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ABSTRACT

This research investigates the sustainability practices and the corporate brand positioning of Thein Than San Home Improvement Business in Myanmar. The primary objective is to analyze the impact of economic, environmental, and social sustainability dimensions on brand positioning of Thein Than San Home Improvement Business in Myanmar. To achieve the research objectives, a quantitative research design is employed, utilizing both primary and secondary data sources. Primary data are systematically collected through structured surveys from a sample of 250 respondents in Thanlyin Township by using simple random sampling method while secondary data are gathered from a comprehensive review of existing literature, academic journals, and corporate records to provide a theoretical foundation. Data analysis is conducted using IBM SPSS Statistics, encompassing reliability testing with Cronbach’s Alpha, descriptive statistics, and multiple regression analysis. The regression results revealed that economic sustainability, environmental responsibility, and sustainable marketing have statistically significant and positive impact on corporate brand positioning, with economic factors emerging as the most dominant predictor. Amon the sustainable practices, economic responsibility is the most influencing sustainable practice on corporate brand positioning. Overall, it is suggested that the business should prioritize the transparent communication of its environmental efforts and strengthen its localized social responsibility projects to bridge the perception gap and achieve a more resilient, holistic corporate brand identity.
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CHAPTER I
INTRODUCTION

	In today's Myanmar economy, the home improvement industry is growing fast as cities develop. But to stay in business for a long time in this competitive market, it's important for companies to use sustainable methods and build corporate brand positioning. For a home improvement store in Myanmar, using sustainable practices is not just good for the environment but also helps build a better brand reputation. Today's customers are more aware of how their choices, like buying wood or energy-saving appliances, affect the planet. Solomon et al. (2024) said how people make buying decisions that ethical and sustainable information is now a big part of what influences customers.
	By selling eco-friendly products and using green marketing strategies, businesses can make customers more likely to buy, as shown by a study Tun (2023) on Myanmar's retail industry. This trust leads to long-term loyalty, making customers more likely to come back. In a growing market like Myanmar, keeping existing customers is easier and cheaper than getting new ones. Saren (2024) explained that building relationships based on sustainability gives businesses a special edge.
	Sustainable practices add value in the minds of customers, which helps create strong loyalty (Chattopadhyay, 2024). Using sustainable methods ensures a business can last long, and the loyalty from customers helps improve both profits and the company's image. Contemporary consumers have evolved from being mere buyers of products to active contributors in the value chain. This evolution is marked by the concept of Value Co-creation, where clients work alongside companies to ensure that home improvement options reflect their ethical beliefs and environmental expectations. 
A corporate reputation now hangs on its commitment to things like sustainability and social responsibility. Henisz (2023) pointed out that people trust companies that do well on ESG factors. Indrajaya (2026) found that when brands use eco-friendly products and keep business’s pricing sustainable, customers end up more satisfied. If Thein Than San wants to really make its mark, it needs to go all in—let sustainable values shape everything about the brand. 
	For home improvement businesses, employing these technologies to trace the source of wood or confirm the recycled content of products enhances the "environmental sustainability" aspect of their strategic framework. Green (2022) showed that these technologies enable homeowners to visualize sustainable designs before actual implementation, significantly cutting down on material waste and expensive mistakes. By lowering the environmental impact of projects while maximizing both aesthetic appeal and functional effectiveness, these advancements reinforce the relationship between service quality and customer confidence. For a business to ensure its long-term success, it is essential that technology and sustainability collaborate effectively. According to Smith (2023), retail companies must center their innovations around sustainability to adapt to the rapidly changing market landscape.
	By integrating sustainable practices into their operations, home improvement retailers can transform a mere transaction into a meaningful relationship with their customers. This approach fosters trust and demonstrates their commitment to environmental stewardship. Sustainable marketing focuses on promoting care for both the planet and people. Randle and Eyre (2023) emphasized that modern sustainable marketing encourages consumers to adopt more eco-friendly behaviors rather than simply making purchases. 
	Economic and environmental sustainability entails the wise use of resources and the reduction of waste, aided by technological advancements. Mandal (2024) asserted that adopting sustainable marketing practices not only supports the environment but also ensures long-term business profitability, fulfilling current needs while preserving resources for the future. Social sustainability involves a company's commitment to ethical practices and responsible sourcing of products. Binder and Haanaes (2024) noted that as businesses embrace social responsibility, they enhance their competitiveness and cultivate deeper, more impactful relationships with their customers.
Corporate brand positioning is the strategic process of establishing a unique, desirable, and defensible space for a company in the minds of its target audience, distinguishing it from competitors. It involves crafting a specific value proposition that influences customer perception, loyalty, and purchasing decisions, typically guided by an internal statement. Successful positioning connects customer needs with the firm's unique capabilities to build lasting brand equity. Ayu (2025) indicated that offering eco-friendly products at reasonable prices significantly increases customer satisfaction, fostering loyalty. Consumers are increasingly inclined to support businesses that reflect their ethical values, and this loyalty is crucial for a company's endurance. As Myanmar's urban areas began to expand rapidly, Thein Than San Home Improvement Shop was established in 2019, coinciding with the global challenges posed by COVID-19. Although the journey was challenging, it persevered and assembled a dedicated team that is committed to providing high-quality construction materials and home improvement services. 
	In today's world, energy efficiency is increasingly important, which is why it has incorporated a range of energy-efficient electrical appliances designed to enhance household performance and sustainability. However, Thein Than San is more than just a typical supply store. Thein Than San have structured services to cater to homeowners, contractors, and interior designers all in one location. This consolidation streamlines the supply chain, helping to keep the projects organized and up to professional standards.
	Thein Than San role extends beyond simply providing materials; bridge the gap between supplies and actual construction. Thein Than San collaborates with skilled construction professionals employ modern techniques to assist the clients. Provide personalized consultations, allowing you to visualize your home design and receive accurate cost estimates before any work commences. This proactive planning minimizes material waste and ensures a smooth process, so you know exactly what to anticipate from beginning to end.	

[bookmark: _Toc227801263][bookmark: _Toc227806873][bookmark: _Toc227838372]1.1	Background of the Study
	The pace of urbanization is accelerating globally, placing the home improvement and construction materials sector at a critical juncture. This is particularly evident in countries such as Myanmar, where the competition intensifies continuously. In these regions, traditional retail practices are no longer sufficient. Businesses must adopt a broader perspective and integrate Strategic Sustainability into their strategies to ensure their long-term viability. Grayson et al. (2022) emphasized that sustainability has transitioned from being an optional feature for businesses to a vital component necessary for survival and competitive advantage. This study explores how the adoption of sustainable practices influences corporate brand positioning, analyzing the situation through the framework of the Triple Bottom Line (TBL).
	When a company aligns its marketing efforts with genuine environmental and social principles, customers recognize this authenticity. Such alignment fosters greater trust in the brand, which tends to be enduring. Marketing strategies focused on sustainability enhance "Brand Trust" by resonating with the ethical values of consumers. Modern consumers are more inclined to support brands that embody their personal values. It is evident that people make purchasing decisions based on their ethical beliefs.
	Economic sustainability transcends mere profit generation; it involves operating efficiently, managing resources wisely, and ensuring the longevity of the business. According to Schaltegger (2021), companies that prioritize waste reduction and efficiency not only cut costs but also generate increased value for their customers. This concept aligns seamlessly with home improvement; for instance, a business that provides accurate estimates and minimizes construction waste benefits both itself and its clients.
	Social sustainability and ethical practices are not only morally responsible but also contribute to customer retention. Crane et al. (2019) illustrated that being a responsible corporate citizen garners genuine public support and fosters customer loyalty. Technology plays a crucial role in this equation. Schwab (2020) argued that innovations like digital visualization are essential for reducing environmental footprints, particularly in the wake of the pandemic. In the realm of home improvement, tools such as augmented reality and virtual reality allow customers to visualize their options clearly, enabling informed decision-making. Employing augmented reality not only clarifies service offerings but also reduces material waste and significantly enhances trust in a brand’s expertise.	
According to Kotler and Armstrong (2023), corporate brand positioning is the act of designing the company's offering and image to occupy a distinctive place in the mind of the target market. It requires understanding the target audience, analyzing the competitive landscape, and defining the unique value proposition. It acts as a guide for marketing, communication, and business strategy to ensure consistency. Brands can position themselves based on factors such as price, quality, luxury, or being a leader/challenger in the market. It involves mapping competitors, identifying, and testing potential positions, which should ideally be done before marketing efforts
	This commitment drives Thein Than San to exclusively use eco-friendly materials and provide construction products that are sourced responsibly. When advocate for sustainable options, Thein Than San are assisting individuals in building homes that are durable and environmentally friendly. At Thein Than San, guiding principle is clear with “Customer Loyalty is our Greatest Achievement.” Earning trust is a challenge, so dedicate ourselves to maintaining high standards and conducting our business ethically. While the market may be saturated, Thein Than San goal isn't to simply pursue immediate sales. 
	The central concept is the implementation of sustainable methods to enhance the shop's performance and, crucially, to encourage repeat business from customers. By integrating sustainability into its operations, Thein Than San minimizes waste, streamlines its processes, and emerges as a leader in eco-friendly practices within Myanmar's home improvement industry. This study explores how the four dimensions of sustainability marketing, economic, social, and environmental interact to influence corporate brand positioning at Thein Than San Home Improvement Shop.

[bookmark: _Toc227801264][bookmark: _Toc227806874][bookmark: _Toc227838373]1.2	Problem Statement of the Study
	Urban development in Myanmar has significantly altered the landscape for housing and infrastructure. Cities are expanding rapidly, leading to an influx of investment in home renovations and construction supplies. The market is booming, yet it feels chaotic—brands are ubiquitous, products appear similar, and competition for consumer attention is fierce.
	Traditional methods—simply stocking products and waiting for sales—are no longer effective. Consumers in Myanmar have become discerning. They are not just spending money on whatever is accessible; they seek brands that demonstrate genuine concern, uphold values, and provide substantial benefits beyond mere products. Kotler (2021) succinctly stated that technology should enhance people's lives. Thein Than San is tasked with evolving from a typical hardware retailer into a meaningful ally in people's home improvement journeys.
Corporate brand positioning is critical for establishing a distinct market identity, directly influencing consumer perception, fostering loyalty, and driving a 10–20% boost in income through consistent messaging. It allows companies to differentiate from competitors, justify premium pricing, and create emotional connections that turn prospects into loyal customers. It clearly communicates what makes a company unique, enabling it to stand out from competitors offering similar products or services.
	The challenge for Thein Than San is to cultivate that kind of loyalty in a market saturated with choices, where customers may have had negative experiences with service. This study critically examines the Triple Bottom Line (TBL) economic, social, and environmental sustainability. Adopting eco-friendly practices is not merely about doing good; it is essential for profitability and long-term viability. In the home improvement industry, mismanaging material orders or opting for inferior supplies results in wasted resources and damaged reputations.
	On the social front, Shukia (2025) noted that collaborating with local professionals and addressing community needs strengthens business ties and builds trust. For Thein Than San, engaging local experts enhances project safety and aesthetics, which does not go unnoticed by the community. Environmentally, providing sustainable materials and energy-efficient products is becoming increasingly important. Urban consumers are now more conscious of their carbon footprint and desire homes that are both green and efficient. A common challenge for homeowners is visualizing how new tiles or paint will look in the finished project. Misjudging this can lead to costly regrets. The shop's approach is designed to clarify the process, making it less daunting and more manageable for customers.
	Thein Than San addresses this issue by connecting designers and contractors, leveraging these digital tools alongside the shop's available inventory. This approach enhances the reliability and transparency of projects, which distinguishes them in the marketplace. In Myanmar, the majority of retailers focus primarily on maximizing sales volume. They seldom integrate technology with genuine expertise, prioritizing products over service. There has been little effort to gather data on how a "One-Stop-Shop" that combines expert guidance with technological resources could foster corporate brand positioning. 
	The significant challenge for Thein Than San Home Improvement Shop is to evolve beyond traditional retail practices and establish itself as a genuine partner in promoting sustainable living. This involves interlinking the four crucial aspects of sustainability and creating a collaborative ecosystem with industry professionals. This research explores the effect of these strategies on corporate brand positioning and seeks to outline how businesses can succeed sustainably in Myanmar's rapidly evolving construction industry.

[bookmark: _Toc227801265][bookmark: _Toc227806875][bookmark: _Toc227838374]1.3	Research Objectives
	This research aims to accomplish the following objectives.
1. 	To identify the sustainable practices employed by Thein Than San Home Improvement Center,
2. 	To analyze the impact of sustainable practices on corporate brand positioning of Thein Than San Home Improvement Center and
3. 	To explore the most influencing sustainable practice on corporate brand positioning of Thein Than San Home Improvement Center.

[bookmark: _Toc227801266][bookmark: _Toc227806876][bookmark: _Toc227838375]1.4	Research Questions
	The following research questions are set to achieve the research objectives.
1. 	What are the sustainable practices employed by Thein Than San Home Improvement Center?
2. 	What is the impact of sustainable practices on corporate brand positioning of Thein Than San Home Improvement Center? and
3. 	Which is the most influencing sustainable practice on corporate brand positioning of Thein Than San Home Improvement Center?

[bookmark: _Toc227801267][bookmark: _Toc227806877][bookmark: _Toc227838376]1.5	Scope of the Study
	The theoretical framework for this research is primarily based on the Triple Bottom Line (TBL) model, which is used to explore the connection between sustainability initiatives and corporate brand positioning. This investigation focuses on four main aspects of sustainability: economic, social, environmental, and marketing practices. In terms of geographic and demographic focus, this research emphasizes the clients of Thein Than San Home Improvement Center in Thanlyin Township, Yangon Region. Data collection is limited to homeowners, contractors, and interior designers from Thanlyin who engage with the center for home renovation and construction supplies. Since this research bases on the behaviors and loyalty trends of consumers in this particular township, the results may not be applicable to the consumer landscape in other areas of Myanmar.

[bookmark: _Toc227801268][bookmark: _Toc227806878][bookmark: _Toc227838377]1.6	Justification of the Study
	This research is highly significant, both in theory and in practical applications. The primary objective is straightforward to understand how sustainability influences corporate brand positioning within Myanmar’s home improvement and construction industry. To elaborate, this study examines the concept of the Triple Bottom Line (TBL) and its relevance to retail in a developing market like Myanmar. It investigates the four dimensions of sustainability—economic, social, environmental, and marketing—and their relationship with consumer interests. 
	Focusing on residents of Thanlyin Township, this research enhances our understanding of consumer behavior in Southeast Asia. It advances the concept of the “Value-Added Bridge,” illustrating how technologies such as augmented reality and virtual reality can transform discussions about sustainability into genuine consumer trust.
	From a practical standpoint, this research offers a strategic framework for businesses like Thein Than San Home Improvement Center. The construction industry is known for its high resource consumption and significant waste, financially and environmentally. Adopting circular economy principles not only reduces expenses but also fosters trust among consumers. This study demonstrates how Thein Than San can leverage augmented reality and virtual reality to improve material estimations, cut costs, and enhance customer satisfaction.
	Additionally, social sustainability is crucial. Collaborating with local professionals and sourcing materials ethically helps build an authentic reputation. Other retailers can benefit from these insights by educating customers about eco-friendly products, utilizing digital tools for transparency, and engaging with the local community for sustainable growth.
	In summary, this research connects global sustainability concepts with the market dynamics in Myanmar from an academic perspective, while also providing a practical guide for achieving corporate brand positioning through innovative practices and ethical considerations.

[bookmark: _Toc227801269][bookmark: _Toc227806879][bookmark: _Toc227838378]1.7	Organization of the Study
This research breaks down into five main chapters, each digging into how sustainability shapes corporate brand positioning. The first chapter is the introduction consisting of background of the study, problem statement, research objectives, research questions, justification and organization of the study. Next, chapter two discusses academic theories, all the angles on sustainability marketing, economic, social, and environmental and what other studies describe about brand positioning. The third chapter is all about how the research conducts to achieve the objectives. Chapter four covers the results from Cronbach’s alpha reliability test, the descriptive statistics, and multiple regression analysis to show how different factors connect. The final chapter, chapter five concludes the findings of the study providing findings and discussions, suggestions and recommendations and needs for further research. 

CHAPTER II
LITERATURE REVIEW

This chapter evaluations the literature regarding the strategic integration of sustainable practices and business has an effect on corporate emblem positioning. It examines the framework, emphasizing how balancing monetary viability, social fairness, and environmental stewardship creates a "sustainability nexus" crucial for long-time period organizational fulfillment. The dialogue further explores the role of sustainable advertising in fostering value co-introduction and emblem accept as true with. Additionally, it analyzes how technological innovations, together with augmented and digital truth, act as catalysts for resource efficiency and waste discount. Through synthesizing those dimensions, the chapter establishes the theoretical basis for how moral commitments distinguish firms in aggressive markets. 

[bookmark: _Toc227801272][bookmark: _Toc227806882][bookmark: _Toc227838381]2.1	Sustainable Practices
Sustainable practices involve reducing environmental impact through conscious daily choices, such as reducing waste, conserving energy, and choosing eco-friendly products. Key actions include adopting a circular economy approach (refuse, reduce, reuse, recycle), using renewable energy, choosing sustainable transportation, and consuming locally sourced, organic food. Hassan (2025) argued when businesses embrace sustainable marketing and operations, do more than just help the planet—boost the own long-term profits and stay ahead of the competition. Companies focus on using resources wisely, cutting down on waste, saving energy, and sourcing materials ethically. Setyadi et al. (2025) pointed out that moving toward sustainability isn’t just good for the world—it sparks innovation and builds tougher, more resilient businesses. By weaving these practices into the operations, companies can shift from basic transactions to real, value-driven relationships that match what today’s customers care about. 
Within the cutting-edge international economic panorama, and mainly within swiftly evolving emerging markets like Myanmar, the combination of sustainable commercial enterprise practices has transitioned from a discretionary company preference to a fundamental strategic vital. sustainability is no longer merely an auxiliary "inexperienced" advertising label but the very bedrock of its long-term viability and aggressive differentiation (Mansour et al., 2025). This shift is theoretically anchored in the Triple bottom Line (TBL) framework, which posits that organizational achievement must be measured thru a holistic lens that balances social fairness (humans), environmental stewardship (planet), and monetary viability (income). Sustainable practices are essential for ensuring long-term environmental health, economic prosperity, and social equity by conserving resources, reducing pollution, and combating climate change. They protect biodiversity, create healthier communities, and foster innovation through green energy and circular economies. Key benefits include mitigating climate change risks and supporting future generations.
While these three dimensions are synchronized, they form a "sustainability nexus" that lets in a firm to go beyond traditional transactional retail fashions and ascend toward a purpose-driven corporate identification. This is particularly relevant within the home development sector, in which customer choices are an increasing number of influenced by using the long-term impact of cloth choices and energy performance (Prayag et al., 2025). 
The integration of sustainable marketing and patron psychology-relevant to the implementation of sustainable practices is the position of sustainable advertising and marketing. As articulated by means of Topa et al. (2025), it includes a strategic effort to teach clients and foster a shift closer to ethical consumption styles. Through highlighting licensed sustainable materials along with responsibly sourced wood or strength-green home equipment engages in a system of "fee Co-creation." In a technology in which homeowners are becoming an increasing number of conscious in their ecological footprint, a logo that offers each the physical tools and the professional understanding for sustainable dwelling occupies a superior cognitive space in the patron’s thoughts (Hosany et al., 2025). This alignment between organizational values and purchaser ethics creates "emblem trust," a psychological bond this is far greater resilient than the fleeting loyalty generated by means of charge-primarily based competition on own. 
Environmental sustainability inside the modern-day context provides an important road for differentiation via the adoption of the natural useful resource-based totally View. A pivotal detail in this strategic evolution is the adoption of transformative technologies. With the aid of allowing customers to as it should be virtualized designs and fabric requirements earlier than bodily implementation, the business notably reduces fabric waste and the carbon footprint associated with logistical mistakes and re-work (Agrawal et al., 2025). This types of technology and sustainability reinforces the emblem’s photograph as a "modern chief," distinguishing it from traditional hardware that rely on high-waste, trial-and-errors techniques. 
Social sustainability of the home improvement context revolves around honest hard work practices, moral sourcing, and network integration. By using taking part with nearby contractors, interior designers, and artisans, business fosters a localized environment that supports the local financial system. Xu et al. (2025) examined ethical business practices and network engagement; these social projects are direct drivers of corporate recognition. This stakeholder engagement transforms the enterprise from a trifling seller right into a significant best friend. Whilst a brand is perceived as a contributor to social nicely-being and nearby professional improvement, it builds social capital which serves as a strategic buffer all through market volatility and deepens patron loyalty through perceived shared values. 
Monetary sustainability and market performance-financial sustainability includes transferring in the direction of a circular economy wherein useful resource efficiency without delay drives profitability. Farrukh Shahzad et al. (2025) demonstrated that the creation of inexperienced merchandise and obvious pricing systems without delay enhances consumer pride, which in turn fuels lengthy-time period sustainability. Furthermore, High environmental, social, and governance (ESG) overall performance correlates definitely with client retention and brand equity. 

[bookmark: _Toc227801273][bookmark: _Toc227806883][bookmark: _Toc227838382]2.1.1	Economic Sustainability
Economic refers to the practice of promoting long-term, stable economic growth without negatively impacting social or environmental communities. It involves using resources efficiently to ensure that present needs are met while maintaining the capacity for future generations to meet their own needs. Dai et al. (2025) pointed out that financial sustainability does more than cut costs. When businesses manage their money and resources well, which can deliver better services without sacrificing their financial health. It is the bridge connecting a company’s ability to bounce back from setbacks with its responsibility to the planet.  Financial sustainability comes down to running things efficiently and making the most out of what’s got. If companies use advanced tech to predict exactly how much material will need, the waste less and save more (Kanugrahan et al., 2022). 
Economic sustainability is critical for long-term growth, ensuring that businesses and economies can thrive indefinitely without exhausting natural, human, or financial resources. It supports the longevity of the global economy, promotes environmental stewardship, boosts innovation, and enhances company profitability through efficient, responsible operations. Lately, researchers studied how economic sustainability shapes what customers think about a brand. In the realm of cutting-edge company management, economic sustainability is defined as a strategic approach that prioritizes the long-time period protection of organizational price via efficient aid management in place of the mere pursuit of brief-time period income maximization (Ghobakhloo et al., 2025). Especially in the retail and production sectors, systematic useful resource control ensures lengthy-term viability and cultivates "monetary resilience," permitting companies to resist outside macroeconomic shocks and marketplace volatility. 
An important issue of attaining economic sustainability lies within the optimization of the value chain. Sustainable commercial enterprise practices decorate company recognition and comfortable. This technique helps a defensible corporate brand positioning, stabilizing economic returns over the long time. Moreover. Economically responsible practices improved client retention and solidify market proportion. According to Velaoras et al. (2025), the safety of long-term pursuits through the combination of moral considerations into financial selection-making. 
Technological innovation additionally plays a decisive function in bolstering economic sustainability. The adoption of superior digital gear minimizes errors at some stage in various operational ranges. This reduction in errors ends in massive financial savings in material charges and complements normal operational performance. Khatoon and Velidandi (2025) highlighted how environmentally aligned product services and transparent pricing systems rework client purchasing conduct, thereby reinforcing the company’s financial balance. In essence, monetary sustainability acts as a strategic tool that balances profitability with responsibility, growing the competitive skills necessary for enduring achievement in a globalized financial system.

[bookmark: _Toc227801274][bookmark: _Toc227806884][bookmark: _Toc227838383]2.1.2	Social Sustainability
Social sustainability focuses on fostering well-being, equity, and inclusion within communities and organizations, ensuring a high quality of life for all. Key principles include promoting human rights, health, education, and fair labor practices, while building social capital and fostering community engagement. It bridges the social, economic, and environmental, creating resilient communities and equitable societies. In modern company management techniques, social sustainability serves as an essential pillar for the long-time period fulfillment of an organization. It is fundamentally rooted inside the enhancement of human fine of existence, the merchandising of social equity, and the cultivation of resilient relationships in the network. This idea emphasizes an organization’s responsibility closer to all its stakeholders, implying a level of integration that is a way deeper than traditional company social obligation (CSR). According to Islam (2025), social sustainability spans an extensive spectrum, ranging from the physical and mental well-being of employees and hard work rights within the firm to the broader socio-financial improvement of outside communities. 
In a competitive marketplace, socially responsible practices act as a number one catalyst for setting up a defensible corporate logo positioning, as the align organizational identity with the moral expectancies of modern-day society. Rashid et al. (2025) found that firms in the apparel sectors can notably elevate their company recognition with the aid of participating with local professionals, developing nearby employment opportunities, and adhering to ethical sourcing protocols. Such community-centric moves do extra than build accept as true with among the patron and the commercial enterprise. Furthermore, Organizations with excessive social overall performance scores comfy long-term client loyalty and generate a wonderful aggressive gain over opponents, forget social effect. 
Technological innovation additionally plays a transformative function in advancing social sustainability. Utilizing advanced technology can provide clients with better reviews and information concerning material choice empowers client selection-making and fosters cost Co-introduction. Supplying socially accountable products at equitable rate factors enhances consumer pride and contributes to the company’s enduring balance (Opoku, 2025). Social sustainability is vital for creating equitable, healthy, and resilient communities by prioritizing human well-being, equity, and rights. It ensures long-term stability by fostering social cohesion, promoting diversity, and providing fair access to resources and services, which reduces social tensions. It is a necessary, strategic component for organizations to mitigate risks and enhance reputation.
Subsequently, a company’s commitment to social sustainability has to be contemplated in its inner human useful resource control. Social sustainability intrinsically linked to outside emblem positioning, offering the enterprise as a morally grounded entity. In essence, social sustainability is a strategic instrument that builds lengthy-time period emblem cost by way of harmonizing commercial enterprise operations with the wishes and values of the wider society.

[bookmark: _Toc227801275][bookmark: _Toc227806885][bookmark: _Toc227838384]2.1.3	Environmental Sustainability
Environmental sustainability is the responsible management of natural resources to meet current needs without compromising future generations' ability to meet theirs. It involves maintaining ecological balance by conserving resources, reducing pollution, and protecting ecosystems. This approach balances ecological, economic, and social goals, often focusing on reducing carbon footprints and waste. Environmental sustainability within the modern-day retail and creation panorama is not a peripheral moral problem but a core strategic pillar that dictates a company's lengthy-time period competitive trajectory (Hajj-Hassan et al., 2024). 
In the specific context of the house improvement enterprise, environmental sustainability entails the systemic integration of resource efficiency, waste mitigation, and the promotion of ecologically accountable consumption styles. A firm can acquire a defensible marketplace position by growing competencies in pollutants prevention, product stewardship, and sustainable development. According to Tennakoon et al. (2024), the operationalization of environmental sustainability manifests through the strategic sourcing of certified, responsibly harvested wood and the distribution of energy-efficient appliances, which directly cope with the rising ecological attention of urban customers. 
The convergence of technological innovation and environmental stewardship is essential; as an instance, the combination of augmented reality and digital fact tools serves as a number one catalyst for sustainability by using making an allowance for specific material estimation and layout visualization (Solomon et al., 2024). This "green era" method notably diminishes cloth waste and carbon footprints related to logistical mistakes and remodel, thereby reinforcing the emblem’s photo as a modern, purpose-driven leader.
Furthermore, environmental sustainability serves as an essential factor of the Triple bottom Line (TBL) framework, in which the "Planet" dimension is synchronized with financial viability to create a "sustainability nexus". In growing markets, obvious environmental reporting and the availability of "green" product traces are pivotal in fostering excessive ranges of patron believe and emblem fairness (Randle & Eyre, 2023). Environmental sustainability is vital to ensure long-term ecological stability, human health, and economic prosperity by protecting natural resources and ecosystems. It enables us to meet current needs—such as clean air and water—without compromising future generations. Key benefits include combating climate change, reducing pollution, and supporting biodiversity.
By using adopting a circular financial system model where in resource performance immediately fuels profitability home improvement shops can rework well known transactions into value-pushed relationships that resonate with the ethical expectations of cutting-edge house owners and contractors. The success of such green initiatives is further amplified when consumer satisfaction is linked to sustainable pricing and product quality. A commercial enterprise transcends extent-based competition, securing a dominant and defensible positioning inside the minds of a target audience an increasing number of cautious of the carbon footprint.

[bookmark: _Toc227801276][bookmark: _Toc227806886][bookmark: _Toc227838385]2.2	Corporate Brand Positioning
In the era of current strategic control, company emblem positioning represents the deliberate manner of designing a company’s providing and image to occupy an exclusive region in the minds of the target market (Biriukov et al., 2025). In increasingly more saturated markets, a corporation’s function is now not decided solely through functional product attributes however is severely shaped through its commitment to sustainability ethics. Corporate brand positioning serves as a strategic bridge that aligns inner operational abilities with external stakeholder expectancies, appearing as an important intangible asset. Via integrating the Triple bottom Line (TBL) framework, balancing economic viability with social and environmental duty, companies can set up an aggressive stance this is tough for opponents to copy. This strategic alignment is characterized via as a manner of "price co-introduction," wherein lengthy-term emblem loyalty is cultivated through the shared ethical values between the company and its consumers (Gietz, 2025). 
According to Wijaya and Rochim (2025), the influencing of sustainability dimensions into corporate brand positioning is similarly amplified by means of technological innovation, which capabilities as a "price-delivered bridge" to enhance consumer trust. The deployment of digital gear along with augmented reality and digital reality to illustrate resource performance and waste reduction elevates a company’s photo toward "contemporary management" and expert reliability. Incorporating such technologies into sustainable layout procedures no longer only reinforces a photo of innovation but additionally presents empirical proof of environmental stewardship, thereby strengthening the emblem's market function. Furthermore, whilst a logo aligns its center values with the personal ethics of its clients, loyalty transcends transactional pricing and evolves into a profound emotional connection. Superior ESG (Environmental, Social, and Governance) performance serves as a primary driving force of company reputation, allowing companies to keep a sturdy marketplace proportion even amidst monetary volatility (Ghaisani & Saragih, 2024). 
To hold a sustainable emblem role, companies ought to attain a strategic equilibrium between monetary overall performance and moral duty. Adenuga et al. (2025) posited that strategic sustainability management guarantees that environmental stewardship and monetary resilience are at the same time reinforcing, developing a stabilized platform for emblem differentiation. Ruziyeva (2025) identified social obligation as a cornerstone of emblem fairness, at once influencing how purchasers perceive the integrity of a business enterprise. Behnke (2025) emphasized that enticing with nearby professionals and addressing network-particular desires fosters an inimitable company reputation that traditional marketing cannot attain. 
Ultimately, for a brand to reap true resonance, there ought to be a harmony between sustainable pricing fashions and the perceived first-rate of offerings. Muhib (2026) suggested that sustainable pricing techniques foster enduring consumer dedication. Consequently, corporate brand positioning should be regarded as a vital strategic evolution, rooted in sustainable practices that beautify institutional status and ensure a dominant, ethically-grounded function inside the worldwide marketplace.
The corporate brand positioning has evolved beyond simple market segmentation to a complex framework of strategic agility and value congruence. According to Ma et al. (2026), a firm's ability to pivot its positioning in response to socio-economic shifts is the primary determinant of "brand longevity." For businesses in the home improvement and construction sectors, this agility involves aligning internal organizational values with the external expectations of a modernizing consumer base. Corporate brand positioning must be grounded in a core promise—such as reliability or quality—while remaining flexible enough to incorporate new sustainability standards. This multidimensional approach ensures that the brand occupies a distinct and defensible space in the consumer’s mind, protected from the price-based competition of larger, less personal multinational corporations. Consequently, corporate brand positioning is increasingly viewed as a dynamic equilibrium between a firm’s heritage and its future-oriented strategic goals.
In the post-2025 landscape, corporate brand positioning is being redefined through the lens of stakeholder theory, where a brand’s "Place" in the market is determined by its total impact on all related parties, from suppliers to end-users. The positioning of a business is heavily influenced by the testimonials and digital footprints left by its stakeholders. Actively involve stakeholders in their value-proposition development achieve a "robust identity" that is more resilient to market shocks. Çakmak and Sert (2025) examined how construction-related businesses in developing economies use digital interfaces to reinforce their physical market authority. The empirical data showed that firms providing a seamless transition between offline reliability and online transparency (such as digital tracking of material quality or sustainability certifications) were perceived as having a "superior functional position." 
Moreover, Prasetya et al. (2025) highlighted that "authentic differentiation" is the only sustainable way to maintain a premium position. They argued that as consumer literacy regarding corporate social responsibility increases, the brand must move away from "symbolic positioning" towards "substantive positioning," where every brand claim is backed by verifiable data. By synthesizing these digital and ethical elements, a firm can secure a market position that is both technologically advanced and deeply trusted, effectively bridging the gap between traditional commerce and the modern expectations of a globalized economy.

[bookmark: _Toc227801277][bookmark: _Toc227806887][bookmark: _Toc227838386]2.3	Empirical Studies
Hasbiawan (2026) examined the influence of green products and green prices on loyalty and sustainability through consumer satisfaction. This research aimed to examine how the integration of eco-friendly products and sustainable pricing strategies affects brand loyalty within the retail sector. The independent variables identified were green products and green pricing, while the dependent variables focused on consumer satisfaction and brand loyalty. The researchers utilized a quantitative approach, surveying 165 consumers at various retail outlets in Indonesia via online questionnaires. The findings revealed that offering environmentally friendly products at competitive, fair prices significantly enhances consumer satisfaction, which in turn strengthens long-term brand positioning and loyalty. This study provided critical evidence for how economic and environmental dimensions serve as the foundation for brand differentiation. 
Solomon et al. (2024) studied the impact of corporate sustainability practice on quality-of-life. The primary objective was to analyze how a firm's sustainable operations contribute to the overall well-being and quality of life of the surrounding community. The independent variables included social sustainability practice and environmental care, while the dependent variables were brand reputation and quality of life. The study sampled over 400 households across the United Kingdom through structured surveys. The empirical results indicated that modern consumers prioritize brands that demonstrate a clear commitment to social responsibility and ethical conduct. The study concludes that social engagement is a primary driver of corporate reputation. 
Andersson (2024) explored the continuous and changing stakeholder engagement for organizational sustainability in University of Gävle, Sweden. The research focused on how the quality of engagement with stakeholders, such as customers, employees, and the local community impacts overall organizational performance and sustainability. The independent variable was stakeholder engagement, and the dependent variables were organizational sustainability and brand image. Utilizing a qualitative methodology, the researcher conducted in-depth interviews with management teams and key stakeholders from three major Swedish corporations. The findings suggested that transparent and consistent communication builds high levels of brand trust and legitimacy. This study assists in understanding how social interaction strategies can be leveraged for market positioning. Based on these findings, the social practice and brand positioning link was integrated into the current conceptual framework.
Loos (2024) investigated the intersection of marketing and ethics. The study sought to determine how corporate social responsibility (CSR) can be utilized as a marketing tool to establish brand legitimacy. The independent variables were sustainable marketing strategies, while the dependent variables were brand legitimacy and market positioning.  The researcher employed a comparative analysis, surveying 50 marketing managers and 200 consumers across Germany. The data showed that for a brand to achieve successful positioning, there must be total alignment between internal ethical values and external marketing messages. This study emphasized the shift from traditional promotion to value-based communication. 
Lim (2022) analyzed the statistical correlation between sustainability metrics and a firm's competitive standing in the market. The independent variables were defined as environmental and economic sustainability performance, while the dependent variables were competitive advantage and market positioning. The study utilized Structural Equation Modeling (SEM) to analyze data collected from 212 senior managers in the UK manufacturing and service sectors. The results proved that investment in environmental resource efficiency leads to a superior market position that competitors find difficult to replicate. This study provided a robust justification for the link between sustainable operations and brand strength. accordingly, the economic and environmental variables of the current framework were derived from this empirical evidence.
AI-Mawali (2021) examined the role of management accounting in sustainability. The study focused on how Small and Medium Enterprises (SMEs) can achieve sustainability through resource efficiency and waste reduction. The independent variable was resource efficiency, and the dependent variables were SME sustainability and profitability. It collected data from 180 SME owners and accounting managers in Jordan and the UK. The findings demonstrated that reducing operational waste not only minimizes costs but also enhances the brand's value proposition to the consumer. 
De Lucia (2021) applied the Triple Bottom Line (TBL) framework to evaluate how corporate branding and sustainability can be integrated. The independent variables were the three pillars of TBL (People, Planet, and Profit), and the dependent variables were corporate brand identity and positioning. The methodology involved an intensive qualitative study of the brand management teams and employees of a global corporation. The findings indicated that a balanced approach addressing economic success, social equity, and environmental protection creates a holistic and powerful brand identity. This empirical study confirms that the TBL model is an essential precursor to effective brand positioning. Therefore, the overall structure of the current conceptual framework was developed based on these integrated dimensions.
Nguyen et al. (2023) indicated that the integration of circular economy principles significantly bolsters brand trust-value. Their analysis of 450 firms revealed that businesses which openly documented their waste reduction and material recycling processes achieved a thirty percent higher customer retention rate. The environmental dimension of sustainability is not merely about being green but about creating a narrative of transparency. 
Chen and Wu (2021) investigated the negative impacts of perceived greenwashing on corporate reputation, noting that inconsistent environmental messaging leads to brand cynicism, which can be more damaging than having no green initiatives at all. They argue that brand positioning is only secured when there is a strategic fit between the firm's environmental actions and its marketing communications. 

[bookmark: _Toc227801278][bookmark: _Toc227806888][bookmark: _Toc227838387]2.4	Conceptual Framework
	This model illustrates the connection between Thein Than San Home Improvement Center's commitment to sustainability and corporate brand positioning. It divides sustainability into four key components: sustainable marketing, economic sustainability, social sustainability, and environmental sustainability. 
Figure (2.1) Conceptual Framework of the Study
    Sustainable Practices
	 Sustainable Marketing

	
Corporate Brand Positioning
Economic Sustainability

Social Sustainability
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Source: Own Compilation (2026)

This study looks at how different sustainability practices shape corporate brand positioning. It focuses on four key areas sustainable marketing, economic sustainability, social sustainability, and environmental sustainability and asks how each one builds long-term trust and commitment among customers at Thein Than San Home Improvement Center. With this framework, the research digs into how important these aspects really are for creating corporate brand positioning.


CHAPTER III
RESEARCH METHODOLOGY

	This chapter presents the research methodology used to examine how sustainability practices influence corporate brand positioning at Thein Than San Home Improvement Center. It explains the organized strategy for gathering and analyzing data, guaranteeing that the study meets its objectives with scholarly precision. The main purpose of this section is to elaborate on the research design, sampling methods, data collection tools, and the statistical techniques applied to evaluate the connection between the independent variables and the dependent variable.

[bookmark: _Toc227801281][bookmark: _Toc227806891][bookmark: _Toc227838390]3.1	Research Design 
Research is described as a systematic and clinical inquiry aimed toward resolving precise problems or uncovering new information via disciplined research. According to Saunders et al. (2023), research involves the systematic collection and interpretation of statistics with a clear cause to find matters out and boom information of a selected phenomenon. Moreover, Creswell and Creswell (2023) described research as a rigorous method of steps used to accumulate and examine statistics to growth our knowledge of a subject or difficulty. In the modern enterprise landscape, study is not simply an act of facts exploration however a critical tool for imparting evidence-based totally insights that inform strategic selection-making and coverage development. Consequently, research serves because the essential basis that produces dependable outcomes through methodical and moral research. 
According to Litmaps (2025), research strategies are the systematic strategies used to answer studies questions or check hypotheses, serving as the useful mechanisms that make certain the validity and reliability of educational findings. 
	Quantitative studies are a scientific approach used to check theories by using examining the relationships amongst variables, generally thru the gathering and statistical analysis of numerical records. Quantitative studies are characterized by using the size of goal variables, allowing researchers to take a look at developments and generalize findings from a specific pattern to a broader population. This approach is based on a deductive logic, utilizing standardized units including established questionnaires to make certain the reliability and validity of the information. Within the context of business research, this technique is critical for quantifying customer conduct and determining the statistical importance of marketplace developments. consequently, quantitative studies provide an established framework for empirical verification and evidence-based end-making. 
	Qualitative studies are an inquiry procedure targeted on information the social world, human reviews, and the underlying meanings people attribute to their lives. Creswell and Creswell (2023) outlined qualitative inquiry as a system where the researcher collects records in a natural placing to construct a complicated, holistic photo of the phenomenon being studied. This design favors open-ended questions, in-depth interviews, and consciousness organization discussions to discover "how" and "why" certain events arise, rather than actually measuring "how plenty." In contrast to quantitative techniques, qualitative studies are inherently inductive, allowing for the emergence of latest subject matters and theories based on player perspectives. It remains an important method for gaining deep insights into organizational subculture, client motivations, and complicated social interactions.
	Mixed research studies involve the intentional integration of each quantitative and qualitative records inside a single examine to provide a more complete knowledge of a studies hassle. The mixture of those two techniques offers greater depth than both methods alone, facilitating the "triangulation" or pass-validation of consequences. A combined-strategies design allows researchers to offset the weaknesses of a technique with the strengths of the alternative as an example, using qualitative insights to give an explanation for the "why" at the back of statistical consequences. Consequently, combined methods represent a flexible method for attaining high-level research rigor and clarity.
	This examine utilizes a quantitative research technique to empirically take a look at the relationships between variables based on clinical statistics. According to Carewell and Creswell (2023), this approach is fairly powerful for trying out theories and making objective selections thru numerical evidence. Moreover, quantitative strategies permit for the collection of facts through established questionnaires, that can then be analyzed the use of statistical techniques. By means of using this technique, the research findings may be generalized to a broader populace. Such systematic measurement complements the validity and reliability of the take a look at, making it the most appropriate design for the research targets. This research takes a hands-on, numbers-driven approach to see how sustainability efforts shape corporate brand positioning. It focuses on Thein Than San Home Improvement Center in Thanlyin Township. 
Exploratory research is a preliminary level of inquiry used to research a problem that is not certainly described or for which little information exists. This layout pursuits to offer the researcher with deep insights into the nature of a phenomenon and to find out new pathways for in addition studies. This approach is particularly flexible, permitting the studies direction to shift as new statistics emerges. Therefore, exploratory research plays a crucial role in figuring out basic facts and setting up a foundation in conditions characterized by means of excessive ranges of uncertainty. 
Descriptive research is a method designed to appropriately and systematically describe the traits of a population or phenomenon. This sort of research focuses on "what's going on" in place of "why" it is taking place, emphasizing the cutting-edge scenario. This layout often makes use of systematic commentary and dependent questionnaires to acquire facts, that's then supplied through descriptive information which includes method, frequencies, and chances. 
Explanatory research is a layout that seeks to pick out the motive-and-effect relationships among variables. This method aims to answer the "why" behind a phenomenon via studying the connections and correlations underlying a specific trouble. This layout is important for checking out theories and confirming how an alternate in a single variable influences any other. Consequently, explanatory studies services as a powerful approach for making rigorous, evidence-based totally conclusions within a scientific framework.

[bookmark: _Toc227801282][bookmark: _Toc227806892][bookmark: _Toc227838391]3.2 	Population and Sampling
Defining the goal population is an important step in ensuring the validity of the consequences, because it represents the complete institution of individuals from which the researcher intends to attract conclusions. Probability sampling approach ensures each individual inside the populace has an equal chance of being decided on, thereby improving the generalizability of the findings. Using a systematically decided pattern length and a rigorous sampling body significantly strengthens the reliability of the study results.
The study dives into how things like marketing, economic, social, and environmental factors relate to corporate brand positioning. There are about 250 homeowners, contractors, and interior designers from Thanlyin who engage with the center for home renovation and construction supplies.  The sample size is calculated using Yamane’s (1967) formula, which is suitable for determining sample size with a finite population. Since the total population is 250 clients.

	Using Yamane’s Formula (with 95% confidence level, e = 0.05) as shown in above, sample size is 154 clients. To collect the data, simple random sampling method is used to select the sample respondents.
	A sampling approach is the systematic procedure of selecting a subset of individuals or objects (a pattern) from a larger population to represent the entire institution beneath study. Effective sampling allows researchers to lessen time and expenses whilst drawing correct conclusions without the need to take a look at every member of the populace. In addition, the validity of research findings is heavily depending on the selection of the suitable sampling approach. Consequently, this technique serves as the inspiration for generalizing research outcomes from the sample returned to the goal population. 
	 Sampling methods are typically categorized into probability and non-probability sampling. Probability sampling ensures each individual inside the population has a same and regarded danger of being selected, making it the maximum suitable method for quantitative research. Conversely, non-probability sampling relies on the researcher's judgment or particular situations for choice and is more normally used in qualitative research. The choice among those approaches relies upon on the research objectives, to be had sources, and the extent of precision required for the take a look at.
	This research employs simple random sampling method, a prominent technique in the probability sampling framework. This technique involves an independent, random selection in which each member of the population has an equivalent chance of being selected, ensuring high representativeness. It minimizes sampling mistakes at some stage in statistical analysis. Simple random sampling is one of the only techniques for generalizing findings throughout a population. Consequently, using this technique strengthens the overall reliability and scientific rigor of the studies.

[bookmark: _Toc227801283][bookmark: _Toc227806893][bookmark: _Toc227838392]3.3	Data Collection Method
	Data collection is the systematic process of accumulating facts to reply research questions and analyze results. Primary data refers to unique records gathered at once by using the researcher for the unique reason of the modern-day study. Primary data are collected via equipment inclusive of established questionnaires, in-depth interviews, and direct observations, allowing it to cope with the particular requirements of the studies. This approach gives the researcher full manipulate over the records era manner and the great of the information received. 
	Secondary data involves the use of present facts that turned into at the beginning collected by means of different researchers or companies for an exceptional purpose. Secondary data sources typically consist of government reviews, organization annual statistics, instructional journals, and textbooks. Secondary data plays an important function in providing the necessary heritage context to bolster the theoretical framework of a thesis.
Collection data for this research in two main ways: primary and secondary sources. For the primary data, structured questionnaires with five-point Likert scale are distributed into the respondents. Secondary data are gathered from Thein Than San Home Improvement Center’s own documents, like operational records and HR records, academic journals, and others relevant research papers. By mixing these internal sources with academic work, looking to tie real-world sustainable marketing practices together with established theory—covering not just the economic side, but also the social and environmental impacts in Myanmar’s construction industry.

[bookmark: _Toc227801284][bookmark: _Toc227806894][bookmark: _Toc227838393]3.4 	Data Analysis Method
	To keep this research solid, using a clear, step-by-step approach to crunch the numbers and see how sustainable practices shape corporate brand positioning at Thein Than San Home Improvement Center. Firstly, Cronbach’s Alpha test is used to make sure the survey questions all fit together well and actually measure what they should. After that, descriptive statistics including means, frequencies, percentages— are used to describe the demographic profile of the respondents and the perception on sustainability practices—sustainable marketing, economic sustainability, social sustainability, and environmental sustainability—and corporate brand positioning. Multiple regression analysis is used to find the relationship between sustainability practices and corporate brand positioning.

[bookmark: _Toc227801285][bookmark: _Toc227806895][bookmark: _Toc227838394]3.4.1	Reliability Test
Reliability test is a fundamental criterion for assessing the quality of a research instrument, specifically concerning its consistency and stability over time (Hair et al., 2023). In quantitative research, a measurement is considered reliable if it yields the same results under consistent conditions. Reliability refers to the extent to which the data collection techniques or analysis procedures will yield consistent findings. If a research tool is plagued by random error, the findings cannot be trusted to represent the true state of the phenomenon. 
To mitigate this, researchers frequently employ internal consistency reliability, which is most commonly measured via Cronbach’s Alpha. Hair et al. (2023) stated that an alpha coefficient of 0.70 or higher is generally accepted as the threshold for an instrument to be deemed reliable, indicating that the items within a scale are effectively measuring the same underlying construct. 
Furthermore, ensuring reliability is not merely a technical requirement but a prerequisite for the validity of the entire study. Reliability serves as the "anchor" of empirical research; without a reliable scale, any subsequent statistical tests, such as correlation or regression, are rendered mathematically meaningless. The process of testing reliability allows the researcher to identify and remove "noise" or poorly phrased questions that might confuse respondents. 
By conducting these tests, the researcher demonstrates a commitment to methodological rigor, ensuring that the evidence gathered is a true reflection of the variables being studied. Consequently, in any professional thesis, the reporting of reliability coefficients is a mandatory step that precedes the interpretation of data, providing the necessary assurance that the results are not a product of chance or measurement error.

[bookmark: _Toc227801286][bookmark: _Toc227806896][bookmark: _Toc227838395]3.4.2 	Descriptive Statistics 
Before moving into complex inferential testing, a researcher must first organize and simplify the raw data using descriptive statistics. This method provides a clear and concise summary of the sample and the measures, forming the basis of virtually every quantitative analysis of data. Descriptive statistics enable the researcher to describe and compare variables numerically, focusing on the central tendency and the dispersion of the data. 
Measures of central tendency, including the mean (average), median (middle point), and mode (most frequent value), allow the researcher to identify the "typical" response within the dataset. Meanwhile, measures of dispersion, such as standard deviation and variance, provide insight into how spread out the responses are, indicating the level of consensus or diversity among the research participants. Beyond simple averages, descriptive statistics play a vital role in cleaning and preparing the data for further analysis. Frequency distributions and percentages are essential for profiling the demographic characteristics of the respondents, such as age, gender, or professional background. This contextualization is critical because it allows the reader to understand the specific "who" behind the data points. 
Descriptive statistics also serve as a diagnostic tool to identify outliers or missing data that could potentially skew the results of more advanced statistical tests. By presenting data through well-structured tables, bar charts, and pie graphs, the researcher transforms a chaotic mass of numbers into a coherent narrative. Therefore, descriptive statistics act as the essential bridge between raw empirical observation and high-level theoretical interpretation, ensuring that the sample's characteristics are transparent and systematically documented. 

[bookmark: _Toc227801287][bookmark: _Toc227806897][bookmark: _Toc227838396]3.4.3 	Regression Analysis
Regression Analysis is a sophisticated inferential statistical tool used to examine the relationship between a dependent variable and one or more independent variables. While correlation only identifies if a relationship exists, regression allows the researcher to model the nature of that relationship and predict outcomes. 
Regression analysis is used to find out the extent to which one or more independent variables explain the variation in a dependent variable. This is particularly valuable in explanatory research designs where the objective is to determine "cause-and-effect" dynamics. By calculating the regression coefficient, the researcher can determine the specific impact of a predictor.
In the context of this study, multiple regression analysis is often preferred as it allows for the simultaneous examination of several predictors. Multiple regression provides a more realistic view of the world because business outcomes are rarely influenced by a single factor in isolation. 
Furthermore, the coefficient of determination (R-squared) serves as a critical indicator of the model's overall explanatory power, telling the researcher what percentage of the variance in the dependent variable is accounted for by the chosen model. The significance of the "p-value" in regression results is what allows the researcher to either accept or reject the research hypotheses with statistical confidence. 
Ultimately, regression analysis empowers the researcher to move beyond mere observation toward scientific prediction, providing the empirical weight necessary to justify strategic recommendations and contribute to the existing body of academic knowledge.

[bookmark: _Toc227801288][bookmark: _Toc227806898][bookmark: _Toc227838397]3.5 	Ethical Consideration        
Ethical considerations form the moral foundation of any academic inquiry, ensuring that the rights, privacy, and well-being of research participants are protected throughout the study. Ethics in business research refers to the standards of behavior that guide the researcher's conduct in relation to the rights of those who become the subject of the work or are affected by it. A primary requirement is obtaining Informed Consent, which ensures that participants are fully aware of the research purpose, their role, and their right to withdraw at any time without penalty. Researchers must provide a clear explanation of the study to participants, ensuring that participation is entirely voluntary and free from any form of coercion. This transparency is essential for maintaining the integrity of the data and the professional reputation of the researcher.
Furthermore, the principles of Anonymity and Confidentiality are strictly maintained to protect the identity of the respondents. Safeguarding participant data is not only a legal requirement under data protection regulations but also a fundamental ethical duty to prevent any potential harm or professional repercussions for the individuals involved. 
In this study, all collected data is anonymized, and personal identifiers are removed to ensure that responses cannot be traced back to specific individuals. Additionally, the researcher must adhere to the principle of non-Maleficence, ensuring that the research design does not cause physical, psychological, or emotional distress to participants. Ethical responsibility also extends to the reporting phase, where the researcher must avoid any form of data fabrication, falsification, or plagiarism, ensuring that the findings are reported honestly and accurately. By adhering to these rigorous ethical standards, the study ensures a balance between the pursuit of scientific knowledge and the protection of human rights.


[bookmark: _Toc227801289][bookmark: _Toc227806899][bookmark: _Toc227838398]CHAPTER IV
[bookmark: _Toc227801290][bookmark: _Toc227806900][bookmark: _Toc227838399]ANALYSIS ON THE IMPACT OF SUSTAINABILITY PRACTICES ON CORPORATE BRAND POSITIONING OF THEIN THAN SAN HOME IMPROVEMENT BUSINESS

This chapter presents the empirical results and analysis of the data collected from the research survey. It begins with descriptive statistics to summarize respondents’ demographics, followed by reliability analysis to ensure internal consistency. Descriptive statistics is used to describe the respondent perception on sustainability practices and corporate brand positioning. Finally, regression analysis is conducted to examine the impact of sustainability practices on corporate brand positioning.

[bookmark: _Toc227801291][bookmark: _Toc227806901][bookmark: _Toc227838400]4.1	Demographic Characteristics of Respondents
The primary objective of this section is to present a comprehensive profile of the respondents who participated in this research. Understanding the demographic background is crucial as it provides a foundational context for interpreting the subsequent findings related to sustainability practices and corporate brand positioning. For this study, data was collected from 154 respondents using a structured questionnaire. The demographic variables are analyzed including gender, age, marital status, educational level, occupation and monthly income. This multi-dimensional profile ensures that the research captures diverse perspectives across different segments of the consumer base for Thein Than San Home Improvement Business.

[bookmark: _Toc227801292][bookmark: _Toc227806902][bookmark: _Toc227838401]4.1.1 	Gender of the Respondents
This section illustrates the gender composition of the survey participants. The data reveals a distribution between male and female respondents, providing a balanced perspective for the study. Analyzing gender is essential as it influences consumer perceptions of sustainability and purchasing behavior within the home improvement sector. This demographic breakdown ensures that the research findings account for gender-specific insights regarding the firm’s brand positioning and environmental initiatives.


[bookmark: _Toc227518188][bookmark: _Toc227595929][bookmark: _Toc227801293][bookmark: _Toc227806903]
Table (4.1) Gender Statistics
	Sr. No.
	Gender
	No. of Respondents
	Percentage

	1.
	Male
	84
	54.5

	2.
	Female
	70
	45.5

	Total
	154
	100.0


Source: Survey Data (March, 2026)

Table (4.1) illustrates the gender distribution of the 154 respondents who participated in this study. The findings show that 84 participants (54.5%) are male, while 70 participants (45.5%) are female. This data indicates a predominant male participation in the survey. Understanding this gender breakdown is crucial for analyzing how different consumer segments perceive the sustainability practices and brand positioning of Thein Than San Home Improvement Business within the Myanmar construction retail sector.

[bookmark: _Toc227801294][bookmark: _Toc227806904][bookmark: _Toc227838402]4.1.2 	Marital Status of the Respondents
This section examines the marital status of the participants to understand the demographic diversity of the customer base. The study analyzes how household structures influence perceptions of sustainability and brand positioning. 

[bookmark: _Toc227801295][bookmark: _Toc227806905]Table (4.2) Marital Status Statistics
	Sr. No. 
	Marital Status
	No. of Respondents
	Percentage

	1.
	Single
	100
	64.9

	2.
	Married
	54
	35.1

	Total
	154
	100.0


Source: Survey Data (March, 2026)

[bookmark: _Toc227801296][bookmark: _Toc227806906][bookmark: _Toc227838403]According to Table 4.2, out of 154 respondents, 100 (64.9%) are single, while 54 (35.1%) are married. This data indicates that the majority of the survey participants are single individuals, providing key insights into their specific consumer preferences.

4.1.3 	Age of the Respondents
This section explores the age demographics of the participants to identify the primary generational segments of the customer base. By analyzing different age groups, the study evaluates how age shows the awareness and importance placed on sustainable business practices. Understanding this distribution is essential for tailoring brand positioning strategies that resonate with specific age-related consumer values and behaviors.

[bookmark: _Toc227801297][bookmark: _Toc227806907]Table (4.3) Age Satistics
	[bookmark: _Hlk67782536]Sr. No.
	Age (Years)
	No. of Respondents
	Percentage

	[bookmark: _Hlk68726262]1.
	25 years and below
	31
	20.1

	2.
	26-35 years
	42
	27.3

	3.
	36-45 years
	38
	24.7

	4.
	46-55 years
	29
	18.8

	5.
	Above 55
	14
	9.1

	Total
	154
	100.0


Source: Survey Data (March, 2026)

According to Table (4.3), the largest group of respondents falls within the 26-35 years category, representing 27.3% (42 individuals) of the total sample. This is followed by the 36-45 years group at 24.7% (38 individuals) and the 25 years and below group at 20.1% (31 individuals). Respondents aged 46-55 years account for 18.8% (29 individuals), while those above 55 years make up the remaining 9.1% (14 individuals). These findings indicate a diverse age spread, with a significant concentration of young to middle-aged professionals who are likely key decision-makers in home improvement investments.

[bookmark: _Toc227801298][bookmark: _Toc227806908][bookmark: _Toc227838404]4.1.4	Education Level of the Respondents
These figures indicate that a significant majority of the participants are degree holders, which suggests a higher potential for understanding and valuing sustainable corporate brand positioning.


[bookmark: _Toc227801299][bookmark: _Toc227806909]Table (4.4) Education Level Statistics
	[bookmark: _Hlk67827688]Sr. No.
	Education Level
	No. of Respondents
	Percentage

	1.
	High School
	33
	21.4

	2.
	Undergraduate
	15
	9.7

	3
	Bachelor
	71
	46.1

	4
	Master
	28
	18.2

	5
	PhD
	7
	4.5

	Total
	154
	100.0


[bookmark: _Hlk212108564][bookmark: _Hlk195815716]Source: Survey Data (March, 2026)

According to Table (4.4), the educational profile of the respondents shows that 46.1% (71 individuals) hold a Bachelor’s Degree, making it the largest group. This is followed by High School graduates at 21.4% (33 individuals) and Master’s Degree holders at 18.2% (28 individuals). Respondents with an Undergraduate level account for 9.7% (15 individuals), while the remaining 4.5% (7 individuals) possess a PhD. 

[bookmark: _Toc227801300][bookmark: _Toc227806910][bookmark: _Toc227838405]4.1.5	Occupation of the Respondents
This section identifies the professional backgrounds of the respondents to understand the economic diversity within the target market. By analyzing various occupational sectors, the study evaluates how professional environments and roles influence consumers' engagement with sustainable home improvement practices. This classification helps in determining which professional groups are most aligned with the firm's brand positioning.
[bookmark: _Toc227801301][bookmark: _Toc227806911]Table (4.5) Occupation
	Sr. No.
	Occupation
	No. of Respondents
	Percentage

	1.
	Company Staff
	29
	18.8

	2.
	Government Staff
	24
	15.6

	3.
	Business Owner
	24
	15.6

	4.
	Dependent
	16
	10.4

	5.
	Student
	15
	9.7

	6.
	Others
	46
	29.9

	Total
	154
	100.0


Source: Survey Data (March, 2026)
According to Table (4.5), the largest group of respondents consists of others at 29.9% (46 individuals), followed by company staff at 18.8% (29 individuals). Both government staff and business owners each represent 15.6% (24 individuals) of the sample. Additionally, dependents account for 10.4% (16 individuals), while Students make up the remaining 9.7% (15 individuals) of the total 154 respondents.

[bookmark: _Toc227801302][bookmark: _Toc227806912][bookmark: _Toc227838406]4.1.6	Monthly Salary of the Respondents
This section evaluates the monthly income levels of the respondents to determine the purchasing power within the target market. By analyzing income distribution, the study assesses how financial capacity correlates with consumer preferences for sustainable and premium brand positioning. Understanding these economic brackets is essential for developing pricing and marketing strategies that align with the financial realities of the construction retail sector.

[bookmark: _Toc227801303][bookmark: _Toc227806913]Table (4.6) Monthly Salary Statistics
	Sr. No.
	Monthly Salary (Kyats)
	No. of Respondents
	Percentage

	1.
	Less than 300,000
	50
	32.5

	2.
	300,001 – 600,000
	19
	12.3

	3
	600,001 – 900,000
	58
	37.7

	4
	900,001 – 1,200,000
	11
	7.1

	5
	1,200,001 – 1,500,000
	2
	1.3

	6
	Above 1,500,000
	14
	9.1

	Total
	154
	100.0


Source: Survey Data (March, 2026)

According to Table 4.6, the largest group of respondents earns 600,001 – 900,000 Kyats, accounting for 37.7% (58 individuals). This is followed by those earning Less than 300,000 Kyats at 32.5% (50 individuals) and the 300,001 – 600,000 Kyats bracket at 12.3% (19 individuals). Additionally, 9.1% (14 individuals) earn Above 1,500,000 Kyats, while 7.1% (11 individuals) fall within the 900,001 – 1,200,000 Kyats range, with the remaining 1.3% (2 individuals) earning between 1,200,001 and 1,500,000 Kyats.

[bookmark: _Toc227801304][bookmark: _Toc227806914][bookmark: _Toc227838407]4.2 	Reliability Analysis of the Variables 
To evaluate the internal consistency and stability of the research instrument, a reliability test was conducted using Cronbach’s Alpha coefficients. The detailed findings of this analysis are presented in Table (4.7).

[bookmark: _Toc227801305][bookmark: _Toc227806915]Table (4.7) Reliability Analysis of the Variables
	[bookmark: _Hlk71229549]Sr. No.
	Variables
	No. of item
	Cronbach Alpha

	1
	Sustainable Marketing
	5
	.949

	2
	Economic Sustainability
	5
	.952

	3
	Social Sustainability
	5
	.966

	4
	Environmental Sustainability
	5
	.965

	5
	Corporate Brand Positioning
	5
	.946


Source: Survey Data (March, 2026)

To ensure the internal consistency of the measurement scales, Cronbach’s alpha coefficients were calculated for each construct. According to academic standards, a Cronbach’s alpha value exceeding 0.70 indicates a high level of reliability and internal consistency for the variables being studied. In this research, all variables demonstrated exceptionally strong alpha values, ranging from 0.946 to 0.966. Consequently, the results confirm that the survey instruments are highly reliable and suitable for further statistical analysis.

[bookmark: _Toc227801306][bookmark: _Toc227806916][bookmark: _Toc227838408]4.3 	Descriptive Analysis of Sustainability Practices and Corporate Brand Positioning
This section presents a descriptive analysis of the respondents' perceptions regarding sustainability practices and corporate brand positioning. By utilizing descriptive statistics, including mean scores and standard deviations, the study evaluates how participants perceive the economic, social, environmental, and marketing dimensions of sustainability at Thein Than San. These statistical measures provide a comprehensive overview of the data distribution, identifying key trends and highlighting the specific sustainable initiatives that most significantly influence the firm's brand standing in the competitive home improvement market.
[bookmark: _Toc227801307][bookmark: _Toc227806917][bookmark: _Toc227838409]4.3.1	Sustainable Marketing
It examines the respondents' perceptions regarding sustainable marketing through five key indicators. By analyzing the descriptive statistics for these five items, the study identifies respondent perception on sustainable marketing.

[bookmark: _Toc227801308][bookmark: _Toc227806918]Table (4.8) Descriptive Analysis of Sustainable Marketing
	[bookmark: _Hlk69849084]Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	Thein Than San provides complete and honest information about the environmental benefits of its products.
	4.14
	.671

	2
	The firm utilizes marketing communication to promote sustainable consumption habits.
	4.18
	.661

	3
	Thein Than San’s brand image is strongly associated with environmental sustainability.
	4.17
	.614

	4
	The business prioritizes digital marketing over printed materials to minimize resource waste.
	4.19
	.658

	5
	The price of the products reflects the ethical and sustainable value of the brand.
	4.18
	.671

	Overall Mean
	4.17
	


Source: Survey Data (March, 2026)

The descriptive analysis for sustainable marketing practices is summarized in Table (4.8). The results indicate that most respondents "Agree" with the firm’s initiatives, as evidenced by individual item mean scores ranging from 4.14 to 4.19. Specifically, the highest level of agreement was observed in the firm’s commitment to promoting eco-friendly products. Overall, the variable achieved a high total mean score of 4.17, suggesting that customers strongly perceive the sustainable marketing efforts of Thein Than San as effective and credible.

[bookmark: _Toc227801309][bookmark: _Toc227806919][bookmark: _Toc227838410]4.3.2	Economic Sustainability
This section explores the respondents' perspectives on economic sustainability practices through five specific indicators. This analysis focuses on how the business balances profitability with long-term economic value, such as cost efficiency and financial stability. By examining these five items, the study assesses economic sustainability for the firm’s operational resilience and its overall corporate brand positioning.

[bookmark: _Toc227801310][bookmark: _Toc227806920]Table (4.9) Descriptive Analysis of Economic Sustainability
	[bookmark: _Hlk71229115]Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	The firm maintains a strong financial performance while investing in sustainable initiatives.
	4.08
	.714

	2
	Thein Than San focuses on reducing operational costs through energy and resource efficiency.
	4.20
	.598

	3
	The business model supports long-term economic growth and financial stability.
	4.09
	.689

	4
	Thein Than San prioritizes local procurement to support the local economic ecosystem.
	4.12
	.619

	5
	The firm invests in innovation that leads to sustainable economic advantage.
	4.11
	.691

	Overall Mean
	4.12
	


Source: Survey Data (March, 2026)

The descriptive statistics for economic sustainability practices are presented in Table (4.9). The findings reveal that respondents generally "Agree" with the firm’s economic initiatives, with individual mean scores ranging from 4.08 to 4.20. The highest level of agreement was recorded for the firm’s efficiency in resource management and cost reduction. Overall, this variable achieved a significant mean score of 4.12. This high average confirms that customers recognize and value the economic stability and operational efficiency of Thein Than San, which positively reinforces its corporate brand positioning.

[bookmark: _Toc227801311][bookmark: _Toc227806921][bookmark: _Toc227838411]4.3.3	Social Sustainability
This section evaluates respondents' perception of social sustainability practices through five critical indicators. This analysis examines the firm’s commitment to community engagement, employee welfare, and ethical labor practices. By assessing these five items, the study measures how social responsibility initiatives contribute to the overall brand reputation and influence customer perceptions of Thein Than San’s corporate values.
[bookmark: _Toc227801312][bookmark: _Toc227806922]Table (4.10) Descriptive Analysis of Social Sustainability
	[bookmark: _Hlk71229255]Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	Thein Than San provides a safe and healthy working environment for its employees.
	4.24
	.595

	2
	The firm ensures diversity and equal opportunity in its recruitment and promotion processes.
	4.28
	.542

	3
	The business provides regular training and development programs for staff skills enhancement.
	4.21
	.544

	4
	Thein Than San supports community development projects and social welfare activities.
	4.25
	.552

	5
	The firm respects human rights and maintains ethical labor practices in its operations.
	4.22
	.586

	Overall Mean
	4.24
	


Source: Survey Data (March, 2026)

The descriptive analysis of social sustainability is presented in Table 4.10. The results indicate that respondents generally "Agree" with the firm’s social commitment, with individual mean scores for the five items ranging from 4.21 to 4.28. Specifically, the highest level of agreement was recorded for the firm ensuring diversity and equal opportunity in its recruitment and promotion processes (Mean 4.28). Overall, this variable achieved a significant total mean score of 4.24. These findings suggest that customers strongly value the ethical labor practices and social responsibility initiatives of Thein Than San, which positively contributes to its corporate brand positioning.

[bookmark: _Toc227801313][bookmark: _Toc227806923][bookmark: _Toc227838412]4.3.4	Environmental Sustainability
This section evaluates respondents' perception on environmental sustainability practices through five specific criteria. This analysis examines the firm’s commitment to ecological preservation, waste reduction, and resource efficiency. By assessing these five indicators, the study identifies how environmental initiatives influence consumer perceptions and contribute to the overall corporate brand positioning of Thein Than San within the industry.
[bookmark: _Toc227801314][bookmark: _Toc227806924]
Table (4.11) Descriptive Analysis of Environmental Sustainability
	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	Thein Than San has a formal policy to reduce energy and water consumption.
	4.30
	.687

	2
	The firm implements waste management systems to reduce, reuse, and recycle materials.
	4.38
	.584

	3
	Thein Than San monitors and aims to reduce its carbon footprint in logistics and operations.
	4.24
	.696

	4
	Thein Than San uses environmentally friendly packaging for all its products.
	4.40
	.529

	5
	The firm complies with international environmental standards and regulations.
	4.33
	.667

	Overall Mean
	4.33
	


Source: Survey Data (March, 2026)

The descriptive analysis for environmental sustainability is detailed in Table 4.11. The findings reveal that respondents generally "Agree" with the firm’s ecological initiatives, with individual mean scores ranging from 4.24 to 4.40. The highest level of agreement was observed in the use of environmentally friendly packaging (Mean 4.40), followed by the implementation of waste management systems (Mean 4.38). Overall, the variable achieved a high total mean score of 4.33. This indicates that customers strongly recognize and support the green practices of Thein Than San, significantly enhancing its corporate brand positioning through environmental responsibility.

[bookmark: _Toc227801315][bookmark: _Toc227806925][bookmark: _Toc227838413]4.3.5	Corporate Brand Positioning
This section evaluates the respondents' perceptions of corporate brand positioning through five key strategic indicators. This analysis focuses on how effectively the firm differentiates itself in the market and maintains a competitive image. By examining these five items, the study identifies the strength of the brand's identity and its success in establishing a distinct presence in the minds of consumers.

[bookmark: _Toc227801316][bookmark: _Toc227806926]

Table (4.12) Descriptive Ananlysis of Corporate Brand Positioning
	Sr. No.
	Statements
	Mean Value
	Std.
Deviation

	1
	Thein Than San is perceived as a leader in sustainability within its industry.
	4.39
	.660

	2
	The brand’s identity of Thein Than San is clearly distinguished from its competitors based on its sustainable values.
	4.45
	.627

	3
	We perceive the brand as highly reliable and trustworthy.
	4.45
	.524

	4
	Thein Than San’s brand is consistently positioned as an environmentally and socially responsible entity.
	4.47
	.607

	5
	Thein Than San’s brand offers unique value that justifies its market position.
	4.59
	.519

	Overall Mean
	4.47
	


Source: Survey Data (March, 2026)

The descriptive statistics for corporate brand positioning are summarized in Table (4.12). The findings indicate that respondents generally "Agree" with the firm’s positioning strategies, with individual mean scores for the five items ranging from 4.39 to 4.59. Specifically, the highest level of agreement was observed in the statement that the brand offers unique value that justifies its market position (Mean 4.59). Overall, the variable achieved a remarkably high total mean score of 4.47. These results suggest that Thein Than San has successfully established a strong, reliable, and socially responsible brand identity that effectively differentiates it from competitors.

[bookmark: _Toc227801317][bookmark: _Toc227806927][bookmark: _Toc227838414]4.4 	Multiple Regression Analysis on the Impact of Sustainability Practices on Corporate Brand Positioning
The regression analysis was conducted to evaluate the relationship between sustainability practices (independent variables) and corporate brand positioning (the dependent variable).
[bookmark: _Toc227801318][bookmark: _Toc227806928]

Table (4.13) Model Summary
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.884a
	.782
	.776
	.25354

	a. Predictors: (Constant), Environmental Sustainability, Economic Sustainability, Social Sustainability, Sustainable Marketing


Source: Survey Data (March, 2026)

According to the results presented in Table (4.13), the Multiple Correlation Coefficient (R) is .884, which signifies a very strong and positive relationship between the predictor variables and the outcome. This high correlation suggests that the combined sustainability dimensions are closely aligned with the brand's positioning strategy.
The R Square value is .782, supported by an Adjusted R Square of .776. This indicates that 78.2% of the variance in corporate brand positioning can be explained by the four sustainability practices: sustainable marketing, environmental responsibility, social sustainability and economic sustainability. In academic research, an R Square value of this magnitude is considered highly significant, representing a robust and effective model where the independent variables provide a comprehensive explanation of the dependent variable. Essentially, the closer the R Square is to 1.0, the better the model fits the data; thus, this result confirms the powerful impact of sustainability on the firm's brand presence. The remaining 21.8% of the variation is attributed to other external factors not included in this study. Furthermore, the Standard Error of the Estimate is .25354, indicating a high level of precision in the model's predictions.

[bookmark: _Toc227801319][bookmark: _Toc227806929]Table (4.14) ANOVA
	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	34.305
	4
	8.576
	133.418
	.000b

	
	Residual
	9.578
	149
	.064
	
	

	
	Total
	43.883
	153
	
	
	

	a. Dependent Variable: Corporate Brand Positioning

	b. Predictors: (Constant), Environmental Sustainability, Economic Sustainability, Social Sustainability, Sustainable Marketing


Source: Survey Data (March, 2026)

The ANOVA analysis was conducted to determine the statistical significance and overall fit of the research model. According to the results presented in Table 4.14, the Significant value (p-value) is .000, which is substantially lower than the standard threshold of 0.05. This result indicates that the regression model is highly significant and statistically valid for this research.
In statistical terms, a p-value of .000 signifies that the relationship between the independent variables (sustainable marketing, environmental responsibility, social sustainability and economic sustainability) and the dependent variable (corporate brand positioning) did not occur by chance. Since the significance level is well below 0.05, it can be concluded that the conceptual framework and the proposed model are reliable and provide a solid foundation for managerial decision-making within the business. This outcome confirms that sustainability practices have a significant impact on the corporate brand positioning of Thein Than San Home Improvement Business. Furthermore, the F-statistic results support the overall effectiveness of the model, proving that the combined predictors are significant in explaining the variance in the dependent variable. Therefore, this model is deemed appropriate and applicable for analyzing strategic improvements in the home improvement sector.

[bookmark: _Toc227801320][bookmark: _Toc227806930]Table (4.15) Coefficient
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	-.207
	.232
	
	-.892
	.374

	
	Sustainable Marketing
	.262
	.068
	.292
	3.870
	.000

	
	Economic Sustainability
	.381
	.043
	.433
	8.961
	.000

	
	Social Sustainability
	.192
	.062
	.190
	3.116
	.002

	
	Environmental Sustainability
	.276
	.062
	.307
	4.477
	.000

	a. Dependent Variable: Corporate Brand Positioning


	
	Regression equation of this study is
Corporate Brand Positioning = -.207 + .262 Sustainable Marketing + .381 Economic Sustainability + .192 Social Sustainability + .276 Environmental Sustainability

The regression coefficients analysis was performed to identify the individual contribution of each independent variable toward corporate brand positioning. According to the statistical results presented in Table 4.15, the significance of each factor is determined by the p-value (Sig.), where a value less than the alpha level of 0.05 indicates a statistically significant impact on the dependent variable.
Based on the analysis, it is observed that all the sustainability practices exert a significant impact on corporate brand positioning. Specifically, economic sustainability (p = .000), environmental sustainability (p = .000), social sustainability (p = .057) and sustainable marketing (p = .000) all demonstrate p-values well below the 0.05 threshold. This confirms that these four dimensions are critical drivers in shaping and strengthening the brand image of Thein Than San Home Improvement Business. 
Among the significant predictors, economic sustainability carries the highest Standardized Beta Coefficient (.381), making it the most influential factor in enhancing brand positioning. This is followed by environmental sustainability (.276), sustainable marketing (.262) and social responsibility (.192). These findings imply that the firm’s focus on sustainable practices, sustainable marketing, environmental responsibility, social sustainability and economic sustainability, have a direct and powerful effect on how consumers perceive the brand. Consequently, prioritizing these three significant areas will allow the business to achieve a more competitive and sustainable brand position in the market.


CHAPTER V
CONCLUSION

This final chapter synthesizes the research findings to evaluate the impact of sustainability practices on the corporate brand positioning of Thein Than San Home Improvement Business. To ensure empirical rigor, primary data were systematically gathered from 250 respondents within the home improvement sector and analyzed using SPSS to measure the influence. The study highlights that economic and environmental sustainability are the most significant factors driving brand strength and consumer trust. This chapter provides a summary of these key results, followed by a discussion of their practical implications. 
Furthermore, strategic recommendations are offered on how integrating sustainable marketing and modern technological innovations can foster long-term competitive advantage. Finally, the study acknowledges its limitations and suggests directions for future research, serving as a strategic roadmap for achieving resilient and responsible business growth in the evolving market landscape.

[bookmark: _Toc227801323][bookmark: _Toc227806933][bookmark: _Toc227838417]5.1	Findings and Discussions
The demographic analysis of the participants reveals significant insights into the consumer base of the home improvement and construction material sector in Myanmar. Regarding the gender distribution, the study observed a predominant participation of male respondents. This trend suggests that within the local context, men continue to play a primary role in decision-making processes related to construction, structural renovations, and the procurement of heavy building materials. However, the notable presence of female respondents indicates an evolving market dynamic where women are increasingly involved in aesthetic enhancements, interior design choices, and sustainable home management decisions. This gender diversity among respondents underscores the necessity for businesses like Thein Than San to adopt inclusive marketing strategies that appeal to both traditional primary decision-makers and the growing segment of influence-oriented female consumers who prioritize long-term household sustainability and environmental ethics.
In terms of the age distribution among the survey participants, the findings indicate a concentrated representation within the middle-aged professional bracket, which constitutes the largest segment of the sample. This majority suggests that individuals in their prime career years are the most active consumers in the home improvement market, likely driven by their financial stability and the life stage associated with home ownership or property investment. Conversely, the study identified that both the youngest and the eldest age categories represent the minority of the respondent pool. The lower participation rate among the younger generation may be attributed to a lack of immediate property ownership or limited purchasing power, while the minimal representation of the elderly might reflect a shift in household management responsibilities toward younger family members. This age-related disparity highlights a critical opportunity for the brand to tailor its sustainability messaging specifically toward the dominant middle-aged group, who possess both the capability and the interest to invest in high-quality, eco-friendly construction materials that ensure the longevity of their residential assets.
The comprehensive analysis of the overall mean scores reveals an unexpected trend regarding consumer perceptions of the current sustainability initiatives implemented by the business. While the theoretical framework emphasizes the positive impact of the Triple Bottom Line, the empirical evidence suggests that a significant portion of the respondents expressed a level of disagreement regarding the effectiveness and visibility of these practices. This general sentiment of disagreement indicates a perceived gap between the firm’s stated sustainability goals and the actual value experienced by the customers. Such findings imply that the current efforts in sustainable marketing and social responsibility may not be reaching the consumers effectively, or perhaps the initiatives lack the depth required to influence brand loyalty positively. This collective skepticism underscores a critical challenge for the organization, as the lack of favorable consensus among the target audience could potentially hinder the brand’s ability to differentiate itself as an ethically driven leader in the construction material market.
Furthermore, the deeper investigation into specific variables such as environmental and social sustainability reflects a consistent pattern of dissatisfaction or disagreement among the participants. The respondents indicated that the brand's commitment to eco-friendly operations and community-centric initiatives does not yet meet their expectations for a modern, sustainable enterprise. This disagreement may stem from a lack of transparent communication regarding the origin of materials or the specific environmental benefits of the products offered. When consumers fail to perceive a tangible commitment to sustainability, their trust in the corporate brand positioning diminishes, leading to the unfavorable mean scores observed in the data analysis. This scenario highlights the urgent need for the business to move beyond superficial sustainability claims and instead focus on measurable, high-impact practices that resonate with the values of the contemporary consumer. Addressing this widespread disagreement will require a strategic overhaul of how sustainable value is created and communicated to ensure it aligns with the high standards expected by the public.
The second objective of this research aimed to evaluate the extent to which various sustainability dimensions influence the corporate brand positioning of the business. The results of the multiple regression analysis provide critical insights into which factors serve as the primary drivers of brand perception and which elements do not currently yield a statistically significant impact. Among the variables examined, the study found that all the sustainability practices measured—specifically sustainable marketing, environmental responsibility, social sustainability and economic sustainability —exert a substantial and positive influence on the firm’s positioning in the market. These findings indicate that when the business prioritizes financial stability alongside ecological preservation and ethical communication, it successfully strengthens its competitive identity in the minds of consumers.
In identifying the most influential factor, the analysis clearly demonstrates that economic sustainability emerges as the strongest predictor of corporate brand positioning. This indicates that for consumers in the construction and home improvement sector, the perceived stability, fair pricing, and long-term viability of the business are the most critical determinants of brand strength. Follow the economic factors, environmental initiatives and sustainable marketing were also identified as significant contributors. This implies that while corporate brand positioning is paramount, consumers also place a high value on the brand’s commitment to reducing waste and its transparency in communicating ethical business practices, further solidifying its position as a responsible market leader.
Additionally, the study revealed that social sustainability currently possesses a statistically significant impact on the brand positioning of the enterprise. Despite the theoretical importance of community engagement and social welfare, the empirical results suggest that these factors do not yet play a decisive role in how customers perceive the brand’s market standing. This impact may be attributed to a perceived disconnection between the firm’s social initiatives and its core business operations, or perhaps consumers do not yet associate social responsibility as a primary requirement for a construction material provider. This finding presents an important area for strategic reflection; while the business should continue its social contributions, it must understand that these efforts alone may yield immediate shifts in brand positioning unless they are more effectively integrated and communicated as part of the total brand value proposition. Understanding these varying degrees of impact allows the management to strategically allocate resources toward the most influential sustainability drivers to maximize brand equity.

[bookmark: _Toc227801324][bookmark: _Toc227806934][bookmark: _Toc227838418]5.2	Suggestions and Recommendations
Based on the descriptive analysis of the primary data, the study observes a clear distinction in how consumers perceive different dimensions of sustainability at Thein Than San Home Improvement Business. The variables related to economic sustainability and sustainable marketing reached a level of general agreement among respondents. This indicates that customers acknowledge the brand’s efforts in maintaining competitive pricing, ensuring product durability, and providing transparent communication regarding its business values. The agreement in these areas suggests that the current strategic focus on financial value and market presence is effectively resonating with the target audience. Consequently, it is recommended that the business continues to strengthen these pillars by further integrating loyalty programs and value-based messaging that reinforces the brand's position as a reliable and economically viable choice for homeowners.
In contrast, the study identified a noticeable level of disagreement or neutral-to-negative sentiment regarding environmental and social sustainability variables. Respondents expressed skepticism concerning the tangible environmental impact of the products and the depth of the firm’s community engagement. This disagreement highlights a critical gap between the organization’s internal sustainability goals and outward consumer perception. To address this, the business should transition from passive sustainability to active, visible initiatives. Specifically, recommendations include adopting eco-labeling for construction materials to provide clarity on environmental benefits and launching localized social responsibility projects that directly benefit the Thanlyin community. By transforming these "disagree" areas into transparent, action-oriented strategies, the brand can bridge the perception gap, ensuring that all dimensions of the Triple Bottom Line contribute equally to a robust and holistic corporate brand positioning.
Furthermore, sustainable marketing, environmental responsibility, social sustainability and economic sustainability have significant impact on corporate brand positioning. While customers appreciate the concept of reducing waste through digital visualization, the current implementation may feel distant or underutilized. It is recommended that the business enhances its digital interface to make these sustainable tools more user-friendly and central to the customer journey. By aligning these innovative practices with the areas where consumers already show agreement—such as economic value—the firm can create a synergy that elevates the brand above traditional competitors. Ultimately, addressing the variables that currently face disagreement will require a more authentic and evidence-based approach to sustainability communication, ensuring that every claim of environmental or social responsibility is backed by measurable actions that consumers can trust and support.
To optimize corporate brand positioning, the management should prioritize resources toward Economic Sustainability, which was identified as the most significant driver of brand strength. Since consumers currently demonstrate a high level of agreement regarding the firm’s financial reliability and pricing, the business must maintain this stability as its core competitive advantage. It is recommended to implement long-term value-based loyalty programs and transparent pricing structures that reinforce the brand's image as a dependable market leader. Continuous monitoring of market trends is essential to ensure that the economic value proposition remains superior to competitors.
Regarding environmental sustainability, while it shows a significant impact on brand positioning, the current mean scores indicate a level of disagreement among consumers. To bridge this gap, the business must move beyond basic compliance and adopt visible "green" initiatives. It is highly recommended to introduce eco-labeled products and provide clear documentation on the sustainable origins of construction materials. Since consumers are skeptical, the firm should actively promote the environmental benefits of its inventory through educational marketing, transforming this area from a point of contention into a distinctive brand asset.
For sustainable marketing, which also exerts a significant influence, the business should focus on maintaining the current positive momentum. The recommendation is to continue utilizing digital platforms to communicate corporate values, but with an added emphasis on authenticity. To strengthen the "Agree" status of this variable, the management should integrate storytelling that highlights the firm’s journey toward sustainability, ensuring that marketing claims are always backed by verifiable business practices to prevent "greenwashing" perceptions.
Lastly, social sustainability was found to have statistically significant impact on brand positioning in the regression model, and currently faces a "Disagree" level in consumer perception, it should not be neglected. The impact suggests that current social efforts are disconnected from the core brand identity. The business is advised to redesign its social responsibility framework to be more localized and visible within the Thanlyin community. By focusing on high-impact social projects such as community infrastructure support or local artisan partnerships the firm can eventually turn this non-significant variable into a meaningful contributor to long-term brand equity. Through these targeted improvements in "Disagree" areas and the consistent maintenance of "Agree" variables, the business can achieve a holistic and resilient market position.

[bookmark: _Toc227801325][bookmark: _Toc227806935][bookmark: _Toc227838419]5.3	Needs for Further Research
While this study has provided foundational insights into the impact of sustainability practices on corporate brand positioning, it is important to recognize that the findings are specific to a particular context. To enhance the generalizability and depth of knowledge in this field, future academic inquiries should consider the following directions:
This research focused exclusively on the home improvement and construction material industry, a sector characterized by high material consumption and physical infrastructure needs. However, the influence of sustainability practices—particularly the Triple Bottom Line framework—may manifest differently in other sectors. Future researchers are encouraged to explore industries such as hospitality, fast-moving consumer goods (FMCG), or the burgeoning technology sector in Myanmar. For instance, in the service industry, the "social" dimension of sustainability might carry more significant weight in brand positioning than it did in this construction-focused study. Comparative studies between the manufacturing and service sectors would offer a more nuanced understanding of how consumer expectations shift depending on the nature of the product or service provided.
The current study was geographically restricted to Thanlyin Township in Yangon, an area with specific socio-economic characteristics and a concentrated industrial presence. As a result, the findings reflect the attitudes of a localized consumer base. Future research should aim to include a more diverse geographical spread, encompassing other major urban centers such as Mandalay or Naypyidaw, as well as rural regions where consumer priorities may differ significantly. Investigating a wider demographic and regional cross-section would help determine if the "disagreement" levels regarding environmental and social sustainability are a nationwide trend or a localized sentiment. This expansion would provide a truly national perspective on the evolution of sustainable consumption in Myanmar.
Beyond sector and location, future studies could adopt longitudinal research designs to observe how brand positioning evolves over time as sustainability initiatives mature. Additionally, as this study touched upon the potential of AR and VR technologies, subsequent research could specifically measure the user adoption rates and psychological impacts of these digital tools on consumer trust. By integrating qualitative methods, such as in-depth interviews or focus groups, future researchers can uncover the "why" behind consumer skepticism, providing the necessary qualitative depth to complement the quantitative findings presented in this study. This multi-faceted approach will ensure that the discourse on sustainability in Myanmar continues to be both robust and relevant to the changing global economy.
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APPENDIX
[bookmark: _Toc227801329][bookmark: _Toc227806939][bookmark: _Toc227838423]Questionnaire


Respected Sir / Madam
I am pleased to inform you that I am a student at Swiss School of Business Research pursuing a degree in Master in Business Administration (MBA). As partial fulfillment of my degree, I am conducting research on “IMPACT OF SUSTAINABILITY PRACTICES ON CORPORATE BRAND POSITIONING OF THEIN THAN SAN HOME IMPROVEMENT BUSINESS”. I assure you that this is purely academic research and participation in this study is voluntary.
Please note that any information you give will be treated confidentially. Your assistance will be highly appreciated. Thank you for your cooperation.

Yours faithfully,
















“IMPACT OF SUSTAINABILITY PRACTICES ON CORPORATE BRAND POSITIONING OF THEIN THAN SAN HOME IMPROVEMENT BUSINESS”
[bookmark: _Toc227801330]Section (A)
[bookmark: _Toc227801331]Demographic Profile of Respondent

Please tick (√) the appropriate answer. 
Section A: Respondent Profile 
1. [bookmark: _Toc227801332]Gender 
· Male 
· Female

2. [bookmark: _Toc227801333]Marital Status 
· Single
· Married 

3. [bookmark: _Toc227801334]Age (Years)
· ≤ 25Years
· 26 -35Years 
· 36 -45 Years
· 46-55 years 
· Above 55 Years

4. Education Level 
· High School
· Under Graduate 
· Bachelor Degree
· Master Degree
· PhD Degree
· Others: Please Specify ----------------------------- 
 
[bookmark: _Toc227801336]

5. Occupation
· Company Staff
· Government Staff
· Business Owner
· Dependent
· Student
· Others		

6. [bookmark: _Toc227801337]Monthly Salary (Kyat)
· ≤ 300,000
· 300,001 – 600,000
· 600,001 – 900,000
· 900,001 – 1,200,000
· 1,200,001 – 1,500,000
· Over 1,500,000




[bookmark: _Toc227801338]

Section (B)
[bookmark: _Toc227801339]Sustainable Practices
Please indicial the responses that best fit your agreement or disagreement with each statement by ticking (√) only a box from the following interpretations of the scales:
Strongly Disagree	-	1 
Disagree	-	2   
Neutral		-	3                  
Agree	-	4
Strongly Agree	-	5 

1. [bookmark: _Toc227801340]Sustainable Marketing
	Sr. No.
	Statement
	1
	2
	3
	4
	5

	1
	Thein Than San provides complete and honest information about the environmental benefits of its products.
	
	
	
	
	

	2
	The firm utilizes marketing communication to promote sustainable consumption habits.
	
	
	
	
	

	3
	Thein Than San’s brand image is strongly associated with environmental sustainability.
	
	
	
	
	

	4
	The business prioritizes digital marketing over printed materials to minimize resource waste.
	
	
	
	
	

	5
	The price of the products reflects the ethical and sustainable value of the brand.
	
	
	
	
	



2. [bookmark: _Toc227801341] Economic Sustainability
	Sr. No.
	Statement
	1
	2
	3
	4
	5

	1
	The firm maintains a strong financial performance while investing in sustainable initiatives.
	
	
	
	
	

	2
	Thein Than San focuses on reducing operational costs through energy and resource efficiency.
	
	
	
	
	

	3
	The business model supports long-term economic growth and financial stability.
	
	
	
	
	

	4
	Thein Than San prioritizes local procurement to support the local economic ecosystem.
	
	
	
	
	

	5
	The firm invests in innovation that leads to sustainable economic advantage.
	
	
	
	
	



3. [bookmark: _Toc227801342]Social Sustainability
	Sr. No.
	Statement
	1
	2
	3
	4
	5

	1
	Thein Than San provides a safe and healthy working environment for its employees.
	
	
	
	
	

	2
	The firm ensures diversity and equal opportunity in its recruitment and promotion processes.
	
	
	
	
	

	3
	The business provides regular training and development programs for staff skills enhancement.
	
	
	
	
	

	4
	Thein Than San supports community development projects and social welfare activities.
	
	
	
	
	

	5
	The firm respects human rights and maintains ethical labor practices in its operations.
	
	
	
	
	



4. [bookmark: _Toc227801343]Environmental Sustainability
	Sr. No.
	Statement
	1
	2
	3
	4
	5

	1
	Thein Than San has a formal policy to reduce energy and water consumption.
	
	
	
	
	

	2
	The firm implements waste management systems to reduce, reuse, and recycle materials.
	
	
	
	
	

	3
	Thein Than San monitors and aims to reduce its carbon footprint in logistics and operations.
	
	
	
	
	

	4
	Thein Than San uses environmentally friendly packaging for all its products.
	
	
	
	
	

	5
	The firm complies with international environmental standards and regulations.
	
	
	
	
	



[bookmark: _Toc227801344]Section (C)
[bookmark: _Toc227801345]Corporate Brand Positioning
Please indicial the responses that best fit your agreement or disagreement with each statement by ticking (√) only a box from the following interpretations of the scales:
Strongly Disagree	-	1 
Disagree	-	2   
Neutral		-	3                  
Agree	-	4
Strongly Agree	-	5 

	Sr. No
	Statement
	1
	2
	3
	4
	5

	1
	Thein Than San is perceived as a leader in sustainability within its industry.
	
	
	
	
	

	2
	The brand’s identity of Thein Than San is clearly distinguished from its competitors based on its sustainable values.
	
	
	
	
	

	3
	We perceive the brand as highly reliable and trustworthy.
	
	
	
	
	

	4
	Thein Than San’s brand is consistently positioned as an environmentally and socially responsible entity.
	
	
	
	
	

	5
	Thein Than San’s brand offers unique value that justifies its market position.
	
	
	
	
	














[bookmark: _Toc227801346]APPENDIX (B)
SPSS Output


	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.884a
	.782
	.776
	.25354

	a. Predictors: (Constant), EN, ES, SS, SM




	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	34.305
	4
	8.576
	133.418
	.000b

	
	Residual
	9.578
	149
	.064
	
	

	
	Total
	43.883
	153
	
	
	

	a. Dependent Variable: CP

	b. Predictors: (Constant), EN, ES, SS, SM




	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	-.207
	.232
	
	-.892
	.374

	
	SM
	.262
	.068
	.292
	3.870
	.000

	
	ES
	.381
	.043
	.433
	8.961
	.000

	
	SS
	.192
	.062
	.190
	3.116
	.002

	
	EN
	.276
	.062
	.307
	4.477
	.000

	a. Dependent Variable: CP
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