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ABSTRACT

This systematic bibliometric literature review investigates the intersection of ethical 
branding and sustainability by analyzing 30 scholarly contributions spanning diverse 
contexts, including corporate, city, and product branding. Using bibliometric tech-
niques and thematic analysis, this review identifies the evolution of sustainability-​
driven ethical branding, the role of green marketing, and the growing significance of 
digital transparency tools. The findings reveal an expanding emphasis on authenticity, 
stakeholder engagement, and accountability as central tenets of ethical brand value. 
This review also highlights challenges such as greenwashing, misaligned brand 
narratives, and gaps in measurable impact assessment. By outlining theoretical 
contributions, practical strategies, and a forward-​looking research agenda, this 
study offers a foundational map for academics and practitioners seeking to align 
branding with sustainability and ethical imperatives in the 21st century

INTRODUCTION

Branding is a strategic tool for differentiating a brand, building customer loyalty, 
and gaining a competitive advantage. Zulfikar (2022) explains that building a strong 
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brand helps create a positive brand image, associations, and experiences among 
customers. In addition, the scholar explains that promoting brand values that align 
with customer values through branding leads to higher brand equity, which includes 
aspects like brand assets, preferences, associations, and loyalty. Companies estab-
lish this by employing communication strategies emphasizing product features or 
emotional associations to attract and retain customers. Bilgin (2018) reinforces this 
perspective, stating that “the greater the power of communication between the brand 
and the consumer, the higher the consumer's brand preference and brand loyalty” 
(p.129). As a result, brands are transitioning from one-​dimensional communication 
and branding strategies to multi-​dimensional perspectives that incorporate values, 
corporate purpose, and stakeholder engagement.

Sustainability has become a crucial element of today's branding efforts. Increasing 
evidence of climate change, resource depletion, and social inequality has increased 
consumer awareness of the need for sustainable practices. This has influenced their 
expectations of brands, compelling them to integrate sustainable practices into their 
operations and brand identities. Lüdeke-​Freund et al. (2018) explain that compa-
nies need more than new products, organizational processes, and practices today. 
Instead, they must embrace business models supporting sustainable development 
by contributing to the economy, society, and environment. Similarly, Breuer et al. 
(2018) indicate that purely profit-​oriented business models are no longer enough, 
arguing that businesses must adopt sustainability-​oriented business models (SBMs). 
Brands that align themselves with sustainable values can differentiate in ways that 
go beyond traditional markers such as quality or price. They can prioritize building 
deeper relationships with consumers who seek authenticity and shared responsi-
bility. This shift highlights the role of branding in driving sustainable consumption 
patterns, promoting responsible production, and contributing to broader social good.

Ethical branding is the intersection between branding and sustainability. Ethical 
branding emphasizes transparency, integrity, and accountability. It aims to embed 
moral values into brand identity and communication. While conventional branding 
focused on how consumers perceive the brand, ethical branding seeks to bridge a 
company's stated values and its actual behaviors. Kingsley (2024) indicates that it 
goes beyond stating an organization's corporate social responsibility to integrating 
its core values, decision-​making, and engagement with stakeholders. Chowdhury 
(2024) further suggests that brands that practice ethical branding showcase their 
commitment to society and the environment through transparent communication, 
including verifiable proof of their sustainability initiatives. This systematic biblio-
metric review offers insights into how businesses can reconcile profitability with 
accountability.
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METHODOLOGICAL APPROACH

This study adopted a systematic bibliometric review approach guided by the 
PRISMA 2020 framework. This methodology ensures rigor, transparency, and repli-
cability in the review process. Donthu et al. (2021) identify systematic bibliometric 
analysis as an effective tool for mapping and analyzing objective data and evolutionary 
nuances of a specific target field. The PRISMA framework provides guidelines for 
reporting systematic reviews and reducing bias (Haddaway et al., 2022). Page et al. 
(2021) further add that PRISMA enhances a study’s completeness, accuracy, and 
transparency by allowing scholars to explain what they did and what they found. 
Thus, combining a systematic bibliometric review and the PRISMA framework in 
this study helped improve the quality and accuracy of the presented findings.

The selection of relevant literature was primarily anchored in a comprehensive 
academic database known for its rigorous standards and carefully curated content. 
The search and identification process drew on methodological approaches previously 
outlined by Rosário and Raimundo (2024), Rosário (2024), and Rosário et al. (2021). 
This database maintains its quality through the oversight of an independent advisory 
board, which applies strict selection criteria and conducts continuous reviews to 
safeguard reliability and consistency.

Unlike traditional forms of literature synthesis, the LRSB framework provides a 
more systematic and detailed examination of a specific research domain. As high-
lighted by Rosário et al. (2021), the method emphasises the intentional inclusion of 
sources that directly correspond to the research objectives, thereby strengthening 
methodological transparency. Such transparency is crucial, as it allows the review’s 
procedures and analyses to be critically appraised by external readers.

The LRSB approach operates under a structured protocol that regulates how studies 
are filtered and selected (Table 1). Widely recognised for enhancing both relevance 
and reliability, this process unfolds through a three-​stage sequence comprising six 
procedural steps, each thoroughly described in the aforementioned works.

Table 1. Process of systematic LRSB.
Fase Step Description

Exploration

Step 1 formulating the research problem

Step 2 searching for appropriate literature

Step 3 critical appraisal of the selected studies

Step 4 data synthesis from individual sources

Interpretation Step 5 reporting findings and recommendations

Communication Step 6 Presentation of the LRSB report

Source: adapted Rosário e Raimundo (2024), Rosário (2024), Rosário et al. (2021).
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This study relied on the Scopus indexing database to identify and compile the 
relevant body of literature. Scopus is recognised for both the breadth of its coverage 
and the reliability of its peer-​reviewed content, which explains its frequent use in 
academic research. Nonetheless, an important limitation stems from the decision 
to use this single source, as it inevitably excludes contributions that might have 
been retrieved from other databases. In addition, the review was confined to works 
published up to September 2025. To preserve the robustness and validity of the 
findings, only studies that had undergone formal peer-​review were considered in 
the final selection.Parte superior do formulário

The literature search was conducted using the Scopus database, selected for its 
extensive coverage of peer-​reviewed journals across disciplines relevant to brand-
ing, business ethics, and sustainability. The search strategy applied a step-​by-​step 
process beginning with the broad keyword TITLE-​ABS-​KEY (“Ethical”), which 
yielded 335,525 documents. To narrow the focus, the researcher refined the search to 
TITLE-​ABS-​KEY (“Ethical”) AND TITLE-​ABS-​KEY (“branding”). This reduced 
the document results to 492 documents. This was followed by a final filter, limiting 
results to the exact keyword “Sustainability,” resulting in a more focused set of 30 
sources (N=30). These were then anlyzed and synthesized in the literature review 
section using thematic analysis.

To preserve both analytical rigour and thematic relevance, clear criteria were 
defined to determine which sources would be included or excluded, as shown in 
Table 2. The review retained only peer-​reviewed articles that specifically examined 
the relationship between brand evolution and marketing strategies. Studies outside 
the fields of business, ethical, branding, sustainability were intentionally omitted 
in order to sustain conceptual coherence.

This selective approach ensured that the final body of literature met the neces-
sary standards of quality while also aligning with the study’s research objectives. 
A detailed outline of the selection procedure is provided in Table 2.

Table 2. Screening Methodology.
Database Scopus Screening Publications

Meta-​search Keyword: Ethical 335,525

First Inclusion Criterion Keyword: Ethical, branding 492

Second Inclusion Criteria Keyword: Ethical, branding, Sustainability
30

Screening Keyword: Ethical, branding, Sustainability 
Until September 2025

Source: own elaboration
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The process of evaluating and synthesising the chosen materials drew on both 
thematic and content analysis, guided by the methodological principles outlined in 
Rosário and Raimundo (2024), Rosário (2024) and Rosário, et al. (2021). To main-
tain scholarly rigour, the review applied a strict screening procedure that admitted 
only studies of clear relevance and demonstrable academic quality. Inclusion was 
contingent on three main factors: the extent to which each work addressed the central 
research questions, the robustness of its methodological design, and its publication 
in peer-​reviewed outlets. A summary of the procedure is illustrated in Figure 1.

Figure 1. PRISMA 2020 flow diagram for the systematic literature search.

A total of 30 academic publications indexed in a recognised scholarly database 
were examined using a dual-​method strategy that combined narrative analysis 
with bibliometric techniques. The approach was informed by the methodological 
contributions of Rosário and Raimundo (2024), Rosário (2024), and Rosário et al. 
(2021). By integrating these two modes of analysis, the study was able to explore 
the literature in depth and to trace thematic patterns directly connected to the core 
research questions. Of the 30 documents selected, 23 were articles, 5 were book 
chapters, and 2 were conference papers.

PUBLICATION DISTRIBUTION

A total of 30 sources published between 2015 and 2025 were identified and an-
alyzed. The annual distribution shows a gradual increase in scholarly interest over 
the decade. For example, by September 2025, 10 publications had been identified 
as sources (Figure 2). However, this trend began to increase in 2023, with a total 
of 4. The year 2025 had the highest number of publications (10), followed by 2023 
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(4). This growth likely reflects the intensification of research activity in response 
to the rapidly growing concern about ethical and sustainable brands.

Figure 2. Documents by year

The publications were sorted as follows: 2 publications (Sustainability Switzer-
land, Journal of Product and Brand Management, Journal of Business and Industrial 
Marketing, International Journal of Environmental Sciences, and Green Marketing 
Perspectives: Effective Messaging for Sustainable Practices), and the remaining 
publications had 1 document each.

Figure 3 displays the countries with the highest levels of scientific output in 
specific research areas, with a particular emphasis on India, Brazil, the USA, and 
the UK, which collectively boast the most significant number of publications.
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Figure 3. Scientific production by country.

Table 5 and Figure 3 provide a visual representation of the ten countries most 
active in advancing research within the domains under review. Beyond simply 
ranking contributions, this analysis sheds light on the geographical distribution of 
scientific interest, revealing which nations placed particular emphasis on ethical 
branding and sustainability. Such patterns offer insight into how different academic 
communities prioritized this field and may reflect broader economic and cultural 
contexts that shape research agendas.

Table 5. Top 10 countries by number of publications.
Country Number of Publications

INDIA 18

BRAZIL 13

USA 11

UK 9

PORTUGAL 6

CHILE 3

KUWAIT 3

EGYPT 2

MALAYSIA 2

SWEDEN 2

Source: own elaboration

In line with bibliometric patterns similar to Bradford’s Law, the analysis reveals 
that a small cluster of three journals—illustrated in Figure 4—accounts for a substan-
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tial share of publications in this research area. Together, they represent roughly 10% 
of the total output on the topic. This concentration is characteristic of developing 
academic fields, where a limited number of outlets often assume a central role in 
disseminating influential studies. By doing so, these journals become key platforms 
for advancing discussion, introducing new perspectives, and shaping the trajectory 
of scholarly debate as the field matures.

Figure 4. Core sources by Bradford’s law (2015–2025).

As scholarly attention to the topic increases, a select group of journals often 
emerges as the dominant outlets for publication. While these venues provide valuable 
perspectives and contribute to consolidating the field, their growing prominence 
also risks narrowing the scope of debate. Over-​reliance on a limited set of plat-
forms may privilege particular methodological or theoretical approaches, poten-
tially constraining diversity in scholarly dialogue. This concentration of influence, 
while helping to legitimise the topic within academia, can simultaneously limit the 
breadth of perspectives recognised across the wider research community (Rosário 
& Raimundo, 2024).

Within this core of developing literature, 3 journals stand out for their notable 
influence, which have played a pivotal role in shaping both the conceptual frame-
works of research and the scientific community. These journals serve as vital forums 
for scholarly interaction, enabling researchers to build upon previous contributions, 
cite important findings, and support the continued advancement of the discipline's 
understanding.

The subject areas covered by the 30 scientific and/or academic documents were: 
Business, Management and Accounting (17); Social Sciences (12); Environmental 
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Science (11); Economics, Econometrics and Finance (10); Agricultural and Biolog-
ical Sciences (4); Energy (3); Earth and Planetary Sciences (3); Computer Science 
(3); Engineering (2); Materials Science (1); Decision Sciences (1); and Arts and 
Humanities (1).

The most quoted article was “Conceptualising slow tourism: a perspective from 
Latvia” by Serdane et al. (2020), with 38 quotes published in Tourism Recreation 
Research 1.04 (SJR), the best quartile (Q1), and with H index (68). This article re-​
examines the phenomenon of slow tourism to address a gap in the literature. The 
focus of the study is on Latvia, where slowness was previously adopted in tourism 
branding.

In Figure 5, we can analyze the changes in citations of documents published until 
September 2025. The period ≤2015-​2025 shows a positive net growth in citations 
with an R2 of 71%, reaching 243.

Figure 5. Evolution of citations between ≤2015 and 2025.

The h-​index serves as an indicator of both productivity and scholarly influence, 
capturing the highest number of publications that have each accumulated at least an 
equivalent number of citations. In this review, 10 documents reached that benchmark, 
with each cited at least ten times. This outcome suggests that a substantial portion of 
the literature has achieved notable visibility, reflecting not only consistent research 
activity but also a degree of influence within the academic community.

Citations of all scientific and academic documents from the period ≤2015 to 
September 2025, with a total of 243 citations; of the 30 documents, 11 were not 
cited. Using the main keywords “ethical”, “branding”, and “sustainability” between 
2015 and September 2025, the bibliometric analysis revealed key indicators of the 
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evolution of the scientific and academic information landscape in the documents, 
as shown in Figure 5.

The analysis was conducted with the support of VOSviewer software, which 
enabled the researchers to generate insights by concentrating on the core search 
terms: “Ethical,” “Branding,” and “Sustainability.”

Figure 6. Network of all keywords

This study is based on a review of academic publications addressing Ethical 
Brand Mapping for Sustainability. In the three-​field visualization, the central axis 
highlights “AU,” which represents the author and signals the main contributor under 
analysis. This dimension is linked to “CR” (cited references) and “DE” (keywords 
provided by the author). To illustrate how these terms and contributors intersect in the 
literature, a mapping was produced using Bibliometrix software, shown in Figure 7.
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Figure 7. Three fields plot analysis (AU=authors, CR=references, DE=authors 
keywords)

In the Sankey diagram, the dimensions of each box correspond to how often a 
particular theme appears, while the connecting streams trace the ways in which these 
themes develop over time. The width of each link indicates the relative strength of 
the relationship between paired themes, providing a visual representation of how 
closely they are associated (Rosário & Dias, 2024).

As shown in Figure 7, the most frequently used keywords include “consumer 
behavior” (incoming flow count: 10; outgoing flow count: 0), “green marketing” 
(incoming flow count: 11; outgoing flow count: 0), and “sustainability” (incoming 
flow count: 20; outgoing flow count: 0). These keywords are primarily associated 
with the most frequently cited references.

Figure 8 presents an integrated map of the keywords, highlighting how central 
terms identified in the academic literature are interconnected. By visualising these 
connections, the analysis reveals the thematic focus of the studies reviewed and 
points to areas where future research could be further developed.
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Figure 8. Network of Linked Keywords

The thematic map was constructed using defined parameters: a minimum cluster 
frequency of 50 per thousand documents, five labels per cluster, three label terms, and 
a label size factor of 0.3. The map also incorporates two key dimensions—centrality, 
which reflects the thematic relevance, and density, which indicates the degree of 
development—allowing for a nuanced interpretation of the relationships among

Of particular importance is the quadrant on the right, which highlights the dom-
inant or “driving” themes. This area encompasses central topics such as commerce, 
artificial intelligence, and marketing, identified as strong candidates for guiding 
future research trends. These themes are interpreted in relation to others, providing 
a broader perspective on potential avenues for scholarly inquiry. Within this frame-
work, foundational areas such as decision-​making and machine learning play a 
pivotal role in shaping what the analysis refers to as the emerging “shadow” theme.

When we examine Figure 9, which encompasses 30 documents, the thematic map 
reveals that research in this field is primarily anchored in sustainability, branding, 
and design, which serve as fundamental yet underdeveloped themes. More special-
ised topics, such as green development, consumer demands, and green marketing, 
appear as niche areas, offering structured insights but with limited integration into 
the broader field.

At the same time, themes like sustainable development, competition, and corporate 
social responsibility demonstrate strong internal development and are positioned to 
become future motor themes. Their prominence suggests that they could soon play 
a decisive role in shaping the direction of scholarly debate.
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Figure 9. Thematic map analysis

Overall, the absence of fully established motor themes reflects a field still in 
consolidation. While central concepts are widely recognised, they require further 
refinement and integration, and niche topics must connect more strongly with the 
broader research agenda to achieve greater impact. Furthermore, Figure 10 illustrates 
a substantial number of co-​citations and units, enhancing the analysis of the cited 
references and supporting the overall findings.
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Figure 10. Network of co-​citation

THEORETICAL PERSPECTIVES

The integration of ethical considerations into branding has become a critical 
response to evolving consumer expectations and global sustainability challenges. 
Ethical branding differs from traditional marketing strategies by embedding moral 
values into brand identity and operations. This creates an alignment between what 
firms communicate and what they practice. Ethical branding entails the principles 
of transparency, integrity, corporate social responsibility (CSR), sustainability, and 
authenticity, which serve as its key pillars (Kingsley, 2024). These pillars provide 
a framework for organizations to build trust, differentiate in competitive markets, 
and build long-​term relationships with stakeholders. For instance, transparency 
ensures that companies communicate openly about their processes, while integrity 
emphasizes consistency between ethical commitments and actual practices. CSR 
initiatives reflect a firm’s responsibility to society, whereas sustainability shows 
its long-​term environmental and social obligations. On the other hand, authenticity 
ensures that ethical branding efforts are genuine and not merely symbolic, preventing 
accusations of “greenwashing.”Table 6 Pillars of Ethical Branding for Sustainability.
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Table 6. Pillars of Ethical Branding for Sustainability.
Pillar Description

Transparency Involves clear communication about products, pricing, and supply chains, signaling that the 
brand operates openly and has nothing to conceal. This openness strengthens consumer trust 

and accountability.

Integrity Reflects a brand’s commitment to ethical decision-​making, even when such choices may 
not yield immediate financial gain. Integrity creates credibility and fosters long-​term 

stakeholder confidence.

CSR Demonstrates a brand’s active participation in social and environmental initiatives that 
extend beyond profit-​making. CSR reflects a company’s willingness to contribute to 

broader societal well-​being.

Sustainability Encompasses practices such as responsible sourcing, eco-​friendly production, and waste 
reduction. Brands that prioritize sustainability respond to consumer demand for reduced 

environmental impact.

Authenticity Ensures alignment between a brand’s stated values and its actual practices. Authentic brands 
avoid contradictions that could erode consumer trust and instead build loyalty through 

consistency.

Source: own elaboration

The relevance of ethical branding for sustainability lies in its ability to reshape 
the relationship between businesses and stakeholders in an era marked by growing 
scrutiny of corporate behavior. As consumers become more informed and socially 
conscious, they increasingly demand that brands demonstrate genuine commit-
ments to environmental and social responsibility rather than relying on superficial 
marketing claims. Ethical branding helps companies mitigate reputational risks and 
create long-​term value by aligning with global sustainability agendas such as the 
United Nations Sustainable Development Goals (SDGs). This alignment positions 
ethical branding as both a moral and strategic imperative. In this case, consumers 
and other stakeholders expect brands to play an active role in advancing sustainable 
consumption, equitable labor practices, and environmental stewardship.

Moreover, ethical branding bridges the gap between theory and practice by of-
fering a framework for companies to operationalize sustainability principles while 
maintaining market competitiveness. In doing so, it transforms branding from a 
promotional exercise into a driver for systemic change. This reinforces the idea that 
sustainable futures depend on how brands embed ethical values into their strategies 
and practices.
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THEMES IN ETHICAL BRANDING FOR SUSTAINABILITY

As sustainability becomes a central concern in business and society, ethical 
branding has evolved into a diverse field addressing multiple challenges and op-
portunities. From the 30 sources identified in this review, six dominant thematic 
clusters emerge: green consumerism (6 articles, 20%), digital ethics in marketing 
(4 articles, 13.3%), employer branding and engagement (6 articles, 20%), place 
branding (5 articles, 16.7%), corporate social responsibility (4 articles, 13.3%), and 
anti-​greenwashing strategies (5 articles, 16.7%). This distribution highlights the ar-
eas where scholarly attention has been most concentrated, with green consumerism 
and employer branding leading the discourse. In contrast, place branding and CSR 
remain less frequently explored yet are still significant in shaping the field.

Figure 11. Distribution of thematic clusters in ethical branding for sustainability

These themes illustrate the approaches that organizations and scholars have taken 
to connect ethical values with sustainable practices. They highlight how branding 
operates across consumer behavior, organizational culture, digital environments, and 
market accountability. Table 7 summarizes the main ideas from different sources.
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Table 7. Summary of the key thematic clusters.
Thematic cluster Author(s) Description and key focus area(s)

Green 
consumerism

Geethanjali et al. 
(2025)

More people are increasingly aware of environmental impacts 
and the need for sustainability 

Educational institutions are using the idea of “green 
campus” to attract students, especially those who care about 

sustainability and the environment. 
It’s a way of building positive brand image, which is important 

in today's competitive business environment.

Riva et al. (2022) Green perceived quality provides internal and external cues 
that shape consumer judgments of product quality and value. 

Green consumerism and green perceived value both positively 
influence customers’ intention to revisit a business.

Torres-​Mancera, 
2025

Female leaders, especially sport players, use online 
communication communities and social responsibility 

practices to build their personal brands. 
Their green initiatives shape and manage their public image 

towards the community

Thomas et al. (2025) The green concept in retail emphasizes sustainability, ethical 
consumerism, and corporate social responsibility. 

Consumers prefer companies that act as responsible corporate 
citizens, gaining competitive advantages and cost savings. 

Highlights two key green strategies: 
Green Branding: building strong consumer associations with 

environmental responsibility, enhancing brand loyalty. 
Eco-​labeling: using certified labels as visible proof of 

environmental benefits, boosting credibility.

Agarwal et al. (2025) Green consumerism refers to the “growing trend of consumers 
who prefer environmentally sustainable products” (p.3). 
The concept examines factors that influence consumer 

attitudes and preferences, and how brands can leverage that

Lucchese-​Cheung et 
al. (2021)

Consumers are willing to consume and pay for products 
from brands that prioritize sustainability and environmental 

production principles. 
Exaggeration of ethical or sustainability claims leads to 

rejection and indifference.
continued on following page
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Thematic cluster Author(s) Description and key focus area(s)

Digital ethics in 
marketing

Hanlon (2020) Ethics in digital marketing: Is it ethical for businesses to 
collect and use online users' data for marketing purposes? 

Online users share large volumes of data, including personal 
identifiers, opinions, feelings, and connections. Brands must 

comply with the ethics of data protection and privacy.

James et al. (2017) Organizations have societal moral obligations that increase as 
they grow, as well as changes in public policies.

Bowman (2021) The focus on ethics extends beyond moral norms, social 
practices, and virtues/vices, to also include compliance, basic 

rights, and legal precedent.

Kumar and Dua 
(2025)

Sustainable branding is a key strategic imperative for 
businesses aiming to build a strong identity and thrive long-​

term. 
Environmental awareness, ethical concerns, and the desire 
for a sustainable future drive rising consumer demand for 

sustainability. 
An effective green marketing strategy requires: 
Clear communication of sustainability efforts. 

Avoidance of greenwashing by backing claims with real 
actions.

Table 7. Continued

continued on following page
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Thematic cluster Author(s) Description and key focus area(s)

Employer 
branding and 
engagement

Ta'Amnha et al. 
(2025)

A strong employer brand contributes to workforce 
engagement. 

Employer branding reflects “the quality of an employee’s 
working experiences, centered around the Employee Value 

Proposition (EVP), which comprises the various values 
organizations offer their employees” (p.2) 

Constitutes three main pillars: regulative, professional, and 
cultural–cognitive aspects

Abratt & Kleyn 
(2023)

Business leaders are adding environmental and social effects 
to their strategies, as part of corporate branding. 

Customers, employees, and executives want businesses to 
build environmentally conscious cultures that adapt to change 

and actively shape environmental, social, and governance 
(ESG) practices.

Chopra et al. (2024) Employer branding (EB) is “an essential human resource (HR) 
intervention to promote the organisation as a brand that can be 

promoted to the employees” (p.703) 
EB helps reduce employee turnover by showcasing what 

makes a firm desirable and different to employees. 
Helps retain current employees, attract talent, and improve 

organizational and employee outcomes

Staniec and Kalińska-​
Kula, 2021

Human resources are a great asset for organizations. 
Employer branding relates to the relationship between 

organizational management and employees 
Employer branding perceives employees as internal clients and 
focuses on caring about them and building their commitment.

Davies et al., 2018 Employer branding grew from corporate branding theory by 
applying customer influence strategies to human resource 
management, shaping how organizations attract and retain 

employees. 
Employer branding leads to positive outcomes: 

Enhanced recruitment and retention 
Employee engagement and commitment

App and Büttgen, 
2016

Employer branding contributes to how businesses create value 
for their existing and potential employees. 

It involves investing in their long-​term availability through 
measures like: 

Maintaining employee health and safety 
Supporting their work-​life balance 

Managing aging workforces 
Developing their work-​related skills 

Promoting a culture of lifelong learning

Table 7. Continued

continued on following page
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Thematic cluster Author(s) Description and key focus area(s)

Place branding Cassinger and 
Porzionato, (2025)

City branding to support sustainable development based on the 
principles of vulnerability: 

Performativity – how actions shape social and urban realities. 
Interdependence – recognition of mutual reliance among 

communities. 
Relationality – focus on connections and relationships in city 

branding. 
Obligation to care for the vulnerable as a guiding ethical 

principle.

Vuignier, 2017 Public bodies are spending billions of dollars each year in 
place marketing and place branding strategies. 

Place branding used across multiple areas like land planning, 
urban planning and regional development

Kavaratzis et al. 
(2015)

Place branding is a “useful tool that places use as they 
compete with each other for limited, hypermobile financial, 

human or cultural resources” (p.4). 
Improves a place’s competitiveness in the global arena, thus 

attracting a flow of people and capital. 
Helps solve functional problems, such as: 

How to attract investment for a planned development/
regeneration project 

How to capitalize on tourist resources 
How to encourage people to use a recently redeveloped area

Chrysaki, 2020 Defines sustainability as “successful initiatives that 
demonstrate a tangible impact on enhancing quality of life 
and socially, culturally, economically and environmentally 

sustainable” (p.3) 
Changes related to investments, technological developments, 

institutional changes, and the use of resources to support 
sustainability

Narloch et al., 2019 The musealization and protection of parks shape perceptions 
much like place branding, often imposing homogenized 

narratives rather than reflecting diverse or original contexts. 
Branding of natural heritage carries cultural values, myths, 
and sustainability discourses that influence how places are 

represented and understood.

Table 7. Continued

continued on following page
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Thematic cluster Author(s) Description and key focus area(s)

Corporate social 
responsibility 
(CSR)

Elmualim, 2017 CSR refers to voluntary activities businesses implement 
to show their commitment to addressing social and 

environmental issues. 
Can include community engagement, investing in outreach 

projects, employees' relations, and environmental stewardship

Kovács, 2019 Corporate Social Responsibility (CSR) involves actions that 
support employees, local residents, disadvantaged groups, and 

other stakeholders. 
Eco-​friendly practices and environmental awareness and 

protection are not just marketing strategies; they are a 
requirement and an expectation.

Maon and Lindgreen, 
2024

Ethical branding at the corporate level involves moral conduct, 
social and environmental responsibility, accountability, and 

value creation for stakeholders. 
Building an ethical brand can enhance trust, satisfaction, and 

loyalty among customers and stakeholders.

Doane, 2005 Describes it as “a voluntary form of self-​regulation that aims 
to tackle everything from human rights and labour standards to 
limiting carbon dioxide emissions that lead to climate change” 

(p.215). 
Socially responsible companies balance the need to make 

profits with making decisions that protect communities and 
the environment.

Anti-​greenwashing 
strategies

Mendes et al. 2024 Greenwashing undermines genuine sustainability efforts, 
eroding consumer trust; it is present across sectors, including 

agriculture.

Reynolds et al., 2023 Positioning a brand around sustainability creates tensions in 
brand co-​creation across brand meanings, extraordinary versus 

mundane brand performances, and empowerment versus 
disempowerment in branding governance.

Guo et al., 2023 Blockchain provides customers access to transparent product 
data, such as production, suppliers, and other third parties. 

This removes customers' greenwashing skepticism.

Hakim & 
Vinothkumar, 2024

Anti-​greenwashing initiatives: 
Sustainable Finance Disclosure Regulations (SFDR) 

Mandatory disclosure of environmental and social initiatives 
Promotion of sustainability investments by asset management 

companies

Dempere et al., 2024 Greenwashing entails “disseminating misleading information 
to create an overly optimistic image of the company's 

environmental practices or products” (p.1) 
Occurs in various forms, such as vague language, irrelevant 

claims, false labels, and a lack of transparency 
Deceptive greenwashing practices undermine the integrity of 
sustainability initiatives, divert resources away from genuine 

projects, and mislead stakeholders.

Source: own elaboration

Table 7. Continued
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1) Green Consumerism

Green consumerism represents a significant shift in how individuals and in-
stitutions make choices, as sustainability increasingly defines consumer behavior 
and organizational strategy. The concept broadly refers to the practice of aligning 
purchasing decisions with environmental and social responsibility considerations. 
This is evidenced in Agarwal et al. (2025) definition of green consumerism as “the 
growing trend of consumers who prefer environmentally sustainable products” (p.3). 
This perspective highlights the role of values and ethics in shaping markets, where 
consumers actively seek products that demonstrate eco-​friendly production, reduced 
waste, and ethical sourcing. For example, consumer demand reflects a willingness to 
pay more for products and services that adhere to sustainable production principles 
(Lucchese-​Cheung et al., 2021). Responding to this demand has become a crucial 
means of differentiation for businesses (Geethanjali et al., 2025). Sustainability is 
no longer a niche concern but a mainstream expectation influencing reputation, 
competitiveness, and consumer loyalty.

Brand and institutions respond to these expectations by embedding sustainability 
into their identities and operations. For instance, educational institutions have adopted 
“green campus” initiatives to attract environmentally conscious students, positioning 
sustainability as both a marketing strategy and a value-​driven practice (Geethanjali 
et al., 2025). In retail, companies leverage strategies such as green branding and 
eco-​labeling, which provide visible markers of environmental responsibility and 
reinforce consumer trust (Thomas et al., 2025). These practices build on the idea 
that green perceived quality and value serve as cues shaping judgments of product 
quality and purchase intentions (Riva et al., 2022). Such strategies extend beyond 
simple compliance, allowing organizations to establish themselves as responsible 
corporate citizens while also generating competitive advantage and cost savings.

Green consumerism is also evident at personal levels, where leaders and influ-
encers integrate sustainability into their branding. For example, female sports lead-
ers use online communities and green initiatives to cultivate a socially responsible 
image, demonstrating how consumer values extend into broader social and cultural 
contexts (Torres-​Mancera, 2025). However, this demand is highly sensitive to per-
ceived authenticity. For example, exaggerated or misleading sustainability claims 
often lead to skepticism or outright rejection (Lucchese-​Cheung et al., 2021). Thus, 
while green consumerism offers opportunities for brand loyalty and trust, it also 
requires companies to act with genuine commitment. These dynamics illustrate 
how green consumerism reshapes relationships between consumers, institutions, 
and brands, positioning sustainability as both a moral obligation and a driver of 
long-​term value creation.
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2) Digital Ethics In Marketing

Digital marketing ethics addresses the principles governing how organizations use 
digital technologies to influence consumer behavior while safeguarding individual 
rights. The rapid growth of online platforms has enabled businesses to collect vast 
amounts of personal data, including identifiers, preferences, emotions, and connec-
tions, raising critical concerns about privacy, consent, and fairness (Hanlon, 2020). 
Beyond moral considerations, Bowman (2021) highlights that ethical responsibility 
must also extend to compliance with legal frameworks and the protection of fun-
damental rights, emphasizing that firms cannot rely on self-​regulation alone. At 
the same time, as organizations expand in scale, their moral and social obligations 
also intensify, requiring closer alignment with shifting public policies and societal 
expectations (James et al., 2017). These dynamics reveal that digital ethics is not 
simply about avoiding harm but about establishing trust, accountability, and cred-
ibility in increasingly data-​driven markets. In this way, ethical marketing becomes 
both a compliance necessity and a strategic imperative that sustains consumer 
confidence over the long term.

Moreover, companies must proactively engage stakeholders through feedback 
mechanisms, participatory decision-​making, and continuous monitoring of digital 
practices. Incorporating consumer input enhances transparency and strengthens the 
legitimacy of ethical claims, ensuring that digital marketing aligns with evolving 
societal values and expectations (Bowman, 2021; Hanlon, 2020). Firms that embed 
these participatory approaches demonstrate adaptability and responsiveness, which 
are critical for sustaining long-​term relationships in dynamic digital ecosystems. In 
addition, the engagement helps uncover potential ethical blind spots and anticipate 
emerging concerns before they escalate into reputational risks.

Operationalizing digital ethics requires brands to move from abstract principles 
to concrete, transparent practices that strengthen relationships with their audiences. 
For instance, clear communication of sustainability commitments and avoidance of 
greenwashing are essential conditions for credible green marketing strategies (Kumar 
& Dua, 2025). When firms exaggerate or obscure their actions, they risk undermining 
consumer trust, reputational standing, and regulatory compliance. Hanlon (2020) 
stresses that responsible digital practices also include limiting the scope of data 
collection and ensuring that consumers understand how their information is used, 
which helps safeguard brand legitimacy. Effective digital ethics ultimately combines 
respect for individual privacy, regulatory adherence, and the genuine delivery of 
sustainability initiatives (James et al., 2017; Hanlon, 2020). This allows organiza-
tions to position themselves as socially responsible and competitively resilient. This 
integration of transparency, accountability, and sustainability ensures that digital 
ethics functions as a protective mechanism and a driver of enduring brand value.
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3) Employer Branding and Engagement

Employer branding frames how organizations define and communicate the em-
ployment experience to current and prospective staff. Chopra et al. (2024) describe 
it as “an essential human resource (HR) intervention to promote the organisation 
as a brand that can be promoted to the employees” (p.703). Similarly, Ta’Amnha et 
al. (2025) state that it reflects “the quality of an employee’s working experiences, 
centered around the Employee Value Proposition (EVP), which comprises the var-
ious values organizations offer their employees” (p.2). These definitions position 
employer branding as an intentional construct that spans regulative, professional, 
and cultural–cognitive pillars. Staniec and Kalińska-​Kula (2021) also add that 
employer branding treats employees as internal clients whose perceptions matter 
for organisational legitimacy. By foregrounding the EVP, organisations explicitly 
make promises about culture, progression, and workplace conditions. This, in turn, 
shapes employee expectations and initial attraction. Therefore, employer branding 
articulates what working for an organisation feels like and anchors the relationship 
between management and workforce.

Employer branding translates into measurable human-​resource outcomes. The 
concept developed from corporate branding theory, borrowing customer-​facing 
influence strategies to enhance recruitment, retention, and engagement (Davies et 
al., 2018). As a result, empirical and conceptual work shows that employer branding 
reduces turnover and improves organisational outcomes by signalling what makes 
a firm desirable and different (Chopra et al., 2024). For example, App and Büttgen 
(2016) indicate that firms invest in long-​term employee value through strategies like 
maintaining health and safety, implementing structures that offer work-​life balance, 
taking care of the ageing workforces, offering professional growth opportunities, 
and promoting lifelong learning. These practical measures improve employee well-​
being and build institutional resilience and continuity. Thus, employer branding is 
both a promotional and a substantive HR intervention that yields tangible returns 
in workforce stability and performance.

Employer branding now also intersects closely with sustainability and ESG 
expectations. Abratt and Kleyn (2023) note that business leaders increasingly 
incorporate environmental and social considerations into corporate and employer 
identities. This helps respond to demands from customers, employees, and executives 
for environmentally conscious cultures. When an organisation integrates ESG into 
its EVP, it links its purpose, workplace practices, and opportunities for employees 
to contribute to sustainability. This helps strengthen its internal commitment and 
external credibility (Ta'Amnha et al., 2025; Abratt & Kleyn, 2023). This alignment 
makes employer branding a vehicle for embedding values-​driven behaviour across 
daily work practices and career development. It enables employees to see how their 
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roles connect to broader social and environmental goals. Consequently, employer 
branding operates at the nexus of talent management and corporate sustainability, 
aligning employee values with organisational purpose.

4) Place Branding

Place branding is a strategic tool for cities and regions aiming to achieve sustain-
able development while enhancing their visibility and competitiveness. Kavaratzis 
et al. (2025) define it as a “useful tool that places use as they compete with each 
other for limited, hypermobile financial, human or cultural resources” (p.4). This 
highlights its role in attracting investment, tourism, and human capital. According 
to Cassinger and Porzionato (2025), city branding grounded in ethical principles 
emphasizes performativity, interdependence, relationality, and the obligation to 
care for vulnerable populations. These reflect how actions shape social and urban 
realities, the recognition of mutual reliance among communities, and the importance 
of building meaningful connections. This approach aligns with broader definitions 
of sustainability, which Chrysaki (2020) describes as “successful initiatives that 
demonstrate a tangible impact on enhancing quality of life and socially, culturally, 
economically and environmentally sustainable” (p.3). Integrating ethical and stra-
tegic considerations into place branding enables cities to boost their economic and 
cultural appeal. It also ensures that development initiatives contribute positively to 
the well-​being of residents and the environment.

From an economic and functional viewpoint, place branding also serves as a 
mechanism through which regions compete for scarce financial, human, and cul-
tural resources. Kavaratzis et al. (2025) note that branding enables places to attract 
investment, capitalize on tourism, and encourage public engagement with regen-
erated areas. This effectively positions the city within global networks of mobility 
and capital. Vuignier (2017) highlights that public bodies invest billions of dollars 
annually in place marketing and branding strategies, which are applied across land 
planning, urban development, and regional growth initiatives. These investments 
recognize that the symbolic and material representation of places can influence 
perceptions and decisions at multiple levels, from local residents to international 
investors. Strategic branding empowers cities to address functional challenges 
while promoting sustainability-​oriented projects (Chrysaki, 2020). This leads to 
infrastructural development, supports technological innovations, and stimulates 
socio-​economic development.

However, the cultural and social dimensions of place branding introduce com-
plexities that require careful ethical consideration. For example, Narloch et al. (2019) 
caution that the musealization and protection of parks can impose homogenized 
narratives that obscure local diversity and original contexts. This demonstrates how 
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branding can shape perceptions in ways that may not fully reflect a community’s 
heritage or identity. This is particularly relevant when branding natural heritage, 
which often carries embedded cultural values, myths, and sustainability discourses 
that influence how places are represented and understood. This aligns with Cassinger 
and Porzionato's (2025) emphasis on relationality and care for the vulnerable pop-
ulations, suggesting that effective place branding should balance economic, social, 
and cultural objectives while remaining ethically attuned to the communities it 
represents. When done thoughtfully, place branding can turn marketing into a tool 
for cultivating resilient, inclusive, and sustainable urban environments that engage 
both residents and visitors in meaningful ways.

5) Corporate Social Responsibility

Corporate Social Responsibility (CSR) is a business approach in which or-
ganizations integrate social, environmental, and ethical considerations into their 
operations. Doane (2005) describes CSR as a “voluntary form of self-​regulation 
that aims to tackle everything from human rights and labour standards to limiting 
carbon dioxide emissions that lead to climate change” (p.215). This emphasizes the 
proactive role companies can play in addressing pressing societal and environmen-
tal issues. Elmualim (2017) highlights that CSR activities can include community 
engagement, investment in outreach projects, fostering positive employee relations, 
and environmental stewardship. Businesses that adopt such practices demonstrate 
accountability and ethical commitment by ensuring that their strategies contribute 
meaningfully to the well-​being of communities and the environment.

The scope of CSR extends beyond compliance or reputational benefits to encom-
pass responsibilities toward various stakeholders. For instance, Kovács (2019) notes 
that CSR involves actions that support employees, local residents, disadvantaged 
groups, and other stakeholders. This reflects a comprehensive understanding of a 
company's social and environmental footprint. Moreover, CSR initiatives indicate 
that eco-​friendly practices and environmental awareness are no longer just marketing 
strategies; they have become both a requirement and an expectation for businesses 
to achieve ethical and sustainability goals. For example, CSR initiatives often target 
tangible outcomes such as reducing environmental impact, promoting inclusivity, 
or fair labor practices, reinforcing a company's ethical brand image (Doane, 2005). 
Organizations that consistently demonstrate these commitments establish trust 
and credibility among stakeholders. This can translate into long-​term loyalty and 
strengthened relationships with the communities in which they operate.

Business leaders often intertwine CSR with ethical branding at the corporate level. 
This approach emphasizes moral conduct, accountability, and value creation. Maon 
and Lindgreen (2024) argue that ethical branding integrates social and environmental 
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responsibility as core components of corporate identity, enhancing stakeholder trust, 
customer satisfaction, and loyalty. Thus, embedding CSR into brand strategy allows 
organizations to show their commitment to broader societal goals. This positions 
them as conscientious actors in an increasingly sustainability-​focused marketplace. 
The adoption of CSR practices thus serves a dual function: it fulfills moral and 
social obligations while simultaneously supporting strategic brand differentiation.

6) Anti-​Greenwashing Strategies

Greenwashing is the practice of disseminating misleading information to create 
an overly optimistic image of a company's environmental practices or product. 
Dempere et al. (2024) explain that companies engage in greenwashing through 
actions, such as using vague language, delivering inaccurate claims, adding false 
labels to products, or a lack of transparency. These practices can mislead stake-
holders and divert resources away from genuine sustainability initiatives. A case 
example is the JP Morgan Chase funding for fossil fuels despite its claim to support 
sustainability and climate change mitigation. Dempere et al. (2024) state that the 
bank has spent over US$268 billion to fund fossil fuel companies since the Paris 
Agreement. This contrast showcases how companies greenwash their practices by 
creating a sustainable brand image that doesn’t match with their actual business 
practices. Consequently, Mendes et al. (2024) further emphasize that greenwashing 
undermines authentic sustainability efforts across sectors, including agriculture, and 
erodes consumer trust. In response, organizations are increasingly recognizing the 
ethical and strategic necessity of combating greenwashing to protect brand credibility 
and reinforce stakeholder confidence. Addressing misleading sustainability claims 
enables companies to safeguard their reputation and contribute to a broader culture 
of accountability and transparency in the marketplace.

The challenges of greenwashing extend beyond ethics into brand governance and 
co-​creation. Reynolds et al. (2023) note that positioning a brand around sustainability 
introduces tensions in three key areas: i) brand meanings, ii) extraordinary versus 
mundane brand performances, and iii) the empowerment or disempowerment of 
stakeholders in branding governance. Brand meanings refer to how companies com-
municate their branding messages and how consumers interpret them. Extraordinary 
versus mundane performances contrast between standout sustainability efforts and 
everyday practices. For example, a company might heavily advertise basic waste 
reduction measures or routine recycling programs as groundbreaking sustainability 
initiatives, even though these actions are part of standard operational practices. Fi-
nally, sustainability efforts can either empower or disempower people depending on 
whether the initiatives are inclusive and participatory. These dynamics illustrate how 
superficial or misleading sustainability messaging can compromise the authenticity 
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of a brand, weakening trust among customers and other stakeholders. Implementing 
anti-​greenwashing strategies requires companies to reconcile these tensions by en-
suring that brand communications accurately reflect real sustainability initiatives.

There are multiple anti-​greenwashing practices that companies can embrace. 
For example, technological solutions, such as blockchain, provide practical tools 
to address these challenges. For instance, Guo et al. (2023) indicate that blockchain 
offers customers transparent access to product data, including production methods, 
suppliers, and third-​party validations. This reduces skepticism and enhances ac-
countability. Hakim & Vinothkumar (2024) highlight regulatory and institutional 
initiatives such as the Sustainable Finance Disclosure Regulations (SFDR), mandatory 
disclosure of environmental and social initiatives, and the promotion of sustainability 
investments by asset management companies. These measures compel organizations 
to report their sustainability-​related activities comprehensively, creating incentives 
for transparency and discouraging deceptive practices. Together with technological 
solutions and careful brand governance, these frameworks help companies cultivate 
credibility while supporting meaningful environmental and social impact. This 
ensures that sustainability claims are trustworthy and resources are directed toward 
authentic, positive change.

CONCLUSION

The global marketplace today is interconnected and environmentally conscious. 
Consumers, investors, and government agencies are aware of ongoing environmental 
crises like climate change. As a result, branding extends beyond mere recognition 
or differentiation to encompass the values and responsibilities that organizations 
embody. Sustainability has also become a defining dimension of modern brand 
identity, reflecting a commitment to ecological stewardship, social responsibility, 
and long-​term value creation. As organizations navigate the complexities of global 
competition and stakeholder expectations, ethical branding has become a central 
framework that integrates sustainability principles with moral accountability, trans-
parency, and inclusive practices. Ethical branding thus represents the convergence 
of strategy, values, and societal impact. It ensures that brands convey a positive 
image and demonstrate genuine contributions to the communities and environments 
they serve.

The insights from the thematic clusters illustrate how ethical branding operates 
across multiple levels and domains. For instance, green consumerism highlights 
the critical influence of consumer perceptions, showing that authentic sustain-
ability efforts shape loyalty, trust, and engagement, while misleading claims risk 
eroding credibility. Digital ethics emphasizes the importance of responsible data 
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practices and transparent communication. This safeguardes stakeholder trust in an 
era dominated by online interactions and digital marketing. Employer branding and 
engagement reveal how internal stakeholders, particularly employees, are integral 
to sustaining organizational values, maintaining commitment, and linking human 
resource strategies with environmental, social, and governance objectives. Place 
branding extends these principles to urban and regional contexts, demonstrating that 
ethical and sustainable strategies can guide development, enhance social cohesion, 
and support vulnerable populations. Meanwhile, corporate social responsibility 
underscores the role of voluntary initiatives in promoting social and environmen-
tal welfare, reinforcing stakeholder trust and long-​term value creation. Finally, 
anti-​greenwashing strategies provide the structural, technological, and regulatory 
mechanisms that ensure sustainability claims are credible, accurate, and aligned 
with real-​world impact.

These findings illustrate that ethical branding for sustainability is neither linear 
nor singular; it is a dynamic and integrative process that requires coherence be-
tween messaging, actions, and stakeholder engagement. Successful brands must 
align consumer expectations, employee experiences, organizational practices, and 
societal outcomes with transparent and accountable sustainability initiatives. They 
must embed ethical considerations into every facet of branding, from marketing 
communications to internal culture and city-​level engagement. This helps them 
establish trust, loyalty, and social legitimacy while contributing meaningfully to 
environmental and societal well-​being. Ultimately, ethical branding transforms 
sustainability from a peripheral consideration into a core strategic asset, position-
ing organizations to thrive competitively while advancing a shared commitment to 
responsible and equitable development.

The study makes several important theoretical contributions. First, it brings 
together branding, ethics, and sustainability, positioning ethical branding as a field 
that goes beyond image management to embody principles such as transparency, 
integrity, corporate social responsibility, authenticity, and accountability. Building 
on this, it develops a clear conceptual framework around these five pillars, offering 
a way to understand how ethical values can be embedded within brand identity 
and communication. Another theoretical advance lies in linking branding with 
sustainability-​oriented business models, showing that branding is no longer just a 
matter of consumer perception but part of the systemic integration of sustainability 
into organizational structures and strategies. Through its bibliometric approach, the 
study also maps the existing literature into six thematic clusters—green consumer-
ism, digital ethics, employer branding, place branding, CSR, and anti-​greenwashing. 
This mapping not only organizes current scholarship but also identifies gaps that 
can guide future inquiry. Taken together, these insights position ethical branding 
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as a bridge between normative theory and practical application, demonstrating its 
role as both a moral commitment and a strategic necessity.

On the practical side, the research provides organizations with a set of actionable 
strategies to strengthen their credibility and resilience in the sustainability space. It 
highlights approaches such as green branding, eco-​labeling, the use of blockchain 
for supply chain transparency, and anti-​greenwashing measures as concrete tools 
businesses can implement. The study also emphasizes the importance of aligning 
employer branding with environmental, social, and governance priorities, helping 
firms attract and retain talent by integrating sustainability into the Employee Val-
ue Proposition. Beyond the corporate level, it offers insights for policymakers by 
pointing to regulatory frameworks—such as the Sustainable Finance Disclosure 
Regulations—that can promote transparency and accountability across industries. 
For cities and regions, the research provides ethical guidelines that place emphasis on 
interdependence, relationality, and responsibility for vulnerable populations, helping 
ensure that place branding supports inclusive and sustainable development. Finally, 
it underscores the importance of consumer-​facing authenticity, demonstrating that 
genuine commitments to sustainability are rewarded with trust, loyalty, and even a 
willingness among consumers to pay mor.

Future studies on ethical branding and sustainability can build on this review in 
several important ways. First, there is room to refine the theoretical foundations by 
examining how the core pillars of ethical branding—transparency, integrity, CSR, 
authenticity, and sustainability—interact with one another across different industries 
and cultural contexts. While these elements provide a useful framework, their appli-
cation is likely to differ depending on sectoral challenges, regulatory environments, 
and consumer expectations, which calls for comparative and cross-​cultural analyses.

A second area of interest lies in the measurement of outcomes. Although ex-
isting work highlights the links between ethical branding and factors such as trust, 
loyalty, and reputation, systematic tools for evaluating these effects remain limited. 
Developing stronger indicators and assessment methods would allow researchers 
and practitioners alike to determine more clearly how ethical branding contributes 
to financial performance and long-​term sustainability goals.

The rapid evolution of digital technologies also raises important questions. Issues 
surrounding data privacy, algorithmic decision-​making, and digital transparency 
suggest that the ethics of online marketing will become increasingly central to the 
field. Future research might investigate not only the risks but also the opportuni-
ties presented by emerging tools such as blockchain and artificial intelligence in 
strengthening or undermining ethical branding.

At the organizational level, more attention should be given to employer brand-
ing and its integration with environmental, social, and governance commitments. 
Exploring how sustainability shapes internal culture, employee engagement, and 
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talent retention could offer valuable insights into the long-​term benefits of aligning 
values with workplace practices. Likewise, place branding has received comparatively 
little attention. Further studies could analyze how ethical approaches to branding 
influence urban development, tourism, and community resilience, particularly in 
contexts where inclusivity and social equity are pressing concerns.

Finally, consumer behavior remains a critical area for inquiry. While green con-
sumerism is widely acknowledged, there is still much to learn about the thresholds 
of consumer trust—specifically, when sustainability efforts are seen as authentic 
and when they are dismissed as superficial or misleading. Cross-​national studies 
would be especially useful in capturing variations in consumer expectations and 
responses to ethical branding across different markets



124

ACKNOWLEDGEMENTS

We want to express gratitude to the Editor and the Arbitrators. They offered 
precious suggestions or improvements. The GOVCOPP Research Center of the Uni-
versity of Aveiro, and Instituto Politécnico de Setúbal, Escola Superior de Ciências 
Empresariais de Setúbal.

REFERENCES

Abratt, R., & Kleyn, N. (2023). The conscientious corporate brand: Definition, oper-
ationalization and application in a B2B context. Journal of Business and Industrial 
Marketing, 38(10), 2122–2133. DOI: 10.1108/JBIM-​10-​2021-​0468

Agarwal, S., Kweh, Q. L., Goh, K. W., & Wider, W. (2025). Redefining marketing 
strategies through sustainability: Influencing consumer behavior in the circular econ-
omy: A systematic review and future research roadmap. Cleaner and Responsible 
Consumption, 18, C7–C100298. DOI: 10.1016/j.clrc.2025.100298

App, S., & Büttgen, M. (2016). Lasting footprints of the employer brand: Can sus-
tainable HRM lead to brand commitment? Employee Relations, 38(5), 703–723. 
DOI: 10.1108/ER-​06-​2015-​0122

Bilgin, Y. (2018). The effect of social media marketing activities on brand awareness, 
brand image and brand loyalty. Business & management studies: an international 
journal, 6(1), 128-​148. http://​dx​.doi​.org/​DOI: 10.15295/bmij.v6i1.229

Bowman, J. M. (2021). Digital Marketing and the Culture Industry: The Ethics of 
Big Data. University of Arkansas. https://​scholarworks​.uark​.edu/​cgi/​viewcontent​
.cgi​?article​=​5663​&​context​=​etd

Breuer, H., Fichter, K., Lüdeke-​Freund, F., & Tiemann, I. (2018). Sustainability-​
oriented business model development: Principles, criteria and tools. Interna-
tional Journal of Entrepreneurial Venturing, 10(2), 256–286. DOI: 10.1504/
IJEV.2018.10013801

Cassinger, C., & Porzionato, M. (2025). Rethinking ethics in city branding: from 
competition to vulnerability. Lessons from Venice and Gothenburg. Edward Elgar 
Publishing Ltd., DOI: 10.4337/9781035347544.00009

Chopra, A., Sahoo, C. K., & Patel, G. (2024). Exploring the relationship between 
employer branding and talent retention: The mediation effect of employee engage-
ment. The International Journal of Organizational Analysis, 32(4), 702–720.



125

Chowdhury, R. H. (2024). Sustainability marketing and ethical branding in the 
digital space. Journal of Trends in Applied Science and Advanced Technologies, 
1(1), 18–27. DOI: 10.61784/asat3002

Chrysaki, M. (2020). The Sustainable Commercialisation of Space: The Case for a 
Voluntary Code of Conduct for the Space Industry. Space Policy, 52, C7–C101375. 
DOI: 10.1016/j.spacepol.2020.101375

Davies, G., Mete, M., & Whelan, S. (2018). When employer brand image aids 
employee satisfaction and engagement. Journal of Organizational Effectiveness: 
People and Performance, 5(1), 64–80. DOI: 10.1108/JOEPP-​03-​2017-​0028

Dempere, J., Alamash, E., & Mattos, P. (2024). Unveiling the truth: greenwashing 
in sustainable finance. Frontiers in sustainability, 5, 1362051.

Doane, D. (2005). Beyond corporate social responsibility: Minnows, mammoths 
and markets. Futures, 37(2-​3), 215–229. DOI: 10.1016/j.futures.2004.03.028

Donthu, N., Kumar, S., Mukherjee, D., Pandey, N., & Lim, W. M. (2021). How to 
conduct a bibliometric analysis: An overview and guidelines. Journal of Business 
Research, 133, 285–296. DOI: 10.1016/j.jbusres.2021.04.070

Elmualim, A. (2017). CSR and sustainability in FM: Evolving practices and an 
integrated index. Procedia Engineering, 180, 1577–1584. DOI: 10.1016/j.pro-
eng.2017.04.320

Geethanjali, G., Harish, K. S., Manjunatha, S., Samal, A., Sunitha, Y. K., & Lokesh, 
G. R. (2025). Green Campus Initiatives as a Branding Tool: A Marketing Study 
of Indian Private Universities. International Journal of Environmental Sciences, 
11(3S), 405–410. DOI: 10.64252/wct6yb91

Guo, S., Huang, H., Liu, F., Sethi, S., Xing, X., & Zhan, Y. (2023). Strategic block-
chain adoption for Anti-​greenwashing. Available at SSRN 4670906.

Haddaway, N. R., Page, M. J., Pritchard, C. C., & McGuinness, L. A. (2022). PRISMA 
2020: An R package and Shiny app for producing PRISMA 2020‐compliant flow 
diagrams, with interactivity for optimised digital transparency and Open Synthesis. 
Campbell Systematic Reviews, 18(2), e1230. DOI: 10.1002/cl2.1230

Hakim, S. Y. A., & Vinothkumar, Y. B. (2024). Anti-​Greenwashing Initiatives and their 
Ripple Effect-​An Europian Way. PRESIDENCY COLLEGE (AUTONOMOUS), 89.

Hanlon, A. (2020). Ethics in digital marketing and social media. The SAGE hand-
book of marketing ethics, 424.



126

James, J. P., Lee, K. K., Zhang, M., & Williams, J. D. (2017). Ethics and policy 
issues for internet advertising: Targeting multicultural consumers in the digital 
marketing era. Journal of Management Policy & Practice, 18(4).

Kavaratzis, M., Warnaby, G., & Ashworth, G. J. (2015). Rethinking place branding. 
Springer International Publishing.

Kingsley, J. (2024). Ethical branding: how transparency and integrity build long-​
term customer trust. https://​www​.researchgate​.net/​publication/​389712397​_Ethical​
_Branding​_How​_Transparency​_and​_Integrity​_Build​_Long​-​​Term​_Customer​_Trust

Kovács, G. (2019). Responsibility Vs. Star-​Related CSR in the Hungarian Hotel 
Sector. In Tourism, Hospitality and Event Management (pp. 227-​233). Springer 
Nature.DOI: 10.1007/978-​3-​319-​94664-​1_14

Kumar, D., & Dua, S. (2025). Building a sustainable brand: The role of green mar-
keting. Emerald Publishing., DOI: 10.1108/978-​1-​83608-​772-​420251001

Lucchese-​Cheung, T., de Aguiar, L. K., de Lima, L. C. D., Spers, E. E., Quevedo-​Silva, 
F., Alves, F. V., & De Almeida, R. (2021). Brazilian Carbon Neutral Beef as an Inno-
vative Product: Consumption Perspectives Based on Intentions’ Framework. Journal of 
Food Products Marketing, 27(8-​9), 384–398. DOI: 10.1080/10454446.2022.2033663

Lüdeke-​Freund, F., Carroux, S., Joyce, A., Massa, L., & Breuer, H. (2018). The 
sustainable business model pattern taxonomy—45 patterns to support sustainability-​
oriented business model innovation. Sustainable Production and Consumption, 15, 
145–162. DOI: 10.1016/j.spc.2018.06.004

Maon, F., & Lindgreen, A. (2024). (Corporate) ethical branding. Edward Elgar 
Publishing Ltd., DOI: 10.4337/9781802200874.ch20

Mendes, J. A. J., Oliveira, A. Y., Santos, L. S., Gerolamo, M. C., & Zuin, V. G. Z. 
(2024). A theoretical framework to support green agripreneurship avoiding green-
washing. Environment, Development and Sustainability. Advance online publication. 
DOI: 10.1007/s10668-​024-​04965-​z

Narloch, C., da Costa Machado, D. M., & Scheiner, T. (2019). Musealization of 
nature and branding parks: Spectacularization, mythification, or sustainability? 
Boletim do Museu Paraense Emílio Goeldi. Ciências Humanas, 14(3), 981–1001. 
DOI: 10.1590/1981.81222019000300015

Page, M. J., McKenzie, J. E., Bossuyt, P. M., Boutron, I., Hoffmann, T. C., Mulrow, 
C. D., & Moher, D. (2021). The PRISMA 2020 statement: An updated guideline for 
reporting systematic reviews. BMJ (Clinical Research Ed.), 372. Advance online 
publication. DOI: 10.1136/bmj.n71



127

Reynolds, L., Doering, H., Koenig-​Lewis, N., & Peattie, K. (2023). Engagement and 
estrangement: A “tale of two cities” for Bristol’s green branding. European Journal 
of Marketing, 57(9), 2432–2458. DOI: 10.1108/EJM-​08-​2021-​0602

Riva, F., Magrizos, S., Rubel, M. R. B., & Rizomyliotis, I. (2022). Green consumer-
ism, green perceived value, and restaurant revisit intention: Millennials’ sustainable 
consumption with moderating effect of green perceived quality. Business Strategy 
and the Environment, 31(7), 2807–2819. DOI: 10.1002/bse.3048

Rosário, A. T. (2024). Generative AI and Generative Pre-​Trained Transformer 
Applications: Challenges and Opportunities. In Hai-​Jew, S. (Ed.), Making Art 
With Generative AI Tools (pp. 45–71). IGI Global Scientific Publishing., DOI: 
10.4018/979-​8-​3693-​1950-​5.ch003

Rosário, A. T., Fernandes, F., Raimundo, R. G., & Cruz, R. N. (2021). Determinants 
of Nascent Entrepreneurship Development. In Carrizo Moreira, A., & Dantas, J. 
(Eds.), Handbook of Research on Nascent Entrepreneurship and Creating New 
Ventures (pp. 172–193). IGI Global Scientific Publishing., DOI: 10.4018/978-​1-​
7998-​4826-​4.ch008

Rosário, A. T., & Raimundo, R. (2024). Sustainable Entrepreneurship Education: 
A Systematic Bibliometric Literature Review. Sustainability, 16(2), 784. DOI: 
10.3390/su16020784

Staniec, I., & Kalińska-​Kula, M. (2021). Internal employer branding as a way to im-
prove employee engagement. Problems and Perspectives in Management, 19(3), 33.

Ta'Amnha, M., Kurtishi-​Kastrati, S., Magableh, I. K., & Riyadh, H. A. (2025). Sus-
tainable Employer Branding as a Catalyst for Safety Voice Behavior in Healthcare: 
The Mediating Role of Employee Engagement. Sustainability (Switzerland), 17(11 
C7 -​ 4890).DOI: 10.3390/su17114890

Thomas, K. V., Rattan, P., & Nair, R. R. (2025). Greening the click-​environmental 
initiatives in global e-​commerce marketing. Emerald Publishing., DOI: 10.1108/978-​
1-​83608-​772-​420251021

Torres-​Mancera, R. (2025). Female leadership for sustainability: Green, cultural 
and social impact of the world’s best sportswomen. European Public and Social 
Innovation Review, 10. Advance online publication. DOI: 10.31637/epsir-​2025-​1361

Vuignier, R. (2017). Place branding & place marketing 1976–2016: A multidisci-
plinary literature review. International Review on Public and Nonprofit Marketing, 
14(4), 447–473. DOI: 10.1007/s12208-​017-​0181-​3



128

Zulfikar, I. (2022). Building a strong brand: Marketing strategy to increase brand 
awareness and consumer loyalty. Neo Journal of economy and social humanities, 
1(4), 280-​284. http://​dx​.doi​.org/​DOI: 10.56403/nejesh.v1i4.79

ADDITIONAL READING

Borges, A. P., Vieira, E., Mesquita, S., & Lopes de Almeida, A. (2025). Accessible 
tourism in urban destinations: Physical and attitudinal accessibility awareness. 
Journal of Place Management, 18(3), 383–404. DOI: 10.1108/JPMD-​06-​2024-​0072

Budke, A., Chaminade, C., & Adames de Newbill, M. (2025). Sustainability transfor-
mations in tourism destinations. A deeper look at commonalities and differences in 
Stakeholders’ perceptions in Bocas del Toro, Panama. J Sustain Res., 7(3), e250048. 
DOI: 10.20900/jsr20250048

Clancy, M. (2015). What’s at stake in the slow movement? Consumption, responsi-
bility and citizenship. Paper presented at the Association of American Geographers 
Annual Meeting, Chicago

Lahtinen, S., & Närvänen, E. (2020). Co-​creating sustainable corporate brands: A 
consumer framing approach. Corporate Communications, 25(3), 447–461. DOI: 
10.1108/CCIJ-​11-​2019-​0121

Nallaperuma, K., Rotman, J. D., & Bandyopadhyay, A. (2025). Easter Eggs and 
Scotch Whiskey: The role of religious self-​identity on (in)congruent holiday pro-
motions. Journal of Product and Brand Management. Advance online publication. 
DOI: 10.1108/JPBM-​03-​2024-​5043

Nichols, B. S., Kirchoff, J. F., Confente, I., & Stolze, H. (2023). When brands be-
have badly: Signaling and spillover effects of unethical behavior in the context of 
triple bottom line sustainability. Journal of Product and Brand Management, 32(6), 
908–926. DOI: 10.1108/JPBM-​07-​2021-​3569

Squier, H., & Booth, C. (2023). Insights from the Analysis of Sustainability Re-
porting Across UK Real Estate Companies. J Sustain Res., 5(2), e230005. DOI: 
10.20900/jsr20230005

Nicole Ke Xiang, Deborah Susan Levy, Olga Filippova. (2025). Exploring developer 
return composition in residential-​led town centre regeneration. Journal of Place 
Management https://​doi​.org/​DOI: 10.1108/JPMD-​10-​2024-​0117



129

KEY TERMS AND DEFINITIONS

Branding: or brand management refers to the management of a company's brand, 
such as its name, the images or ideas associated with it, including slogans, symbols, 
logos and other visual identity elements that represent it or its products and services.

Corporate Social Responsibility: is a business self-​regulation model where 
companies integrate social, environmental, and ethical concerns into their opera-
tions and interactions with stakeholders to contribute to sustainable development 
and societal well-​being.

Employee Value Proposition: is the unique set of benefits, rewards, and 
experiences an organization offers to its employees in exchange for their skills, 
commitment, and contributions.

Employer Branding: is a strategic approach to shape an organization's reputation 
as a desirable place to work, attracting and retaining top talent by highlighting its 
unique culture, values, and the overall employee experience.

Ethical: is the philosophical study of moral phenomena.
Green Consumerism: is a purchasing approach where consumers prioritize the 

environmental impact of products and services, opting for those produced sustain-
ably and ethically, thereby contributing to a healthier planet for future generations.

Social and Governance: refer to an organization's or society's responsible man-
agement of social impacts, stakeholder relationships, and ethical conduct.

Sustainability: is a characteristic or condition of a process or system that allows 
it to remain, at a certain level, for a certain period of time.

Sustainable Finance Disclosure Regulations: is an EU framework requiring 
financial market participants to disclose how they integrate sustainability risks and 
impacts into their investment processes, increasing transparency and preventing 
greenwashing for investors.




