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Abstract 

Quick commerce's (Q-commerce) explosive growth has altered how consumers assess retail brands 

by fusing extreme convenience and digitally mediated experiences with rising standards for moral 

behavior and environmental responsibility. With a focus on the Indian Q-commerce sector, this 

systematic literature review investigates how ethical and sustainable activities may influence brand 

equity among Millennials and Generation Z customers. Following duplication removal and metadata-

based theme screening, 124 Scopus records published between 2020 and 2026 were chosen from 

five Scopus exporters to make up the review corpus. Four overlapping themes comprise the corpus: 

Q-commerce or digital retail (31), Millennials/Gen Z (86), ethical and sustainable activities (104 

records), and brand equity-related results (29). The theme counts overlap since individual research 

can address more than one issue. The trend of publications with 35 records in 2025 and 34 in 2026 

in the supplied export, the publication pattern shows a significant increase after 2022. According to 

the synthesis, customer perceptions like authenticity, trust, environmental value, participation, and 

skepticism toward green promises are the most reliable ways to link sustainability and ethics to 

brand-related results. There is, however, little concrete data that combines all four components: 

Indian Q-commerce, Millennials/Gen Z, ethics/sustainability, and brand equity. Therefore, the paper 

suggests an integrative framework wherein ethical and sustainable initiatives impact consumer 

perceptions, which in turn contribute to brand image, brand trust, loyalty, and advocacy. These 

relationships are shaped by Q-commerce-specific service conditions and generational characteristics. 

A study agenda for empirical investigations in India's quickly changing Q-commerce ecosystem, 

theoretical claims, and managerial implications round up the review. 

Keywords: ethical marketing; sustainability; sustainable consumption; brand equity; brand 

trust; brand loyalty; Generation Z; Millennials; quick commerce; e-commerce; India; systematic 

literature review 

 

Introduction 
The quick commerce is a new type of digital commerce that has come to the fore, 
characterized by very short delivery times. The concept is based on convenience, 
immediately, tight fulfillment networks, mobile interfaces, and data-driven demand 
management. These features can increase perceived service value but can also have an 
adverse effect on sustainability through increasing delivery frequency, the amount of 
packaging used, the reverse logistics, energy usage, and the strain on the last-mile 
operations 
Meanwhile, there have been developments in consumer expectations of corporate 
responsibility that have surpassed traditional corporate social responsibility 
communication. Consumers are growing increasingly skeptical of brands that make any 
kind of claim but cannot prove their environmental actions, haven't proved responsible 
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sourcing, their ethical marketing is questionable, their communication isn't transparent, or 
their actions don't match their claims. With this in mind, ethical and sustainable programs 
could be integrated into the brand, not just into a company's “corporate silo.” 
 
This discussion is particularly pertinent for Millennials and Gen-Z consumers, who are well-
versed in digital information, peer communication, social media, online reviews, and 
sustainability related conversation. A significant amount of literature was found on the subjects 
of ethical consumption, environmental behaviours, sustainable purchase intentions, green 
brand image, brand loyalty, and generational differences. But, these strands are often examined 
individually. 
 
It gets even more complicated in the Indian Q-commerce context. Consumers might care about 
the environment while also wanting things to be fast, low cost, available, convenient, and 
smooth with a digital experience. Thus, the success of a sustainability program can be driven by 
its presence as well as consumer perception of its authenticity, usefulness, visibility and 
congruence with the service promise. 

This review is a focus on this fragmentation given that the literature in ethics and 
sustainability, brand equity, generational consumers and digital/Q-commerce retail has 
been brought together. The aim is not to assert that the current literature has narrowed 
down the causal effects in Indian Q-commerce, but simply to draw attention to what is 
known, converging evidence and the key empirical voids 

1.1 Research Problem 
The main research question is: Why is knowledge fragmented? Research that exists 
typically focuses on sustainable consumption, ethical marketing, green brand image, brand 
loyalty, e-commerce behaviour or environmental attitudes among Gen-Current research 
tends to study sustainable consumption, ethical marketing, green brand image, brand 
loyalty, e-commerce behaviour or Gen-Z environmental attitudes individually. There exist 
few studies that combine these constructs within the context of high frequency Q-commerce 
and the Indian context is still relatively underrepresented in the provided corpus. This 
means there is a need for a systematic synthesis that establishes a relationship between the 
actions taken at the level of the initiative and the perception at the level of the consumer 
and the results of the brand-equity at the end of the process. 
 
1.2 Review Objectives 
1. To create a literature map of the last 5 years of the relationship between ethical and 

sustainable actions and consumer and brand outcomes. 
2. To analyse the representation of the Millennials and Gen Z in the sustainability and ethical-

consumption literature. 
3. To know the degree of incorporation of e-commerce, digital retail, delivery and Q-commerce 

contexts. 
4. To build up the mechanisms connecting ethical/sustainable efforts and the outcomes of brand 

equity. To pinpoint the areas of gaps and propose an agenda for empirical studies on Indian Q-

commerce. 

 
 1.3 Research Questions 

RQ1: What are the main thematic streams that connect ethical and sustainable initiatives to 

outcomes related to the brand? 

RQ2: What is the literature's description of Millennials and Gen Z in terms of sustainable and 

ethical consumption? 
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RQ3: What evidence is available for the intersections between sustainability, digital/e-

commerce retail and brand equity? 

RQ4: What are the mechanisms relevant to the consumers perception that seem to relate ethical 

and sustainable efforts to brand equity? 

           RQ5: What are the gaps in research on understanding these relationships in the Indian Q-           

commerce?  

 
2. Methodology 
2.1 Review Design 
The study adopted systematic literature review design with bibliographic screening of the records in 
Scopus. The provided Final SLR.csv file contains 124 records and 23 metadata fields such as 
bibliographic information, citation counts, DOI, EID, relevance score, topic-match categories and an 
indicator for relevance in India. The analysis can thus be described as a systematic thematic analysis 
based on Scopus and descriptive nature of bibliometrics elements  
 
2.2 Data Source and Corpus Construction 
Five exports from Scopus have been merged into one. A total of 10,850 raw records were processed 
across all the source exports. Following the removal of duplicate records, 9,507 unique records 
were left. A total of 124 records were retrieved for this manuscript with a thematic screening using 
the metadata. The current corpus does not claim that each of the PRISMA eligibility steps was 
completed independently at the full-text level, as it comes from bibliographic metadata.  

 
2.3 Variable identification 
Independent Variable: Ethical and Sustainable Initiatives 
Dependent Variable: Brand Equity Mediators: Consumer Trust Authenticity Perceived 
Environmental Value Engagement Skepticism 
Moderators: Q-commerce Service Attributes + Generation (Millennials/Gen Z) 
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Prisma Style Study Selection Flow 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Note: 
Reason 1: Not related to ethical and sustainable initiatives 
Reason 2: Not related to brand equity or relevant brand-related outcomes 
Reason 3: Not related to Millennial/Gen-Z consumers and Q-commerce/e-commerce context 
Figure 1 PRISMA style study selection flow based on the supplied Scopus processing 
 
2.4 Inclusion Logic 

At least one of four conceptual groups (1) ethical or Sustainable 

initiatives/consumption/ESG/green practices; (2) brand equity or closely related outcomes like 

brand image, brand trust, loyalty, advocacy, or brand relationships; (3) Millennials, Generation 

Z, young consumers, or generational analysis; and (4) e-commerce, digital commerce, online 

retail, food delivery, logistics, last-mile delivery, or related digital-retail settings was kept. These 

overlapping categories are identified by the topic-match field in the provided CSV. 
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2.4 Analytical Approach 

1. Descriptive bibliometric analysis of the publication years, number of citations, diversity of 

sources and thematic coverage. 

2.  Thematic synthesis of the four categories of topic match. 

3. Interpretive integration of recurrent constructs, such as authenticity, trust, green image, 

engagement, skepticism, loyalty, advocacy and sustainable consumption. 

4. Gap analysis at the confluence of India, Q-commerce, Millennials/Gen Z, ethical/sustainable 

initiatives and brand equity. 

 
3. Results 
3.1 Profile of the review Corpus 

Indicator Result 

Final records 124 

Publication period 2020–2026 

Unique source titles 69 

Total Scopus citations in export 2,094 

Mean citations per record 16.89 

Median citations per record 5 

Records marked India-relevant 3 
 
 

3.2 Publication Trend 
 

 
 

Figure 2 Annual distribution of studies in the final review corpus 
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3.3 Thematic Coverage 

 
 

Figure 3. Thematic coverage. Counts overlap as records may be assigned to more than one 

theme 

 

The most prominent theme is ethical and sustainable initiatives (104 records), followed by 

Millennials/Gen Z (86), Q-commerce/digital retail (31) and constructs related to brand equity 

(29). This distribution is important as it shows that the literature is much bigger on 

sustainability and younger consumers than on the exact combined construct of brand equity 

within Q-commerce. 

 
3.4 Most cited Studies 

 
 

Figure 4. Top 10 studies based on number of citations in the Scopus export provided. 
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Citation counts are descriptive indicators from the provided export and should not be interpreted 
as measures of methodological quality. The most cited records offer an intellectual foundation for 
ethical consumption, pro-environmental behavior, digital marketing/e-commerce, circular supply 
chains and green brand outcomes. 

3.5 India Perspective 
The dataset provided has 124 records, of which only 3 are tagged as India-relevant. This is an 
important result for the proposed research topic. The evidence base is thus not sufficiently India-
specific to support strong empirical conclusions about Indian Q-commerce consumers. The review 
must instead draw on the international evidence base to develop the conceptual model and to 
identify the need for India-focused primary research. 
 

Study Year Source Citations 

Shared Mobility and India’s Generation Z: Environmental 

Consciousness, Risks, and Attitudes 
2024 

Sustainability 

(Switzerland) 
7 

Examining the relationship between corporate social 

responsibility, corporate reputation and brand equity in 

Indian banking industry 

2023 
Journal of Public 

Affairs 
26 

Corporate Social Responsibility as a Sustainable Business 

Practice: A Study among Generation Z Customers of 

Indian Luxury Hotels 

2022 
Sustainability 

(Switzerland) 
32 

 
4. Thematic Synthesis 
4.1 Ethical and Sustainable Actions as Brand Signs 
The literature reviewed shows that ethical and sustainable actions can be used as signals of the 
organisation's values. These programmes encompass areas such as transparency, responsible 
marketing, authentic CSR, environmental initiatives, green packaging, circular economics, 
sustainable logistics and responsible consumption programmes. With such initiatives, the level of 
effectiveness will probably be contingent on perceived credibility. If claims are perceived as 
exaggerated or contrary to the observed behaviour, sustainability communication can lead to 
skepticism instead of building brand relationships. 

 
4.2 Consumer Perceptions as the Connecting Mechanism 
A common theme in the corpus is that sustainability doesn't necessarily lead to brand equity. 
Rather, efforts seem to be going through consumers' minds. Brand image, trust, authenticity, 
engagement, perceived environmental value, and skepticism are tautologized as explanatory 
constructs again and again. This indicates the value of an initiative to the brand is added when 
consumers know about it, interpret, and evaluate it. engagement, perceived environmental value, 
and skepticism are tautologized as explanatory constructs again and again. This indicates the value 
of an initiative to the brand is added when consumers know about it, interpret, and evaluate it. 
 
4.3 Millennials and Generation Z 
Millennials and Gen Z can also be seen as key audiences for sustainability research in the 
generational literature, though neither should be assumed to be a monolith. Consumer attitudes 
toward the environment, ethics, social influences, perceived effectiveness, price sensitivity, 
convenience, and digital exposure are highly individualistic. The heterogeneous nature is 
particularly pertinent for q-commerce, as sustainability decisions can be at odds with the powerful 
utility of speed and convenience. 
 

 

 

 
 
 
 
 
 

RESTITUTION LAW REVIEW                                                                         MARENEX PRESS 

https://restitutionlawreview.co.uk/


Volume 34, No. 2 [2026] RLR ISSN: 1351-170X 

https://restitutionlawreview.co.uk 

 

 

910 

4.4 Q-Commerce and the Sustainability Paradox 
The conflict between convenience and sustainability is a unique aspect of Q-commerce. Rapid 
delivery can enhance customer satisfaction, but can also result in more fragmented journeys, 
increased packaging density, higher inventory complexity and/or operational emissions. Hence, the 
assessment of sustainability initiatives in Q-commerce should go beyond just promotional 
messages and should be conducted on the system level. Consumers can assess the sustainability 
credibility of a platform by checking packaging, delivery methods, return policy, product variety 
and consistency of the environmental claims. 
 
4.5 Brand Equity Outcomes 
Literature reviewed showed that brand equity is measured by a number of related outcomes, not 
just one. Consumer associations and confidence are reflected in brand image, behavioural or 
attitudinal commitment is reflected in brand loyalty, and willingness to recommend or defend a 
brand is reflected in brand advocacy. The synthesis suggests that ethical and sustainable programs 
are most likely to be associated with these outcomes when consumers believe the programs are 
sincere and meaningful. 
 
5. Proposed Integrative Conceptual Framework 
 

  
Figure 5: Integrative Framework derived from the thematic synthesis 

 
The framework suggests that the ethical programs and sustainable programs affect consumer 
perception, including consumer trust, authenticity, perceived environmental value, engagement, 
and skepticism. These perceptions lead to brand-equity outcomes, namely brand image, brand 
trust, brand loyalty and brand advocacy. The characteristics of millennial and Gen-Z consumers 
offer a consumer-context matrix, and Q commerce conditions like convenience, speed, digital 
interface quality, delivery practices, packaging and transparency determine how initiatives get 
noticed and evaluated. 
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5.2 Propositions for future empirical testing 
P1: Consumer trust in brands of Q-commerce is positively linked to perceived authenticity of 
ethical and sustainable initiatives. 
P2: Positive Brand Image among the Millennial and Gen-Z Q-commerce consumers is positively 
correlated to perceived sustainability. 
P3: Consumer trust is an intervening variable between ethical/sustainable initiatives and brand 
loyalty. 
P4: Authenticity reduces the impact of sustainability scepticism on brand trust and brand equity. 
P5: When consumers believe the initiatives are credible and relevant to them, there is a positive 
relationship between sustainability-related engagement and brand advocacy. 
P6: The impact of sustainability efforts on brand equity depends on the service attributes of the Q-
commerce, including convenience, delivery experience, packaging and perceived value. 
P7: Generational characteristics moderate the relationship between sustainability perceptions and 
brand-equity outcomes; however, the effects of generational need to be tested, not assumed. 
 
6. Discussion 
The key takeaway from the review is that sustainability and brand equity are not directly linked 
and will depend on the context. Sustainability and ethical consumption have become well-known 
fields of research and considerable literature exists that has linked this to trust, image, loyalty, 
advocacy and purchase intentions. There is, however, a lack of development of the mix of 
ethical/sustainable programmes, younger digital consumers, Q-commerce and India. 
 
Theoretically, this gap is significant due to the meaning of the concept of responsible consumption 
in the era of Q-commerce. In the traditional retail sector, buyers might get longer to find out about 
products and sustainability data. Urgency, interface design, algorithmic recommendations, stocks, 
price promotions and delivery promises are shortened in Q-commerce. Thus, sustainability cannot 
supplant immediacy and convenience. 

 

The review further suggests that a claim needs to be credible for it to be considered green. 
Sustainability communication can build positive linkages when consumers feel there is alignment 
between the message and the operation. But, the lack of trust can reduce trust due to scepticism 
and/or perceived greenwashing. For Q-commerce platforms, it could be more important than 
generic sustainability slogans that their practices are visible, like using recyclable or right-sized 
packaging, effective delivery routes, clear environmental data, responsible sourcing and credible 
impact reporting. 
 
7. Theoretical Contributions 
Signalling theory 
Ethical and sustainable actions can be viewed as a form of signals of organisational quality and 
values. When consumers cannot directly see the full sustainability performance of a platform, the 
credibility of the signal is key. 
 
Stakeholder theory 
Q-commerce sustainability stakeholders include consumers, employees, delivery partners, 
suppliers, communities, regulators, and environmental stakeholders. Brand equity can be 
enhanced when brand-related efforts are viewed as meaningful to stakeholders. 

 
Theory of planned behaviour 
The impact of sustainable attitudes and perceived behavioural control could be important in 
explaining why consumers convert environmental concerns into action or intentions, and the 
impact of Q-commerce convenience could be why it changes the relative importance of competing 
motives. 
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Stimulus organism response perspective 
Ethical and sustainable actions can be considered as external stimuli, consumer perception as an 
internal state, and the outcomes of brand-equity as responses. This is very similar to the 
integrative framework that was developed in this review. 
 
8. Managerial Implication 
1. Use measurable sustainability actions: communicate instead of generic green language. 

2. Embed sustainability into all facets of the Q-commerce experience including packaging, 

delivery, product range, sourcing, and providing transparency. 

3. Create communication that appeals to all generations, and don't assume all Millennials or Gen Z 

consumers are driven by the same motives. 

4. Take authenticity and trust as key indicators along with awareness and conversion. 

5. Ensure sustainability is conspicuous at the point of sale where customers can explore the 

attributes of the products and the actual benefits of responsible buying. 

6. Establish collaboration with delivery and packaging partners to support brand promises. 

7. Track the effectiveness of sustainability efforts in being seen, trusted and linked to the brand 

through review and customer feedback. 

9. Future Research 
1. Empirical validation in India: survey and structural equation studies of Q-commerce users 

among Millennial and Gen-Z users in major cities in India. 

2. Platform comparison: Make a comparison on perceived sustainability, trust, brand image and 

loyalty for the main Q-commerce platforms. 

3. Experimental green-claim research: Test authentic versus vague sustainability messages, and 

assess trust, skepticism and brand equity. 

4. Measurement of operational sustainability: link consumer perceptions with packaging and 

delivery distance, order consolidation and fulfilment practices. 

5. Repeat purchase and advocacy over time: • Longitudinal research: Investigate if 

sustainability perceptions correlate to repeat purchase and advocacy over time. 

6. Generational moderation: control for income, education, environmental concern, convenience 

orientation, and digital usage, and then compare Millennials and Gen Z. 

7.  Mixed methods: Use of consumer surveys, interviews, review mining, and platform- 

10. Limitations 
1. The review was prepared with the provided Scopus-generated CSV and thus reflects the 

limitations of the search strategy and/or the metadata available in the provided CSV. 

2. Eligibility for full text was not independently verified for all records; Screening is metadata/ 

thematic based. As such, the PRISMA figure is reported as PRISMA-style and not as a finished 

full-text systematic screening. 

3. Limited conclusions can be drawn with only 3 records in corpus as India-relevant. 

4. The 2026 publication count is a partial year count and not directly comparable to completed 

years without qualification. 

5. Scopus citation counts are dynamic – that is, they will change over time and mirror what is 

found in the provided export. 

6. Themes are not mutually exclusive and so the sum of the themes does not equal the number of 

studies. 

 
11. Conclusion 
The field of research on the intersection of sustainability and ethical consumption, younger 

consumers, digital commerce, and brand outcomes is growing rapidly, according to this 

systematic literature review. However, the literature is divided on the exact answer as to how 
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ethical and sustainable efforts create brand equity for the Millennial and Gen-Z customers in the 
Indian Q-commerce sector. According to the 124-study corpus, the themes of ethics and 
sustainability are found in the majority of studies, generational research comes second, and the 
intersections with direct brand-equity and Q-commerce are smaller. The framework suggests 
that consumer perception, including authenticity, trust, PV, engagement and skepticism, are the 
channels by which initiatives could impact brand equity. The major research opportunity for the 
Indian Q-commerce is to find out whether it is possible to create a genuine source of 
differentiated brand value without sacrificing the convenience and speed that characterizes Q-
commerce. 
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