
 

Exploring the concept of brand sustainability: 
comprehending its importance and implications 

Ivelina Kulova1*  and Valentina Nikolova-Alexieva 1 

1University of Food Technologies – Plovdiv, Faculty of Economics, 4000 Plovdiv, 26 Maritsa blvd., 
Bulgaria 

Abstract. This study investigates the evolving role of sustainability as a 
catalyst for consumer behavior. This article aims to provide a clear 
comprehending of the concept of sustainability, elucidate its practical 
applications, and explore how these principles can be effectively integrated 
into both traditional business models and the realm of e-commerce. It 

underscores how sustainable initiatives are influencing immediate buying 
choices and molding brand perceptions, consequently affecting long-term 
performance. Drawing upon authoritative sources like the United Nations, 
IBM, World Economic Forum, and the Boston Consulting Group, it 
furnishes a holistic grasp of brand sustainability and its wide-ranging 
consequences. The study discerns sustainability as an increasingly 
influential factor in consumer decision-making, molding instantaneous 
purchasing judgments and brand outlooks, with far-reaching effects on 

overall business success. The results of the research reveal that sustainability 
manifests uniquely for each brand, offering numerous avenues for 
conventional businesses and e-commerse to incorporate sustainability into 
their strategic frameworks. Brands responding agilely to sustainability will 
likely see better financial results. By investing strategically, disseminating 
initiatives effectively, and measuring their impact, sustainability can become 
a potent source of lasting competitive advantage. Keywords: sustainability, 
brand perception, consumer behavior, e-commerce. 

1 Introduction 

The term sustainability has gained widespread popularity in contemporary society. 

Environmental concepts have increasingly been employed as marketing strategies by brands 

across various industries, sometimes leading to deceptive practices known as greenwashing. 

Fortunately, there is a growing awareness among consumers and government bodies 

regarding climate change and greenhouse gas emissions, placing sustained pressure on 

corporations and businesses to mitigate their environmental footprint. 

 For businesses, sustainability encompasses a broad spectrum of initiatives, ranging from 

implementing comprehensive recycling programs, reducing overall energy consumption, 
optimizing eco-friendly transportation methods, to engaging in socially responsible 
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initiatives. Given the multitude of options available, it can be challenging for businesses to 

identify which strategies yield the greatest results in mitigating their environmental footprint. 

 This article aims to provide a clear comprehending of the concept of sustainability, 

elucidate its practical applications, and explore how these principles can be effectively 

integrated into both traditional business models and the realm of e-commerce.  

2 Literature review 

Sustainability entails safeguarding the Earth, addressing climate change, and advancing 
societal progress, all while ensuring the well-being of our planet and leaving no one excluded. 

It strives to meet our current requirements while preserving resources for the generations to 

come. [1] 

 Sustainability is defined by Devine as the state of being environmentally sound, 

indicating the degree to which a process or venture can persist or carry on without leading to 

the enduring exhaustion of natural resources. [2] 

 Although various communities, sectors, and individuals might hold unique perspectives 

on sustainability, its core tenet revolves around the interdependency of all elements crucial 
for the survival and welfare of living organisms with the integrity of the Earth's natural 

ecosystem. [3,4] 

 The notion of sustainability can be simplified through the framework of "profits, planet, 

and people" [5] indicating that in order for a corporation, institution, or project to be enduring, 

it should aim to safeguard Earth's resources (planet), foster a prosperous employee base and 

local society (people), and concurrently generate ample income for lasting financial stability 

(profits). 

 The modern concept of sustainability emerged with the publication of report in 1987 by 
the United Nations.[6] This report marked the first instance of highlighting the adverse 

environmental consequences of economic development and globalization, offering solutions 

to challenges stemming from industrialization and population growth. 

 In 2010, the Millennium Development Goals [7] were adopted during the United Nations 

Summit. These goals served as a roadmap for reducing hunger, poverty, improving education, 

health, living conditions, environmental sustainability, and promoting gender equality.  

After that the United Nations' 2030 Agenda [8] endorsed by 193 Member States, revolves 

around attaining 17 Sustainable Development Goals, spanning economic, social, and 
environmental dimensions. 

 Environmental Sustainability: Environmental sustainability entails the recognition 

that nature and the environment are finite resources necessitating protection and 

prudent utilization. This encompasses practices such as environmental conservation, 

the promotion of renewable energy sources, water conservation, the encouragement 

of sustainable mobility, innovations in construction, and the advancement of 

sustainable architecture. These diverse actions contribute to environmental 

sustainability and permeate our daily decision-making processes. 

 Social Sustainability: At the social level, sustainability advocates for social 

development, aiming to foster cohesion among communities and cultures to attain 

improved quality of life, enhanced healthcare, and better education. The pursuit of 

gender equality represents another facet that will shape social sustainability efforts 

in the future. 

 Economic Sustainability: The third pillar of sustainability revolves around 

stimulating economic growth while ensuring equitable wealth distribution without 

detriment to the environment. This encompasses a broad spectrum of activities, 
spanning finance, agriculture, tourism, industry, and more. Investments and the fair 
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allocation of economic resources are integral components that allow for 

comprehensive development underpinning the other sustainability pillars. 

 Environmental, social, and economic sustainability are intricately interrelated. Many of 

humanity's challenges, such as climate change and water scarcity, necessitate global solutions 

and a commitment to promoting sustainable development. 

3 Research methodology 

The research methodology encompassed a comprehensive literature review to examine 
existing studies and literature pertaining to sustainability, brand perception, and consumer 

behavior.  

 Quantitative research methods, including the collection of statistics and survey data, 

were utilized to investigate consumer behavior, brand perception, and sustainability 

practices. These data-driven insights were integral to supporting the study's assertions. 

 The research also entailed a comparative analysis of sustainability practices within both 

business sustainability and e-commerce sustainability domains.  

 Incorporating qualitative research methods, such as content analysis, qualitative insights 
and observations were gathered. These insights shed light on the influence of sustainability 

on variables like employee satisfaction, consumer behavior, and brand loyalty. 

 Additionally, the study drew upon reputable sources, such as reports from the United 

Nations, IBM, World Economic Forum and the Boston Consulting Group, as well as 

projections regarding emissions. This secondary data collection and synthesis reinforced the 

study's arguments and findings. 

 To summarize, the research methodology adopted a multifaceted approach, involving 

literature review, quantitative data collection, qualitative analysis, comparative assessments, 
and the synthesis of secondary data. This comprehensive methodology aimed to explore and 

gain insights into the concept of brand sustainability and its implications. 

4 Analysis and results 

4.1 Business sustainability 

Incorporating sustainable strategies within a business context yields numerous advantages 

beyond simply appeasing external pressures for eco-friendly initiatives. The complex 
interplay of climate change, the dwindling of natural resources, and the intensifying demands 

on energy and food supplies profoundly affects supply chains. Consequently, it becomes 

imperative for both private and public organizations to reassess their operational paradigms. 

The goal extends beyond mere adaptation to supply chain constraints; it encompasses the 

mitigation of the organization's ecological footprint, thereby averting the exacerbation of 

these pressing challenges. 

 One prevalent concept within the sustainability sphere is the notion of a circular 

economy. A circular economy represents a production and consumption model that revolves 
around prolonging the lifespan of existing materials, products, and services. It stands in stark 

contrast to the conventional linear economy, which follows the traditional cycle of producing, 

purchasing, using, and discarding products. Sustainability-focused enterprises are actively 

exploring avenues to adopt circular business models, championing the idea of retaining 

products and services within circulation for extended periods, thereby curbing the perpetual 

creation of new goods. 

, 01013 (2024)BIO Web of Conferences

AQUACULTURE 2023
https://doi.org/10.1051/bioconf/20248401013 84

3

RETRACTED



 

Fig. 1. Consumers' inclination to purchase exclusively from brands that implement circular 
practices[9] 

 Incorporating sustainable practices within a business context can result in a host of 

internal advantages. Such an approach can lead to increased employee satisfaction, as 

individuals are drawn to companies that align with their personal values. Surprisingly, over 

seventy percent of employees [10] find environmentally sustainable companies more 

appealing as potential employers. Furthermore, the imperative of addressing climate change 

has prompted governments to impose more stringent corporate accountability requirements. 
Companies that take the lead in integrating sustainable metrics, such as greenhouse gas 

accounting and reduction strategies, may position themselves ahead of impending regulatory 

mandates. Additionally, approximately fifty-five percent of consumers [11] place a premium 

on environmental sustainability when making brand choices. Demonstrating transparent 

sustainability practices have the potential to foster customer loyalty and boost overall 

earnings. 

According to Boston Consulting Group [12] consumers increasingly prioritize 

sustainability (seventy-six percent), expecting brands to follow suit. Sustainability practices 
affect brand perception for fifty-seven percent of consumers, with thirty percent switching or 

advocating for sustainability. However, only eight percent are willing to pay more, believing 

companies and governments should fund changes. Beyond payment, thirteen percent would 

switch to affordable sustainable alternatives, and twenty-five percent become advocates, 

impacting purchasing behavior. 

Consumers show a strong interest in brand sustainability, with up to seventy percent 

seeking more information. Trusted sources include friends, family, and digital channels 

(social media for younger consumers, websites for older ones). 
Generation Z, young adults between the ages of sixteen and twenty-four, is acutely aware 

of sustainability and acts more critically, emphasizing its significance. 

Consumer responses to sustainability vary by sector, suggesting competitors may gain 

better returns. Sustainability-focused challengers outperform traditional brands at a rate 

between fifteen and twenty percent, while some established brands in energy, grocery, and 

automotive sectors also progress by around ten percent. 
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Fig. 2. The anticipations held by consumers regarding organizations [9] 

Brands have the ability to influence consumer response [13] and generate superior 

customer returns on sustainability investments. 

 Enhancing recruitment efforts, maintaining a competitive edge, and boosting revenue all 

converge when sustainability is integrated into the business model. 
 Sustainability takes on a unique form for each brand, presenting a multitude of avenues 

for businesses to integrate sustainability into their strategic framework. These possibilities 

encompass: 

 Involvement in carbon accounting and active participation in carbon offset 

initiatives. In the year 2018 alone, initiatives centered around offsetting carbon 

emissions through natural means effectively decreased atmospheric carbon dioxide 

levels by a staggering one hundred million metric tons worldwide [14]. 

 Embracing alternative energy sources or adopting eco-friendly workplace 
equipment to enhance energy efficiency within office spaces. 

 Exploring and implementing structural modifications aimed at reducing greenhouse 

gas emissions and minimizing water consumption.  

 Cultivating partnerships with local initiatives dedicated to conserving natural 

resources. 

 Scrutinizing existing supply chains to identify opportunities for transitioning toward 

a circular economy. 

 Conducting comprehensive Life Cycle Assessments for products or services To 
pinpoint areas where environmental impact reduction is feasible. 

 Instilling sustainability as an integral component of the corporate culture through 

sustainability challenges, tailored composting and recycling programs, or 

comprehensive nitiatives focused on environmental education throughout the entire 

company. 
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4.2 E-commerce sustainability 

In the realm of sustainability within the e-commerce sector, the escalating challenges 

posed by climate change have prompted every industry to contemplate strategies for 
enhancing their environmental responsibility. 

E-commerce pertains to the online buying and selling of goods. It operates around the 

clock, granting consumers an unrestricted shopping experience. In the wake of the COVID19 

pandemic, digital platforms have surged in popularity, emerging as the predominant shopping 

method. Consequently, there has been a notable surge in online transactions. 

Projections indicate that by 2030, emissions linked to urban last-mile delivery will surge 

by more than thirty percent across one hundred cities globally, driven by a projected seventy-

eight percent uptick in demand for last-mile delivery services. [15] Given the projected 
substantial rise in emissions tied to e-commerce in the forthcoming years, it becomes 

imperative to reassess the intersection of e-commerce and sustainability. 

The undeniable growth of e-commerce necessitates a comprehensive examination of its 

ecological ramifications. While online shopping contributes to environmental concerns in 

multifaceted ways, the focus herein is on the intricacies of returns and shipping logistics. 

Commencing with returns, it is imperative to acknowledge that approximately seventeen 

billion items are subjected to the return process annually in the realm of online commerce. 

This substantial volume translates to the emission of four point seven metric tons of carbon 
dioxide solely from return-related activities. A mere ten percent reduction in this figure would 

yield the energy equivalent required to power fifty-seven thousand households for an entire 

year.[16] 

Now, delving into the domain of shipping, the availability of rapid delivery options and 

the convenience of acquiring a vast array of products at any given moment have substantially 

accelerated e-commerce consumption rates. Over the past two years, the average duration 

from purchase to delivery has decreased from five point two days to four point three days, 

reaching an even more rapid three point two days in the case of Amazon. [17] 

Human behavior gravitates toward convenience, often oblivious to the environmental 

repercussions associated with receiving a product tomorrow rather than waiting for three 

days. The most effective approach for mitigating the environmental impact of shipping 

operations relies on the combining of deliveries. 

E-commerce has notably curbed the frequency of packages delivered per mile, 

inadvertently increasing the presence of delivery vehicles on the roads and consequently 

amplifying greenhouse gas emissions. In extreme alternatives, where a courier van carries 

out a single delivery during each trip, the cumulative carbon emissions could potentially 
reach a staggering thirty-five times the emissions of a van at full capacity. Although this 

situation isn't typical, last-mile delivery services, like those provided by Amazon, commonly 

perform a restricted quantity of shipments, frequently utilizing individual cars. [17] 

Projections indicate that by 2030, the environmental footprint of e-commerce is poised to 

surpass that of the one hundred largest urban areas globally. Parcel and freight shipping 

operations are anticipated to generate nearly twenty-five million tons of carbon dioxide 

emissions. [18]  

Sustainability has transcended the realm of mere marketing jargon for e-commerce 
entities; it has evolved into a vital ethos that must be seamlessly integrated into e-commerce 

business models. 

There is reason for optimism, as the e-commerce sector possesses numerous prospects for 

integrating eco-friendly initiatives [19] that can counteract certain detrimental environmental 

consequences. The following are specific prospects for the integration of sustainability into 

an e-commerce business model: 

 Mitigation of packaging material usage. 
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 Rationalizing shipping routes to mitigate emissions. 

 Implementation of Life Cycle Assessments for products or services, targeting areas 

conducive to environmental impact reduction. 

 Compensating for emissions originating from product manufacturing, shipping, 

utilization, and disposal in cases where reduction measures prove unfeasible. 

 Thorough examination of current supply chains to assess the potential for 

transitioning to a circular economic framework. 

5 Conclusion 

Taking decisive action in pursuit of sustainability represents an inescapable mandate for all 

corporate entities. Delaying such endeavors until immediate cost constraints relent or broader 

macroeconomic circumstances turn more favorable is an untenable option. Brands that 

exhibit agility in their response to sustainability imperatives will likely yield superior 
financial outcomes. 

 Through strategic investment in transformative initiatives, effective dissemination of 

these endeavors, and the meticulous quantification of their impact, sustainability can emerge 

as a formidable wellspring of enduring competitive advantage. 

 The task of seamlessly integrating sustainability into the fabric of the brand may indeed 

entail challenges characterized by complexity, time intensity, and substantial costs. 

Nonetheless, a plethora of inventive and pioneering approaches exist, enabling both 

individuals and enterprises to transcend the realm of sustainability rhetoric and transition it 
into a daily operational reality. 

 
The paper was financed by a project under the "Science" Fund of the University of Food Technologies 
- Plovdiv, contract No. 3/22-Н, subject: "TECHNOPOLIS UFT" - a center for qualitative scientific 
research in the field of academic entrepreneurship and green innovations to achieve high university 

competitiveness in the conditions of accelerated digitization". 
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