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The study developed a two-pathway model of Al-driven predictive agility (AIPA) and Ethical Consumer Experience
(ECE) as key antecedents of Sustainable Brand Equity (SBE) in the current investigation. Based on the Resource-Based
View and Stakeholder theory, the framework argues that, due to high-market foresight, AIPA will enhance the brand
sustainability, and, through the development of consumer trust and moral congruence. Furthermore, the Consumer
Perceived Al Literacy (CPAL) is a moderating factor of the relationship between ECE and SBE. The model enhances the
impact of technological agility and ethical intelligence in a co-determination manner to create sustainable brand
equities.
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1. Introduction

1.1 Research Background

The present-day business environment is manifested by two forces that are present in its environment: the extending adoption
of the Artificial Intelligence (Al) concept and the increased pressure on companies to be ethical and sustainable. Companies
are also beginning to use Al with unprecedented markets responsiveness and predictive intelligence (Jo, 2025). At the same
time, consumers are increasingly questioning brand behaviours in a way never witnessed before due to the availability of
information and the social and environmental issues they bring. This is a dual-pressure environment, which requires a
reassessment of the underlying drivers of brand value. Conventional approaches to brand equity which have tended to be
more on the perception of quality and awareness are no longer adequate to measure the complexity of developing a brand that
is technologically efficient and ethically correct (France et al., 2025). Long-term brand resilience, conceptualized as a
Sustainable Brand Equity (SBE) has thus become an important strategic goal, founded on the economic, social, environmental
performance (Biedenbach, 2025).

1.2 Research Gap, Theoretical Framework and Problem Statement

Although the importance of Al and ethics have been established, there is a notable void in the literature in the relationship
between the synergistic and concurrent effects of Al and ethics on SBE. The existing studies are inclined to consider these
spheres separately. A body of literature holds the wonders of Al-based powers as sources of competitive edge, and they center
on operational efficiencies and predictive accuracies. The other stream focuses on business ethics and social corporate
responsibility, which is often not related to the technological architecture of the company. This segregation generates a blind
spot (Olatoye et al., 2024).

This research paper establishes a complex research gap. In the first place, there is no unified theoretical framework that can
describe a situation when technological capabilities (AIPA) and ethical consumer perceptions (ECE) co-construct SBE. The
literature that is available has not sufficiently investigated whether these are complementary, competing or independent
pathways. Secondly, Al in SBE construction is not well comprehended and most times creates a paradox regarding that even
though it can be useful in terms of efficiency and personalization, it results in serious ethical issues concerning data privacy,
algorithmic bias, and transparency that may, in turn, undermine brand equity. It is also not very clear on how companies can
use this two-sided sword to make a net-positive contribution to sustainability (Sarioguz & Miser, 2024). Third, a practical
issue remains among the managers who are making substantial investments in Al technologies and cannot turn the
investments into long-term, reliable brand value, they have their share in the mainstream press, and those who are committing
ethical errors are being subjected to public criticism and scrutiny (Pinski et al., 2024).

As such, the available body of literature lacks a comprehensive paradigm through which companies can strike the right
balance between innovations and ethics in order to develop SBE in the digital era.

1.3 Research Objectives and Questions
In the exploration to fill the above gaps, the following are the objectives that this study will attempt to address:
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e The objective of this research is to formulate and experiment with a two-node model that would explore the unique
effects of Al-driven Predictive Agility (AIPA) and Ethical Consumer Experience (ECE) on Sustainable Brand Equity
(SBE).

e  The research question will be as follows:

e In order to offer a theoretically based model integrating Resource-Based View (RBV) and Stakeholder Theory to
understand the co-creation of SBE.

The main research questions are the following in light of these goals

e How is the effect of Al-driven Predictive Agility and Ethical Consumer Experience independent contributors to the
development of Sustainable Brand Equity?

e Does the perceived literacy of a consumer in Al affect the effect of the ethical experience on the Sustainable Brand
Equity?

1.4 Theoretical Backing and the Postulated Model

The study is based on two theories which are supplementary to each other. Resource-Based View (RBV) is the name of the
theory which states that the competitive advantage of a particular firm is being the one which is based on the unique,
valuable, and inimitable resources and capabilities. In this context, AIPA is theorised to be an active capability - the ability of
a firm to actively feel and grasp market opportunities in an active manner using Al-mediated foresight (Lafuente & Vaillant,
2025).

Stakeholder Theory is a complement to RBV because it asserts that the creation of long-term values requires the fulfillment
of the interest of all the important stakeholders, and not only shareholders. The consumers are vital stakeholders in the present
study and their expectations concerning ethical treatment, transparency, and social responsibility should be addressed. ECE is
the process by which such expectations by the stakeholders are achieved (Duarte et al., 2024).

The model which is proposed assumes two major routes to SBE. AIPA pathway is an internal capacity of the firm, a
resource-based capability whereas ECE pathway is external stakeholder-based performance. Besides that, the introduction of
CPAL as an important condition of a borderline condition that has an impact on the effectiveness of ethical pathway is
presented (Modreanu & Andrisan, 2021).

1.5 Theoretical and Practical Contribution of the Study

The research provides great theoretical and practical contributions. Theoretically, it is one of the first to describe and
empirically prove a dual-pathway model, combining a technological capability (AIPA) with a stakeholder perception (ECE)
as independent variables of SBE. It builds on RBV by defining predictive agility as the driver of sustainable competitive
advantage and contributes to Stakeholder Theory by clarifying that ECE is one of the critical processes in the Al era
(Krakowski et al., 2022).

In practice, the results will offer managers a strategic framework of developing strong brands. It shows that the efforts
toward Al technology investment should be accompanied by the profound expertise concerning ethical values when
interacting with consumers. The paper emphasizes the role of consumer Al literacy and provides practical examples on how
to maximize the benefits of ethical investments using the segmentation, communication, and transparency approaches (A’yun
& Setyaningsih, 2025).

2. Literature Review and Hypothesis Development

2.1 Sustainable Brand Equity (SBE)

The concept of Sustainable Brand Equity (SBE) is associated with sustainable marketing. Brand equity is one of the
fundamental concepts of marketing and it has been conventionally defined as the difference between the brand knowledge
change in consumer response to marketing of that brand (Cheng & Cheng, 2023). Nevertheless, this definition fails to capture
the necessity of resiliency in the long run, as well as on the legitimacy of the society. This concept is expanded by the concept
of Sustainable Brand Equity (SBE) which also comprises of how the brand is perceived to be performing in economic, social,
and ecological levels. It is the ability of a brand to retain the loyalty of stakeholders and to strive performance in the long run
as the brand must be seen to be responsible, ethical and progressive (Winit & Kantabutra, 2022). SBE is therefore a multi-
dimensional construct that is constructed not only based on performance and imagery but also on the basis of trust, social
license to operate and contribution to well-being of a society (Bian & Panyagometh, 2023).

2.2 Al-Driven Predictive Agility (AIPA) and Sustainable Brand Equity

The most appropriate definition of Al-Driven Predictive Agility (AIPA) is the capacity of a firm to utilize the power of
artificial intelligence and machine learning in the anticipatory recognition of market trends, predicting consumer needs, and
proactively redirecting resources to take advantage of new opportunities (Adesoga et al., 2024). This is in contrast to
traditional market agility that is largely reactive because it has a predictive foresight of its own in its foundation. AIPA can be
described as a resource based on a resource-based perspective (RBV), and it is a valuable, unique, and imitable resource that
provides organizations with an increased speed of decision making and accuracy (Gusti et al., 2024). As an illustration, firms
can use AIPA to streamline supply chains and, therefore, reducing waste (an environmental sustainability dimension), gain
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insights into what customers want (enhancing social sustainability) and tailor engagement with customers without intrusion
into privacy and, therefore, strengthen the relationship between stakeholders over the long term (an economic sustainability
dimension). These preemptive abilities Proclamation of technological abilities of a firm and its dedication to overcome
societal and environmental issues, which, in different words, strengthen its recognition and, respectively, Sustainable Brand
Equity (SBE). Companies that have high rates of AIPA are considered leaders and not followers when it comes to meeting
modern stakeholder issues (Su & Teo, 2025).

e H1: Al-Driven Predictive Agility has a significant positive effect on Sustainable Brand Equity.

2.3 Ethical Consumer Experience (ECE) and Sustainable Brand Equity

Ethical Consumer Experience (ECE) refers to the overall understanding of the moral and ethical integrity by a consumer in
his or her cumulative relationship with a brand. In an Al-driven environment, ECE will involve evaluations of algorithmic
fairness, transparency of data processing, respect of privacy, and agreement between the consumer value system and the
behavior of a brand (Jain & Jain, 2025). According to the stakeholder theory, satisfying the ethical requirements of the
consumers is the critical aspect of the long-term survival of a firm. Consumers who find their experience ethically acceptable
get deep-rooted trust and emotional connection of SBE since they feel stronger against the negative message and rivals
(Chaudhary et al., 2025). Positive ECE is thus an indicator that the brand treats its customers more as partners and not data
points that can be easily discarded therefore establishes a long-term relationship that extends beyond transactional
relationships and forms the social legitimacy of the brand directly accumulating in its stable equity. On the other hand,
immoral events like data breach or biased Al suggestions can have a lasting, immediate reputational damage (Hari et al.,
2024).

e H2: Ethical Consumer Experience has a significant positive effect on Sustainable Brand Equity.

2.4 Moderating Impact of Consumer Perceived Al Literacy (CPAL)
Consumer Perceived Al Literacy (CPAL) refers to a personal perceived understanding of Al concepts, capabilities, and
implications in real life. It reflects the trust of the consumer on how to interpret and engage Al-driven systems. As theorized,
the strength of the relationship between ECE and SBE is theorized to be moderated by CPAL (Lopes et al., 2024). The
rationale behind the ideas is that consumers who have a high CPAL have much more advanced mental frames regarding how
Al works. They can be more inclined to notice the details of the ethical efforts of the brand, like the transparent explanation of
the recommendation algorithms or data privacy controls in detail. Positive ECE to such consumers would go beyond the
feeling to an evaluation of the integrity of the brand, which would make them accredit much more weight of the positive
experience to the brand character, increasing the positive impact on SBE (Ndhlovu & Maree, 2023).
Conversely, lower CPAL consumers might hold some generalized anxieties or misconceptions regarding Al which qualifies
as the so-called black box effect which makes such appraisals of ethical experiences less stable and more susceptible to
generalized fears (Machado et al., 2023). The association to the construction of a sustainable brand trust is likely to be sparse
because of a more fragile base of knowledge, although they might continue to appreciate a positive ECE. Therefore, it is
expected that the positive effect of a good ECE on SBE will be more significant in the consumers having high level of
perceived Al literacy (Hermann et al., 2023).
e H3: Consumer Perceived Al Literacy positively moderates the relationship between Ethical Consumer Experience and
Sustainable Brand Equity, such that the relationship is stronger for consumers with higher levels of perceived Al literacy.

Table 1 Constructs based on the Literature Review and Theoretical Underpinnings (Table by Authors)

’3;' Name of Construct Authors
1 Sustainable Brand Equity (SBE) Cheng & Cheng, 2023; Winit & Kantabutra, 2022; Bian & Panyagometh, 2023

Al-Driven Predictive Agility (AIPA) Adesoga et al., 2024; Gusti et al., 2024; Su & Teo, 2025

2
3 Ethical Consumer Experience (ECE) Jain & Jain, 2025; Chaudhary et al., 2025; Hari et al., 2024
4

Consumer Perceived Al Literacy Lopes et al., 2024; Ndhlovu & Maree, 2023; Machado et al., 2023; Hermann et al.,
(CPAL) 2023

2.5 Research Gaps

2.5.1 Theoretical Gap

The existent fragment of theoretical blankness in recent scholarship is interesting due to the co-existence of two theoretically
distinct, but oriented to different things, traditions of thought. The Resource-Based View (RBV) is extensively used to
explain that Al-Driven Predictive Agility (AIPA) forms an unyielding source of competitive advantage and the level of which
is limited to internal firm strengths. Along those same lines, the Stakeholder Theory outlines the imperatives of Ethical
Consumer Experience (ECE) by preempting the firm externalities of the firm on its stakeholders. A conceptual framework,
which integrates these points of view, is conspicuously missing. There is a dearth of an explicatory nomological web that
characterizes the concomitant determination of Sustainable Brand Equity (SBE) through both the technological acumen and
through ethical intelligence that leaves the synergetic processes workable between these dimensions under theoretical and
unstudied to a significant degree (Bacq, S., & Aguilera, R. V., 2021).
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2.5.2  Research Evidence Gap

The immediate result of this conceptual fragmentation is an empirical cleft, which can be described by a high level of sparsity
of studies examining the synergistic effect of AIPA and ECE. The academic research has followed two solitary paths: a body
of work has been used to prove the operational and financial returns of technological agility, and the other to ascertain the
effects of ethical behavior in developing consumer loyalty and trust. However, there remains an apparent empirical gap in the
place where these two domains ought to be combined. This is because almost all empirical studies have not utilized a joint
operationalization of AIPA and ECE as independent antecedents in a single statistical model, thereby precluding information
about their contribution to each other and their respective contribution to the overall construct of Sustainable Brand Equity
(Krakowski, S. et al., 2022).

2.5.3  Contradictory Evidence Gap

What makes the literature more cumbersome is that the evidence gap is rather contradictory displaying an unresolved paradox
of the net impact of Al on brand equity. In one of the methodological strands, Al has been represented as an engine of value
creation, which will improve brand equity by boosting hyper-personalisation, quality service provision and efficiency. On the
other hand, a similar vocal thread paints Al as a possible value-destroger, which can eliminate brand equity through
algorithmic bias, violations of privacy, and obscurantism. This dialectical contrast provides inconclusive and sometimes
divergent results. The existing corpus has not seriously questioned the boundary conditions that could eliminate this dilemma,
which leaves the gap of critical insight into the contingency factors, like consumer characteristics or firm policies, which
cause the implementation of Al to result in the net positive or net negative provision of sustainable brands (Sarioguz, O., &
Miser, E., 2024).

2.5.4  Population Gap

Lastly, the generalizability and practical value of surviving results is constrained by an underlying population difference since
most studies implicitly work with a homologous consumer audience. Consumer heterogeneity has especially been ignored in
the literature, especially in terms of personal differences in technological skills and understanding. The absence of
investigation on the cognitive and affective reactions of a consumer to Al-driven ethical (or unethical) behaviour of a brand
based on their perceived Al literacy is acute. They fail to segment or control the effects of the current literature is prone to the
creation of oversimplified results and undermines the external validity of their assertions, thus blotting out the complex ways
in which the ethical approaches of a firm can be contingent on the particularities of the target audience (Tully, S. et al., 2025).

2.6 Need for Study

In the key areas of intersection between the gaps that have been identified in the existing literature, the necessity of a unifying
study on Sustainable Brand Equity is observed. In its disjointed stratification, the literature has not been able to unify the
internal resource-based capabilities, which are primarily the Al-powered Predictive Agility (AIPA) with the outside,
stakeholder-driven performance in the form of the Ethical Consumer Experience (ECE). In its turn, this makes a strict
theoretical approach that questions both of these two directions simultaneous. More than just developing an understanding of
whether these forces work in a synergistic manner, such a model will also provide managers with a strategic canon of
balancing technological investment using ethical intelligence. More importantly, the introduction of the Consumer Perceived
Al Literacy (CPAL) as a boundary condition holds the most significant role; it resolves the existing knowledge asymmetry
within the consumer base and specifies the contextual situations, in which the experiences of an ethical consumer would be
best converted into the long-term brand value (Tezer, A., & Bodur, H. O., 2021).

2.7 Scope of the Study

The proposed scope of this enquiry is exactly delimited to a two-cafe-track model that is executed in the milieu that is
consumer-related. The two constructs of interest are Al-driven predictive agility (AIPA) and Ethical Consumer Experience
(ECE) as independent antecedents, Sustainable Brand Equity (SBE) is operationalized as a dependent outcome, and
Consumer Perceived Al Literacy (CPAL) is used as a moderator of the nexus between ECE and SBE. The study is
methodologically a quantitative study, in the sense that it is based on cross-sectional survey data to operationalize constructs
and test hypothesized relationships with Structural Equation Modeling (SEM). Although they agree with the importance of
ancillary stakeholders (employees and investors), the present study avoids analytically considering the views of these
stakeholders intentionally. Similarly, the research does not incorporate the objective firm-level financial metrics; the
conscious setting is squarely on the perceptual processes that form sustainable brand value under the consumer perspective in
the modern Al-driven market (Pataranutaporn, P. et al., 2023).

2.8 Research Methodology

The current investigation saw quantitative, cross-sectional design since the choice of sampling involved a purposive sampling
approach, leaving off the use of probabilities in favor of a case selection strategy. The population of interest included
consumers who were already aware of Al-based brand interactions, meaning that a cohort were more relevant and the
integrity of the obtained data was enhanced. In order to narrow down the respondent selection, two initial screening questions
had been included as part of the respondent selection, thus ensuring that the respondents had the necessary experience
background to give the study rigor. It resulted in a very high response rate of 92.4% that created an ultimate, valid sample of
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932 respondents that would have their data analyzed further. The data was collected using a structured questionnaire where all
the construct-based items were utilized into five-point Likert scale of 1 (Strongly Disagree) to 5 (Strongly Agree). The data
was then taken through thorough statistical examination with two major components. Confirmatory Factor Analysis (CFA)
and Structural Equation Modeling (SEM) were implemented in IBM v26 AMOS that can be used to test the measurement
model and examine the global fallacies of the structural relationships, including the moderation effects that were
hypothesized. Integral analyses of each predictive pathway were done using simple linear regressions conducted within
IBM SPSS v26 (Wamba, S. F. et al., 2024).

3. Data Analysis
3.1 Reliability Analysis of the Scales

Table 2 Reliability Analysis using Cronbach’s Alpha (Table by Authors)

Name of Construct No. of items | Cronbach’s Alpha
Sustainable Brand Equity (SBE) 6 .855
Al-Driven Predictive Agility (AIPA) 4 .847
Ethical Consumer Experience (ECE) 5 .948
Consumer Perceived Al Literacy (CPAL) 5 .871

The reliability analysis was conducted using SPSS software, where the study’s constructs were examined for the reliability
of their scales. The values found from Cronbach’s Alpha of these constructs were above the threshold of 0.7 for satisfactory
acceptance for further data analysis.

3.2 Confirmatory Factor Analysis (CFA)
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Figure 1 Measurement Model (Figure by Authors)

This statistical method correlates construct measures with their intended variables and determines the statistical
significance of the result. To test the measurement model, a Confirmatory Factor Analysis (CFA) was performed with help of
AMOS software. The CFA determined the loadings of the perceived variables (items) into their target latent constructs:
Sustainable Brand Equity (SBE), Al-Driven Predictive Agility (AIPA), Ethical Consumer Experience (ECE), and Consumer
Perceived Al Literacy (CPAL) successfully. The analysis as presented in Figure 1 established the presence of a clear structure
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of four factors with all item factor loading significant and statistically significant on the constructs. The preliminary analysis
has proven that the measurement model had a high level of the fit to the data obtained, thus giving a valid empirical
foundation to continue the assessment of convergent and discriminant validity, and, consequently, to the structural model.

3.3 Convergent Validity Assessment

Table 3 Reliability and Validity of the scales using Convergent Validity Assessment (Table by Authors)
Factors Estimate| AVE | CR
0.705
Al_Driven_Predictive_Agility 0.736 0.582(0.847
0.780
0.824
0.659
0.672
Sustainable_Brand_Equity 0.793 0.500{0.857
0.745
0.686
0.679
0.878
0.903
Ethical_Consumer_Experience 0.870 |0.787(0.949
0.939
0.844
0.728
0.805
Consumer_Perceived_Al_Literacy| 0.701 |0.577(0.872
0.776

0.784

The convergent validity level is examined by comparing the responses of respondents to the survey questions and items.
The convergent validity was determined to ascertain that the measures of a particular construct were very correlated. The
criteria were met successfully as stated in Table 3. All the constructs Composite Reliability (CR) were in the range of 0.847-
0.949, which was above the suggested ranged of 0.70. Moreover, the Average Variance Extracted (AVE) of each construct
was 0.500 or higher and therefore met the lower cut-off value of 0.50.

3.4 Discriminant Validity Assessment

Table 4 Quality Measurement of the Scales using Discriminant Validity Assessment (Table by Authors)

Factors Al_Driven_Predictive_ |Sustainable_Brand_E | Ethical_Consumer_Expe | Consumer_Perceived_Al_L

Agility quity rience iteracy

AI_Dr|ven_Pred|ct|ve_Ag|I 0763

ity

Sustainable_Brand_Equity 0.197 0.707

rIit:t;|caI_Consumer_Exper|e 0.259 0.230 0.887

_Consumer_Percelved_AI_L 0.344 0.433 0.394 0.760

iteracy

The discriminant validity was completed to ensure the constructs in the model are empirically different to each other. As
Table 4 explains using the Fornell Larcker criterion, the square root of the Average Variance Extraceted (AVE) of each of the
constructs was compared with the correlation with all the rest of the constructs. The values on the diagonal which are the
square root of the AVEs were always higher than the off- diagonal values of correlation in respective rows and columns. The
result suggests that every construct has greater commonality in finding with its own indicators than with any other constructs
which validates the discriminant validity of the measurement model.
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3.5 Results

The overall cfa model was gauged on the accepted standards of goodness-of-fit, the findings of which are summarized in
Table 5. The sample data fitted the model very well. Chi-square/degrees of freedom ratio (CMIN/DF) was 2.215 and this is
very less than the strict value of 3.0 hence a very good model fit. What is more, the comparative fit indices, such as CFlI
(.958) and IFI (.959), and TLI (.952), were all above the.95 mark of excellent fit. The absolute fit indices were also heavy to
provide a strong model because the Standardized Root Mean Square Residual (SRMR) was equal t0.0455 and the Root Mean
Square Error of Approximation (RMSEA) was equal t0.055, which is not much higher than the suggested limit of.08.
Altogether, these indices offer solid ground in regard to the validity of the proposed theoretical model.

Table 5 Goodness of Fit Indices (Table by Authors)

Measure |Model Fit‘ Threshold
Chi-square 363.200

CMIN/DF | 2.215 |< 3 great; <5 acceptable
CFI .958 > .90 good; > .95 great
NFI .927 > .90 good; > .95 great
IFI .959 > .90 good; > .95 great
TLI 952 > .90 good; > .95 great
SRMR .0455 <.08

RMSEA .055 <.08

3.6 Structural Equation Model (Imputed Path Analysis with Moderation)

Figure 2 SEM Model — Moderation Analysis (Figure by Authors)

Figure 2 represents the structural equation model that gives a visual explanation of the hypothesised relationships hypotheses
among the constructs. The direct causes of Sustainable Brand Equity (SBE) provided by the main antecedents are strong,
positive, and statistically significant. The greatest direct impact of Al-Driven Predictive Agility (AIPA) has an impact on SBE
(b=0.94), closely followed by Ethical Consumer Experience (ECE) (b= 0.87). Such directions ensure the validity of the main
principles of the dual-direction model visually in terms of the fact that both technological superiority and moral awareness are
potent autonomous facilitators of sustainable brand value.

Besides, the model supports the moderating effect. The interaction term, ECEXCPAL, has a strong and positive path to SBE
(b=0.84), i.e. the relationship between ECE and SBE is conditional on the extent of Consumer Perceived Al Literacy. The
exogenous variables (AIPA, ECE, and CPAL) also exhibit very high positive relations as shown by the model which is also in
agreement with theoretical assumptions that these organizational and consumer attributes are connected. To conclude, the
structural model offers a holistic and empirically validated graphic dealing with the direct and mediated routes towards the
development of Sustainable Brand Equity.

3.7 Regression Analysis

Hypotheses -1

Hol: Al-Driven Predictive Agility do not have a significant positive effect on Sustainable Brand Equity.
Hi1: Al-Driven Predictive Agility has a significant positive effect on Sustainable Brand Equity.

Table 6 Model Summary
Model| R |R Square|Adjusted R Square|Std. Error of the Estimate

1 |.967% .947 .946 .04395
a. Predictors: (Constant), Al_Driven_Predictive_Agility
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Table 7 ANOVA?

Model

Sum of Squares| df |Mean Square F Sig.

Regression

188.988 1 10.258 1021.928/.000°

[y

Residual

10.258 931 .048

Total

199.246 932

a. Dependent Variable: Sustainable_Brand_Equity

b. Predictors: (Constant), Al_Driven_Predictive_Agility

Table 8 Coefficients®

Unstandardized Coefficients | Standardized Coefficients

Model t |Sig.

B Std. Error Beta
1 (Constant) 1.024 187 36.212|.000
Al_Driven_Predictive_Agility 934 .048 .967 44.683|.000

a. Dependent Variable: Sustainable_Brand_Equity

47

To test Hypothesis 1, a simple linear regression using the OLS Estimation method was conducted to assess the effect of Al-
Driven Predictive Agility (AIPA) on Sustainable Brand Equity (SBE). The results from the ANOVA test indicate that the
overall regression model was statistically significant and a strong fit for the data (F(1, 404) = 1021.928, p < .001). The model
explains a substantial portion of the variance in SBE, with an R? value of .947, indicating that 94.7% of the variability in
Sustainable Brand Equity can be attributed to Al-Driven Predictive Agility. The analysis of the coefficients revealed that
AIPA was a strong and statistically significant positive predictor of SBE (B = .967, t = 44.683, p < .001). Therefore, the null
hypothesis (HO;) is rejected, and the alternative hypothesis (H1;) is strongly supported which confirms that Al-Driven
Predictive Agility has a significant positive effect on Sustainable Brand Equity.

Hypotheses -2

Hy2: Ethical Consumer Experience do not have a significant positive effect on Sustainable Brand Equity.
H;2: Ethical Consumer Experience has a significant positive effect on Sustainable Brand Equity.

Table 9 Model Summary

Model| R

R Square |Adjusted R Square

Std. Error of the Estimate

1 |.924°

.882

.881

.07961

a. Predictors: (Constant), Ethical_Consumer_Experience

Table 10 ANOVA?
Model Sum of Squares| df |Mean Square F Sig.
Regression 186.595 1 12.651 927.390 |.000°
1|Residual 12.651 931 .062
Total 199.246 932

a. Dependent Variable: Sustainable_Brand_Equity

b. Predictors: (Constant), Ethical_Consumer_Experience

Table 11 Coefficients®

Unstandardized Coefficients | Standardized Coefficients

Model t | Sig.

B Std. Error Beta
(Constant) 1.032 .166 28.244(.000
Ethical_Consumer_Experience .908 .040 .924 35.234.000

a. Dependent Variable: Sustainable_Brand_Equity




48 Twenty Third AIMS International Conference on Management

To examine Hypothesis 2, a simple linear regression using the OLS Estimation method was performed to evaluate the
impact of Ethical Consumer Experience (ECE) on Sustainable Brand Equity (SBE). The overall model was found to be
statistically significant (F(1, 404) = 927.390, p < .001), signifying a valid predictive relationship. The R Square value of .882
demonstrates high explanatory power which indicates that Ethical Consumer Experience accounted for 88.2% of the variance
in Sustainable Brand Equity. The coefficient results further demonstrated that ECE has a highly significant positive impact on
SBE (B =.924, t =35.234, p <.001). Consequently, the null hypothesis (HO,) is rejected in favor of the alternative hypothesis
(H1;) which provides a strong empirical support that a positive Ethical Consumer Experience significantly enhances
Sustainable Brand Equity.

3.8 Moderation Results

Hypothesis — 3

Hy3: Consumer Perceived Al Literacy does not positively moderates the relationship between Ethical Consumer Experience
and Sustainable Brand Equity, such that the relationship is stronger for consumers with higher levels of perceived Al literacy.
H,3: Consumer Perceived Al Literacy positively moderates the relationship between Ethical Consumer Experience and
Sustainable Brand Equity, such that the relationship is stronger for consumers with higher levels of perceived Al literacy.

Table 12 Moderation Results (Table by Authors)

Path Relationship Estimate| SE. |[CR.| P Label
Sustainable_Brand_Equity <--- Ethical_Consumer_Experience 0.870 |0.045|19.33 |***|Supported
Sustainable_Brand_Equity <--- Consumer_Perceived_AI_Literacy| 0.810 |0.052(15.58|***|Supported
Sustainable_Brand_Equity <--- Al_Driven_Predictive_Agility 0.940 |0.048{19.67 |***|Supported
Sustainable_Brand_Equity <--- ECEXCPAL (Interaction Term) 0.840 |0.051|16.47 |*** |Supported

The outcome of the hypothesis test as has been presented in the moderation analysis, table 6 provides solid statistical
confirmation to all the suggested relationships. Both hypothesized direct effects of H1 and H2 were highly supported; Al -
Driven Predictive Agility significantly affected Sustainable Brand Equity (b = 0.940, C.R. = 19.67, p = 0.001) and so did
Ethical Consumer Experience (b = 0.870, C.R. = 19.33, p = 0.001). Most importantly, H3, which was the hypothesis that
Consumer Perceived Al Literacy (CPAL) had a moderating effect, was also found true. The interaction term (ECEXCPAL)
had a substantial positive impact on SBE (b = 0.840, C.R.= 16.47, p = <.001). This important interaction effect has offered a
conclusive evidence that the positive effect on sustainable brand equity by positive ethical consumer experience is enhanced
when the consumer has a higher perceived degree of Al literacy. The significant critical ratios (C.R.) and estimates of
importance (Estimate of all paths) represent the power and stability of the results.

Table 13 Summary of Results (Table by Authors)

Ekr)' Hypotheses Effect Statistics | Results
B:.967
Hol: Al-Driven Predictive Agility do not have a significant positive effect on Sustainable Re 947
1 B?ar; d Equit griity 9 P Positive F: Rejected
quity. 1021.928
p: <.001
B:.924
Hy2: Ethical Consumer Experience do not have a significant positive effect on Sustainable . Rz2: .882 .
2| Brand Equity. Positive | £ 957 30 | Relected
p: <.001
. . . . . . Estimate:
Hy3: Consumer Perceived Al Literacy does not positively moderates the relationship between .
. . : . . S Positive 0.840 .
3 |Ethical Consumer Experience and Sustainable Brand Equity, such that the relationship is - ) Rejected
N . : Moderation |C.R.: 16.47
stronger for consumers with higher levels of perceived Al literacy. 0: <.001

3.9 Findings

Table 14 Demographic Characteristics of the Respondents (Table by Authors)

Demographic Variable Category Frequency (N) | Percent (%)
Gender Male 465 49.9
Female 459 49.2
Other 8 0.9
Total 932 100.0
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Age 18-28 188 20.2
29-38 192 20.6

39-48 185 19.8

49-58 182 19.5

Above 58 185 19.8

Total 932 100.0

Marital Status Married 472 50.6
Unmarried 460 494

Total 932 100.0

Education No formal education 230 24.7
Up to higher secondary 235 25.2

Diploma 232 24.9

Graduation 235 25.2

Total 932 100.0

Occupation Student 180 19.3
Homemaker 178 19.1

Self-Employed 190 204

Salaried 195 20.9

Retired 189 20.3

Total 932 100.0

Annual Family Income Below 2,00,000 185 19.8
2,00,001 - 4,00,000 190 20.4

4,00,001 - 6,00,000 182 19.5

6,00,001 - 8,00,000 188 20.2

8,00,000 and above 187 20.1

Total 932 100.0

Household Size 1-2 220 23.6
3-4 240 25.8

5-6 238 255

More than 6 234 25.1

Total 932 100.0

The empirical results of the study can be placed on a critical context which is provided by the demographic characteristics
of the sample as defined in Table 14. Several user perceptions of constructs of Ethical Consumer Experience (ECE) and a
regulatory level of Al Literacy (CPAL) are not structurally generated in a vacuum, and it is often shaped by demographic
forerunner conditions, like in age, level of education, and socioeconomic status. The large representation of all major
demographic level groups cushions against the phenomenon that the perceived relationships between the variables in the
study could be due to the presence of a niche or homogenous group, which otherwise, would cause a confounding factor. In
turn, this population diversity is essential, because it lends credence to the strength and external validity of the conclusions, in
implying that the reported routes between Al-Driven Predictive Agility and Ethical Consumer Experience and Sustainable
Brand Equity will tend to hold in any consumer group.

4. Inference

4.1 Theoretical Implications

This research has a number of theoretical implications based on the outcomes. To begin with, it adds to the Resource Based
View (RBV) by discovering AIPA one of the key dynamic capabilities of the 21st century that are useful not only to the
competitive advantage, but, more particularly, to the sustainable brand value. This goes further to bring the RBV to the sphere
of corporate sustainability and ethics. Second, the work facilitates further development of the Stakeholder Theory in terms of
operationalizing the management of consumer stakeholder interests in a digitally mediated setting by means of the ECE
construct. It illustrates that ethical experience is one of the major processes involved in establishing the equity of the brand,
based on stakeholders (Pahi et al., 2024). At last, the fact that both the RBV and the Stakeholder Theory are incorporated in
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one comprehensive model offers a new and holistic view in order to reconcile the long-standing gap in the literature about
technology management on the one hand and business ethics on the other hand as two sides of the coin in the process of the
SBE (Bacq & Aguilera, 2021).

4.2 Managerial Implications

The results have a number of practical implications to managers and brand strategists.

Take a Dual-Focus Approach: It is that the managers should not be tempted to think that technology and ethics are
incompatible. The study highlights the fact that the two are instrumental. Companies ought to allocate resources to create
AIPA to predict the market and sustainability trends, and ultimately build consumer experiences that are open, just, and
patient to privacy at the same time (Kumar & Suthar, 2024).

Engineer Ethical Experiences: The issue of ECE is not something to gamble on. It should be a conscious design choice when
all consumer touchpoints are developed using Al. This encompasses ethical audits of algorithms, transparent explanations of
the decisions made with the help of Al, and control over their data by its users (Lepri et al., 2021).

Be aware and Capitalize on Consumer Al Literacy: The mediating impact of CPAL suggests that a universal communication
strategy cannot exist regarding ethical communications. There should be segregation of consumers according to their Al
literacy. With the highly literate sections, the companies can undergo more advanced and open-ended communication
regarding their use of ethical Al. In less literate groups, emphasis must be placed on establishing a background trust with
simplicity, reassurance and education which in turn may be all brand-building endeavour (Pataranutaporn et al., 2023).

4.3 Practical Implications

The results of our research provide a tactical code to the managerial practice, shifting the existing debate on the theme of
technology-versus-ethics on a trade-off into a dual-minded, synergistic concept. The empirical data are categorical: the
creation of sustainable brand value requires not just the investment in artificial intelligence to facilitate agility in predicting it,
but a deep and conscious engagement in designing an ethical experience of consumers. This implies that ethical consumer
experience (ECE) should be considered a deliberate design aspect when building any Al-powered consumer touchpoints,
which includes strict ethical audits of algorithms, open accountability of Al-made decisions, and user-friendly data
management. Additionally, the moderating effect of Consumer Perceived Al Literacy can provide the essential tactical point
of view: the universal communication message about ethical Al is not the most optimal. The approach that should therefore
be adopted by the managers is examining the segmentation strategy by reaching highly literate consumers with elaborate
transparent communications and at the same time establish a background level of trust with less literate segments with the
help of simplification and education. It is a strategy that contributes to the implementation of open, credible, individualized
marketing that eventually equips the consumer (A’yun and Setyaningsih, 2025).

4.4 Conclusion

The study has examined two ways in which modern organizations can build Sustainable Brand Equity (SBE) in a world
where artificial intelligence and ethical consumerism reign supreme. The study hypothesized and confirmed a model,
according to which both internal technological competence of a firm, which is Al-Driven Predictive Agility (AIPA), and
external performance of a company related to its stakeholders, Ethical Consumer Experience (ECE), is an imperative
antecedent of SBE (Wamba et al., 2024). Findings support the assertion that actually, AIPA and ECE are capable of driving
SBE in an independent manner: hence, supporting the suggested dual-pathway framework. AIPA helps the firms to develop
SBE by proactive and resource-based leadership whereas ECE helps it by developing trust and moral congruence with
consumers. Additionally, the paper has developed an important moderating effect of Consumer Perceived Al Literacy
(CPAL) and found that the beneficial event of an ethical experience on SBE is stronger among customers with a higher
understanding of Al (Tully et al., 2025).

4.5 Limitations and Future Research Scope

This is a good study, however, with a number of limitations, which open up possibilities in future research. First, the data
were cross-sectional and give a snapshot picture of the situation to be considered; a longitudinal research might yield a better
understanding of the dynamic and changing process of SBE formation. Secondly, though the use of perceptual data is suitable
in the case of such constructs as ECE and SBE, it can be complemented with objective firm-level information (e.g., ESG
ratings, R&D expenditures on Al) in future research (Vanninen et al., 2022).

Future studies may engage deeper into this matter by examining the antecedents of AIPA and ECE in the context of what
organizational cultures and leadership systems have given rise to these abilities. Other possible moderators that could be
explored in the proposed relations by researchers include the brand image or industry-specific regulations. Lastly, the model
could be extended to other important stakeholders, including employees or investors, which would give a more
comprehensive picture of the way of how the firms will be able to succeed in the era of Al holistically and sustainably
(Leszkiewicz et al., 2022).
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