotts (Nayak et al., 2024). In the B2B sector, aligning the practices of various value 

chain partners with the company's sustainability agenda is particularly challenging, given the 

significant impact of industry practices on climate change. In addition, the need for a 

fundamental shift in organizational culture and strategic thinking to truly integrate 

sustainability into branding is critical, as consumers increasingly prioritize ethical 

considerations. Despite these challenges, sustainable brand management offers competitive 

advantages, such as enhanced brand reputation and customer loyalty, which are critical for 

long-term success (Ramesh, 2023). However, achieving these benefits requires overcoming 

initial cost barriers and technological limitations, as well as encouraging collaboration 

between businesses, governments, and non-profit organizations to support sustainable 

initiatives. Overall, while the road to sustainable brand management is fraught with obstacles, 

it is a strategic necessity in the modern business landscape, driven by consumer demand and 

environmental stewardship imperatives. 

 

What future trends and opportunities exist for brands looking to enhance their 

sustainability efforts through effective brand management 
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Figure 5. Visual Map Analysis from VOSviewer 

Source: results data processing VosViewer 

 

Based on the analysis of the visual map from VOSviewer above, several key themes are visible 

that connect sustainability with brand management. This map identifies various sub-themes 

that form trends and opportunities for brands looking to strengthen their sustainability 

efforts through effective brand management. Below is an analysis of future trends and 

opportunities: 

1. Integration of Green Marketing with Brand Management 

• Trends: The concept of green marketing is strongly connected to the themes of 

sustainability and brand management, showing that environmentally friendly 

marketing communications have become an important element in sustainable brand 

strategies. Consumers are increasingly attracted to brands that are committed to the 

environment, and green marketing is one way to achieve this. 

• Opportunity: Brands can further highlight their green initiatives through transparent 

marketing campaigns and educate consumers about the positive impact of consuming 

their products. Brands can also develop eco-labels or certifications to build consumer 

trust. 

2. Brand Trust and Brand Equity as the Main Focus 

• Trends: Elements of trust and brand equity have a direct relationship with 

sustainability and brand management. This suggests that trust is an important driver 

in building brand equity, especially for sustainability-focused brands. 

• Opportunity: Brands need to invest in trustworthy and measurable sustainability 

practices. They also need to build a strong and consistent brand narrative, which 

includes stories about how the brand contributes to global sustainability. This strategy 

can increase brand equity through the trust built among consumers. 

3. Digital Marketing for Sustainability Information Dissemination 
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• Trends: There is a visible connection between digital marketing and sustainability-

related brand management, indicating that digital marketing strategies are becoming 

an important tool for disseminating information about sustainability initiatives. 

• Opportunity: Brands can utilize digital media to deliver sustainability information in a 

more interactive manner, such as through video content, infographics, and social 

media. Digital platforms also enable two-way communication, so consumers can be 

more engaged and provide feedback on brand sustainability efforts. 

4. The Importance of Sustainable Consumerism and Purchasing Behavior 

• Trends: Linkages with consumerism and buying behavior indicate that sustainable 

consumer behavior is becoming an important aspect of brand management. 

Consumers are increasingly considering the environmental and social impacts of the 

products they buy. 

• Opportunity: Brands can develop strategies to educate consumers about more 

sustainable choices and encourage responsible consumption behavior. For example, 

recycling programs or incentives for consumers who choose eco-friendly products can 

be implemented to increase consumer loyalty to brands. 

5. The Role of Sustainable Development and CSR in Brands 

• Trends: Sustainable development and corporate social responsibility (CSR) are 

emerging as connected sub-themes, showing that sustainable practices are not only 

limited to products but also include the company's role in social contribution. 

• Opportunity: Brands can expand CSR efforts by focusing more on sustainable 

development initiatives that directly impact local communities or the environment. 

This can create a more positive brand image and increase consumer loyalty, especially 

among consumers who are concerned about the social impact of their consumption. 

6. Market Segmentation: Luxury Brands and Sustainability 

• Trends: Luxury also appears on this connection map, showing a growing interest in 

sustainability in the luxury goods sector. Luxury brands are starting to consider 

sustainability as part of their strategy to reach environmentally conscious consumers. 

• Opportunities: Luxury brands have the opportunity to highlight the quality and 

uniqueness of products that are also environmentally friendly. This can increase the 

exclusive value of their brand while still meeting the demands of eco-conscious 

consumers. This approach can also attract middle and upper-middle class consumers 

who are increasingly concerned about sustainability. 

 

Future Strategy Recommendations 

Based on the above trends and opportunities, brands looking to strengthen their 

sustainability efforts can implement some of the following strategies: 

Adopt a marketing approach that is transparent and educates consumers about the positive 

impacts of their products. 

Build a strong narrative on sustainability that increases brand trust and equity. 

Optimizing digital marketing for wider and interactive dissemination of sustainability 

information. 
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Integrating CSR that focuses on sustainable development as part of the brand identity. 

Developing eco-friendly products in the luxury goods sector to attract environmentally 

conscious consumers in this segment. 

By capitalizing on these trends, brands can strengthen their position as key players in 

sustainability and attract consumers who are increasingly concerned about the social and 

environmental impacts of the products they consume. 

 

5. CONCLUSION 

The conclusion of this literature review emphasizes the importance of sustainability 

integration as a core element in modern brand management strategies. Green marketing is a 

key component to attract environmentally conscious consumers, while brand trust and brand 

equity are fundamental aspects to maintain consumer loyalty through transparent and 

consistent practices. Digital marketing also plays a strategic role in spreading sustainability 

initiatives to a wider audience, which is in line with the trend of sustainable consumerism. 

The integration of Corporate Social Responsibility (CSR) and sustainable development in 

brand strategy is starting to be recognized in various sectors, including in the luxury goods 

industry which sees sustainability as a unique and important value-add. Overall, a strategic 

sustainability approach helps brands build reputation and differentiation in a competitive 

market and strengthen relationships with consumers. 

The review also points out some limitations that require attention to increase the 

relevance and depth of future research. The limitation to one database (Scopus) can be 

addressed by using other sources such as Web of Science or JSTOR to broaden the scope of 

relevant literature. In addition, extending the time span of the publications reviewed will help 

uncover changes in long-term trends in sustainable brand management. The integration of 

qualitative studies and contextual analysis, such as case studies in specific industries or 

regions, can provide a more in-depth and locally appropriate understanding. The use of 

triangulation techniques, such as interviews with practitioners, will also reduce selection bias 

and increase the validity of the findings. 

Future research directions in this area should include a deeper exploration of the 

impact of sustainability strategies on consumer loyalty and satisfaction through longitudinal 

studies, the development of a specialized brand equity model that includes sustainability 

elements, and a study of the role of digital media in shaping consumers' sustainability 

perceptions. Experimental research on the effectiveness of sustainability communications, 

multicultural studies on consumer perceptions across cultures, and measurement of the 

impact of sustainability on corporate financial performance are also needed. This focus will 

enrich the understanding of sustainable brand management strategies, support brands in 

creating sustainable economic, social and environmental value, and help companies adapt 

their approach to local needs and expectations. 
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