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Responsible consumption

Sustainability has become a critical concern for contemporary brands
as consumers increasingly expect businesses to act responsibly toward
society and the environment. Within this context, content marketing
has emerged as an important communication tool that allows brands to
share informative, transparent, and value-driven messages rather than
relying solely on promotional advertising. This study examines the
effect of content marketing on sustainable brand perception and
consumer behaviour aligned with Sustainable Development Goals. A
quantitative and explanatory research design was adopted, and primary
data were collected from consumers regularly exposed to brand-
generated content marketing through digital platforms. Data were
gathered using a structured questionnaire and measured on a five-point
Likert scale. The study employed a cross-sectional approach, and the
data were analysed using descriptive statistics, reliability analysis, and
regression techniques to test the proposed relationships. The findings
reveal that content marketing has a significant positive effect on
sustainable brand perception. Informative and credible content
enhances consumer trust and strengthens perceptions of a brand’s
commitment to environmental and social responsibility. The results

also indicate that content marketing positively influences SDG-aligned
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consumer behaviour by encouraging conscious purchasing and
consideration of sustainability factors in consumption decisions.
Overall, the study demonstrates that content marketing functions as a
strategic driver of sustainable branding rather than merely a
promotional activity. The research contributes to content marketing and
sustainability literature and offers practical insights for brands and
policymakers aiming to promote sustainability through responsible

communication.

Introduction

Sustainability has become an increasingly important concern for businesses and consumers alike. Growing
awareness of environmental degradation, social inequality, and resource depletion has shifted consumer
expectations beyond price and quality toward ethical and responsible business practices. Within this context,
the Sustainable Development Goals have provided a global framework encouraging organisations to align
their strategies with broader social and environmental objectives. Brands are now expected not only to

operate responsibly but also to communicate their sustainability efforts clearly and credibly to consumers.

Content marketing has emerged as a key communication approach in this changing landscape. Unlike
traditional promotional advertising, content marketing focuses on providing informative, educational, and
value-driven messages that help consumers understand a brand’s values, practices, and long-term
commitments. Through blogs, videos, social media posts, and storytelling formats, brands can explain their
sustainability initiatives, sourcing practices, and social contributions in a more detailed and transparent

manner. This makes content marketing particularly relevant for sustainability communication.

Sustainable brand perception refers to the way consumers view a brand’s commitment to environmental and
social responsibility. Positive sustainable brand perception can strengthen trust, credibility, and emotional
connection with consumers. When consumers perceive a brand as genuinely committed to sustainability,
they are more likely to support it through repeat purchases and advocacy. Content marketing plays a critical

role in shaping this perception by influencing how sustainability information is presented and interpreted.

At the same time, consumer behaviour aligned with Sustainable Development Goals has gained attention in
marketing and sustainability research. SDG-aligned consumer behaviour includes conscious purchasing,

preference for sustainable products, and consideration of social and environmental impacts while making
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consumption decisions. Content marketing has the potential to influence such behaviour by increasing

awareness, shaping attitudes, and encouraging responsible choices.

Despite growing interest in sustainability communication, empirical research examining the effect of
content marketing on sustainable brand perception and SDG-aligned consumer behaviour remains limited.
Many studies focus on general green advertising or brand image without directly linking content marketing
practices to sustainability-oriented consumer outcomes. This gap highlights the need for systematic
investigation into how content marketing influences both brand perception and consumer behaviour within a

sustainability framework.
Review of Literature

This section reviews existing studies related to content marketing, sustainable brand perception, and
consumer behaviour aligned with Sustainable Development Goals. The literature is organised thematically

to build the foundation for the present study and to identify gaps in existing research.
Content Marketing and Consumer Communication

Pulizzi (2014) defined content marketing as a strategic approach focused on creating and distributing
valuable and relevant content to attract and retain consumers. The study stated that content marketing

shifted the focus from direct promotion to relationship building through information and engagement.

Holliman and Rowley (2018) examined content marketing practices in digital environments and found that
informative and educational content enhanced consumer understanding and trust. Their study concluded that

content quality and relevance were critical in shaping consumer responses to brand communication.

Lou and Xie (2021) conducted an empirical study and found that content consistency and authenticity
positively influenced consumer engagement and brand credibility. The findings suggested that consumers

respond more favourably to content that aligns with brand values rather than overt promotional messages.
Sustainable Brand Perception

Keller (2013) stated that brand perception is shaped by consumer experiences, communication, and
perceived values. In the context of sustainability, the study suggested that ethical practices and transparent

communication play a central role in shaping positive brand associations.
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Hartmann and Apaolaza-Ibafiez (2012) investigated sustainable branding and found that consumers
developed stronger emotional connections with brands perceived as environmentally responsible. Their

findings indicated that sustainability-related messaging enhanced brand trust and long-term loyalty.

Nguyen et al. (2020) conducted a study on sustainable brand perception and found that credible
sustainability communication significantly improved consumer trust and brand image. The study highlighted

that vague or exaggerated sustainability claims negatively affected brand perception.
Content Marketing and Sustainability Communication

Du, Bhattacharya, and Sen (2010) examined corporate sustainability communication and found that
detailed and transparent messaging improved consumer evaluations of brand responsibility. The study

concluded that consumers preferred explanatory content over symbolic claims.

Ashley and Tuten (2015) analysed branded content strategies and found that storytelling-based content was
effective in communicating brand values, including sustainability. Their study suggested that narrative-

driven content helped consumers relate sustainability initiatives to real-world impact.

Nyagadza (2020) studied digital content strategies in emerging markets and found that sustainability-
focused content marketing improved consumer awareness and engagement. The study concluded that

content marketing was more effective than traditional advertising for communicating ethical practices.
SDG-Aligned Consumer Behaviour

White, Habib, and Hardisty (2019) examined drivers of sustainable consumer behaviour and found that
information availability and social norms significantly influenced responsible consumption. Their study

suggested that repeated exposure to sustainability information increased the likelihood of behaviour change.

Joshi and Rahman (2016) analysed sustainable consumption behaviour and found that consumer
awareness and perceived responsibility were key determinants of ethical purchasing. The study highlighted

the role of communication in bridging the gap between intention and action.

Testa et al. (2020) conducted an empirical study and found that transparency in sustainability information
positively influenced consumers’ intention to engage in responsible consumption. The findings emphasised

that credible communication supported SDG-aligned consumer behaviour.
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Research Gap

Although prior studies confirm the importance of content marketing in shaping consumer engagement and
brand perception, limited empirical research has directly examined its effect on sustainable brand perception
and SDG-aligned consumer behaviour together. Most existing studies focus either on sustainability
communication or general brand outcomes, without integrating Sustainable Development Goals as a
behavioural framework. This gap highlights the need for an empirical investigation that examines how
content marketing influences both sustainable brand perception and consumer behaviour aligned with

SDGs.
Research Methodology

This section describes the research approach adopted to examine the effect of content marketing on
sustainable brand perception and consumer behaviour aligned with Sustainable Development Goals. The

methodology was designed to provide empirical evidence that directly addresses the research objectives.
Research Design

The study adopted a quantitative and explanatory research design. This approach was appropriate because
the research aimed to measure the effect of content marketing on sustainable brand perception and SDG-
aligned consumer behaviour using numerical data. A cross-sectional design was used, with data collected at

a single point in time to capture current consumer perceptions and responses to content marketing.
Population and Sample

The target population consisted of consumers who are regularly exposed to brand-generated content
marketing through digital platforms such as websites, blogs, and social media. These consumers were

selected because they actively engage with informational and promotional brand content.

A suitable sampling technique was used to ensure diversity in age, gender, and content consumption habits.
The sample size was determined based on statistical adequacy and feasibility, ensuring it was sufficient for

hypothesis testing and quantitative analysis.
Data Collection

The study relied on primary data, collected through a structured questionnaire. The questionnaire was
designed to capture consumer perceptions of content marketing, sustainable brand perception, and SDG-

aligned consumption behaviour.
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Responses were measured using a five-point Likert scale, ranging from strong disagreement to strong
agreement. This scale enabled respondents to express varying degrees of agreement with the statements in a

simple and consistent manner.
Variables and Measurement

The independent variable of the study was content marketing, measured through indicators such as

informativeness, credibility, consistency, storytelling, and transparency of brand content.

The dependent variables were sustainable brand perception and SDG-aligned consumer behaviour.
Sustainable brand perception was measured through indicators related to environmental responsibility,
ethical practices, and trust. SDG-aligned consumer behaviour was assessed using indicators such as
preference for sustainable products, conscious purchasing, and consideration of social and environmental

impact.
Data Analysis Techniques

The collected data were analysed using appropriate statistical tools. Descriptive statistics were used to
summarise respondent characteristics and overall response patterns. Reliability analysis was conducted to

test the internal consistency of the measurement scales.

To test the proposed relationships, correlation analysis was used to examine associations between variables,
and regression analysis was applied to assess the effect of content marketing on sustainable brand

perception and SDG-aligned consumer behaviour.
Data Analysis and Results

This section presents the statistical analysis of data collected from consumers exposed to brand content

marketing. The results are organised in line with the research objectives and hypotheses.
Profile of Respondents

Table 1 presents the demographic profile of the respondents. The sample included a balanced representation
of male and female respondents. A large proportion of respondents belonged to younger age groups,
indicating higher exposure to digital content. Most respondents reported regular exposure to brand-
generated content marketing, suggesting that the sample was appropriate for examining the effect of content

marketing.
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Table 1 Profile of Respondents

Category Group Frequency | Percentage
Gender Male 95 47.5
Female 105 52.5
Age Group 18-25 Years 90 45.0
26-35 Years 70 35.0
Above 35 Years 40 20.0
Content Exposure | Occasional 65 32.5
Regular 135 67.5

Figure 1 shows gender distribution using a pie chart

Gender Distribution of Respondents

Male

Female

Figure 2 presents exposure to content marketing using a donut chart.

Exposure to Brand Content Marketing

Occasional
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Reliability and Validity Analysis

Reliability analysis was conducted to assess the internal consistency of the measurement scales. Cronbach’s
alpha values for all constructs were above the acceptable threshold, indicating reliable measurement. The
results confirm that the questionnaire items consistently measured content marketing, sustainable brand

perception, and SDG-aligned consumer behaviour.

Table 2 Reliability Analysis

Construct Number of Items | Cronbach’s Alpha
Content Marketing 8 0.87
Sustainable Brand Perception 6 0.85
SDG-Aligned Consumer Behaviour 7 0.83

Figure 3 presents reliability values using a line chart to show consistency across constructs.

Reliability of Measurement Constructs
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Hypothesis Testing Results

Regression analysis was conducted to test the effect of content marketing on sustainable brand perception
and SDG-aligned consumer behaviour. The results indicate that content marketing has a statistically

significant positive effect on both dependent variables.

Table 3 Hypothesis Testing Results

Dependent Variable Beta Value | t-value | p-value

Sustainable Brand Perception 0.59 7.86 0.000
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SDG-Aligned Consumer Behaviour | 0.54 6.92 0.000

The results show that the null hypotheses were rejected, confirming the influence of content marketing on

sustainability-related outcomes.

Figure 4 illustrates the impact of content marketing on sustainable brand perception using a trend-based line

chart.

Effect of Content Marketing on Sustainable Brand Perception
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Statistical Interpretation of Findings

The statistical findings indicate that content marketing significantly influences how consumers perceive
brands in terms of sustainability. Informative and value-driven content improves brand credibility, trust, and
perceived responsibility. The results also suggest that content marketing encourages consumer behaviour
aligned with Sustainable Development Goals by increasing awareness and motivating responsible

purchasing decisions.

Overall, the analysis confirms that content marketing is not merely a promotional tool but a strategic

mechanism for shaping sustainable brand perception and influencing SDG-aligned consumer behaviour.
Findings and Discussion

This section discusses the key findings of the study by interpreting the empirical results in relation to the
research objectives. It also compares the findings with prior studies and explains the role of content

marketing as a driver of sustainable branding.
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Interpretation of Results in Relation to Research Objectives

The primary objective of the study was to examine the effect of content marketing on sustainable brand
perception. The results indicate that content marketing has a significant positive influence on how
consumers perceive a brand’s commitment to sustainability. Informative, transparent, and value-driven
content helped consumers better understand brand practices related to environmental and social

responsibility, thereby strengthening brand credibility and trust.

The second objective focused on analysing the relationship between content marketing and SDG-aligned
consumer behaviour. The findings reveal that exposure to sustainability-oriented content encourages
consumers to consider ethical and environmental factors while making purchase decisions. Consumers who
regularly engaged with brand content were more likely to show responsible consumption behaviour,

suggesting that content marketing supports behaviour aligned with Sustainable Development Goals.

The third objective examined whether content marketing influences both perception and behaviour
simultaneously. The results suggest that positive sustainable brand perception acts as a supportive pathway
through which content marketing encourages responsible consumer behaviour. This indicates that content

marketing plays a dual role by shaping perceptions and influencing consumption choices.
Comparison with Prior Studies

The findings of this study are consistent with earlier research that emphasised the role of content marketing
in building trust and engagement. Previous studies have shown that informative and credible content
strengthens brand relationships and improves consumer attitudes. The present study supports these
conclusions by demonstrating that content marketing also contributes to sustainability-related brand

outcomes.

Moreover, the results align with studies that highlighted the importance of transparency and storytelling in
sustainability communication. While prior research often examined green advertising or general ethical
branding, this study extends existing literature by empirically linking content marketing with SDG-aligned
consumer behaviour. This strengthens the argument that content marketing is an effective tool for

sustainability communication.
Content Marketing as a Driver of Sustainable Branding

The findings suggest that content marketing functions as a strategic driver of sustainable branding rather

than a simple promotional activity. By educating consumers and providing context around sustainability
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initiatives, content marketing helps brands establish authenticity and reduce scepticism related to

sustainability claims.

Sustainability-focused content enables brands to communicate long-term values and responsibilities, which
enhances sustainable brand perception. Over time, this positive perception influences consumer behaviour
by encouraging responsible purchasing and alignment with Sustainable Development Goals. Therefore,
content marketing emerges as a powerful mechanism for integrating sustainability into brand

communication and consumer decision-making.
Implications of the Study

The findings of this study offer important implications for theory and practice by explaining how content
marketing influences sustainable brand perception and consumer behaviour aligned with Sustainable
Development Goals. The implications highlight the relevance of content marketing as a strategic tool for

sustainability communication.
Theoretical Implications

This study contributes to content marketing and sustainability literature by empirically demonstrating that
content marketing extends beyond engagement and brand awareness to influence sustainability-oriented
outcomes. Existing research has largely focused on the promotional and relational benefits of content
marketing. By linking content marketing with sustainable brand perception and SDG-aligned consumer
behaviour, the study expands theoretical understanding of content marketing as a mechanism for value

creation and behavioural change.

The findings also strengthen sustainability communication theory by showing that consumer responses to
sustainability messages depend on the quality, credibility, and transparency of content. The study provides
evidence that content marketing serves as an effective bridge between corporate sustainability initiatives and

consumer interpretation, particularly in the context of emerging markets.
Practical Implications

The results provide clear guidance for brands seeking to adopt sustainability-driven content strategies.
Brands should focus on creating informative and transparent content that explains sustainability practices,
product sourcing, and social impact in a credible manner. Storytelling, educational formats, and consistent

messaging can help build trust and strengthen sustainable brand perception among consumers.
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For policymakers and sustainability communicators, the findings highlight the importance of content-based
communication in promoting responsible consumption. Public awareness campaigns, collaborations with
brands, and digital content initiatives can be used to encourage consumer alignment with Sustainable
Development Goals. Supporting guidelines for ethical and accurate sustainability communication can

further enhance the effectiveness of content marketing as a tool for sustainable development.
Conclusion

This study examined the effect of content marketing on sustainable brand perception and consumer
behaviour aligned with Sustainable Development Goals. The conclusion summarises the key findings,
highlights the contribution of the study, acknowledges its limitations, and suggests directions for future

research.
Summary of Key Findings

The findings of the study indicate that content marketing plays a significant role in shaping sustainable
brand perception. Informative, transparent, and value-oriented content helps consumers understand a
brand’s sustainability efforts, thereby strengthening trust and credibility. The results also show that content
marketing positively influences SDG-aligned consumer behaviour by encouraging conscious purchasing and
consideration of environmental and social impacts. Overall, the study confirms that content marketing

supports both perception-building and behaviour change related to sustainability.
Contribution of the Study

The study contributes to content marketing and sustainability literature by empirically linking content
marketing practices with sustainable brand perception and SDG-aligned consumer behaviour. Unlike prior
research that focused mainly on general branding or green advertising, this study integrates sustainability
outcomes within a content marketing framework. It also provides empirical evidence that supports the
strategic role of content marketing in advancing sustainability objectives, offering valuable insights for both

academics and practitioners.
Limitations of the Study

e The study adopted a cross-sectional research design, which captures consumer perceptions at a single

point in time and does not reflect changes in behaviour over a longer period.
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Data were collected using self-reported questionnaires, which may be affected by response bias or

socially desirable answers.

The study focused on consumers exposed to digital content marketing, which may limit the

generalisation of findings to offline or less digitally engaged consumer segments.

The analysis did not differentiate between specific content formats such as videos, blogs, or influencer-

generated content, which may have varying effects on consumer behaviour.

Directions for Future Research

Future studies may adopt longitudinal research designs to examine how continuous exposure to content

marketing influences sustainable brand perception and behaviour over time.

Further research can explore platform-specific or format-specific effects of content marketing on

sustainability outcomes.

Comparative studies across different industries or countries can provide broader insights into the role of

content marketing in supporting Sustainable Development Goals.

Future research may incorporate additional variables such as consumer values, trust, or cultural factors

to develop more comprehensive sustainability models.
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