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[bookmark: _Toc213283937]1. Introduction 
[bookmark: _Toc213283938]1.1 Research background
With the growing environmental pressure and the effects of the regulatory environment, sustainable consumption has emerged as a focal point of retail strategy. The grocery stores in the UK currently offer a wide range of so-called sustainable products as well as corporate promises (e.g., sustainable sourcing, reducing the use of plastics), but consumer buying behavior indicates that there is always an intention-behaviour gap: people may express their pro-environmental views, but they are not consistently willing to buy sustainable options (Carrington, Neville and Whitwell, 2014). The Co-operative Group (Co-op) is unique in the UK grocery market in terms of its explicit ethical stance, Fairtrade pledges; as such, it provides a convenient real-life situation to explore the interplay of sustainability messages, trust, price, and practical constraints in facilitating adoption. The recent reviews indicate that environmental concern and health, and price sensitivity, availability, and perceived greenwashing are still at the center of sustainable food purchase decisions (White et al., 2019; Nichifor et al., 2025). In addition, the economic environment after the COVID impacted by the economic high cost sensitivity and supply chain disruption might have shifted the willingness of consumers to buy sustainable products and a specific, up-to-date empirical investigation is needed.
[bookmark: _Toc213283939]1.2 Research aim
The aim of this study is to examine the drivers and barriers influencing UK consumers’ adoption of sustainable products, using Co-op as a case study, to generate actionable recommendations for improving uptake.
[bookmark: _Toc213283940]1.3 Research objectives 
· To measure UK consumers’ attitudes, awareness and environmental concern regarding sustainable products available at Co-op.
· To identify and quantify the principal drivers (e.g., values, trust, product attributes) that encourage purchase of sustainable products.
· To identify and quantify the main barriers (e.g., price sensitivity, availability, skepticism/greenwashing perceptions) that deter purchase.
· To propose evidence-based strategies for Co-op to increase consumer adoption of sustainable products, grounded in observed associations.

[bookmark: _Toc213283941]1.4 Research questions
· What are the main factors influencing UK consumers’ adoption of sustainable products at Co-op?
· What are the primary barriers that prevent consumers from purchasing sustainable alternatives?
· How do consumers perceive Co-op’s sustainability communication, credibility, and ethical image?
· What strategies could enhance consumer willingness to purchase sustainable products in the future?

[bookmark: _Toc213283942]2. Literature review 
[bookmark: _Toc213283943]2.1 Theoretical framework
The Theory of Planned Behaviour (TPB) provides a widely used, predictive framework for examining pro-environmental purchase intentions by proposing that attitudes toward the behaviour, subjective norms and perceived behavioural control jointly determine behavioural intentions which in turn predict behaviour (Ajzen, 1991). In the context of sustainable grocery purchases, TPB helps explain how consumers’ favourable attitudes to sustainability, perceived social pressure (for example community or family expectations) and a sense of control over purchasing (e.g., perceived availability and affordability of green products) combine to shape intention to buy sustainable items. Empirical extensions of TPB for green consumption often add constructs such as trust in environmental claims and perceived product efficacy because consumers evaluating sustainable products weigh both normative and instrumental considerations at the point of choice (Kamalanon et al., 2022). Complementary to TPB, the SHIFT framework synthesises a broad behavioural-change literature into five practical levers Social influence, Habit, Individual (identity and values), Feelings and Tangibility offering a design-oriented lens for retail interventions (White, Habib & Hardisty, 2019). Where TPB explains why intentions form, SHIFT identifies the mechanisms by which intentions can be converted into action through changes in choice architecture and messaging; combining TPB and SHIFT therefore enables this dissertation to both model antecedents of intention statistically and to generate targeted, evidence-based retailer interventions that address habitual and situational barriers at the point of purchase (Ajzen, 1991; White et al., 2019).
[bookmark: _Toc213283944]2.2 Drivers of sustainable grocery purchases
Research consistently identifies environmental concern, perceived product quality, retailer reputation and in-store visibility as recurrent positive drivers of green food purchases. Sudies show that consumers with stronger pro-environmental values are more likely to express intentions to buy sustainable products, although the strength of this relationship varies by product category and situational constraints (Joshi & Rahman, 2015). The relationship between environmental attitudes and purchase frequently goes through perceived functional benefits like high quality, health benefits or taste, since consumers trade between normatively driven motives and instrumentally relevant product cues (Chen, 2010). Similarly, the belief in retailer statements and existence of a valid third party certifications increases the likelihood of purchase due to lack of information asymmetry and doubt that genuine information serves true (Chen, 2010). Lastly, the practical drivers like convenient shelf placement, clear labelling and easy discoverability in store have proved to have a significant impact on actual purchasing in the context of grocery as well as the relevance of the attitudinal and situational drivers (Trewern, 2022).
[bookmark: _Toc213283945]2.3 Barriers to adoption
Despite favourable attitudes, several consistent barriers impede adoption. Price sensitivity is the most robust constraint: economic pressures accentuated in recent inflationary periods lead consumers to trade down or prioritise cost over sustainability, reducing willingness to pay premiums for green products (McKinsey, 2023). Availability and assortment limitations are especially pronounced in convenience-format local stores, where smaller SKU ranges and less shelf space reduce opportunities for trial and habitual switching (Marcucci et al., 2024). Psychological barriers also matter. Ambiguity in claims, proliferation of weak or broad sustainability statements and high-profile greenwashing episodes have increased consumer scepticism, eroding trust and deterring purchases even among environmentally concerned consumers (Delmas & Burbano, 2011). Habitual shopping patterns and time pressures further strengthen default choices, making moment-of-purchase constraints decisive in explaining the persistent intention–behaviour gap documented across studies (Carrington, Neville & Whitwell, 2014).
[bookmark: _Toc213283946]2.4 Perception of retailer communication and credibility
Retailer communication is effective when it is specific, verifiable and aligned with visible in-store cues. Studies show that consumers respond more positively to tangible, localised messages and to communications backed by external certification, because these reduce perceived risk and signal commitment (Delmas & Burbano, 2011). Conversely, vague corporate sustainability narratives or unsubstantiated claims generate suspicion and can backfire, lowering purchase propensity. For retailers with an ethical brand identity such as Co-op consistency between corporate commitments and everyday store experiences (price, signage, product range) is critical to translate reputation into repeat purchase; mismatch between promise and practice amplifies perceived greenwashing and weakens the trust–behaviour link (Chen, 2010; White et al., 2019).

[bookmark: _Toc213283947]2.5 Interventions and strategies
Evidence points to multi-component interventions as most effective: combining price incentives (temporary discounts or value bundles) with improved on-shelf signalling and third-party certification addresses both economic and credibility barriers, while social-norm communications and loyalty-linked messaging leverage identity and social influence to change habits (White et al., 2019; Trewern, 2022). Field trials in grocery contexts indicate that prominent shelf tags, end-cap features and targeted promotions can increase trial and repurchase when accompanied by transparent sustainability information; however, effects are typically stronger when interventions lower the immediate cost or cognitive effort required to choose the sustainable option (McKinsey, 2023).
[bookmark: _Toc213283948]2.6 Research gaps
Although the literature robustly documents general drivers, barriers and intervention levers, there is limited recent, retailer-specific quantitative evidence that integrates trust, price sensitivity and availability within a single model in post-pandemic UK grocery settings particularly in the convenience-oriented Co-op retail format. Few studies have focused on the combined moderating role of trust and availability on the intention–behaviour gap in current inflationary conditions. This dissertation addresses that gap by empirically modelling these predictors using primary survey data and by translating findings into actionable, SHIFT-aligned interventions for Co-op.

[bookmark: _Toc213283949]3. Methodology 
[bookmark: _Toc213283950]3.1 Research philosophy and approach
A positivist paradigm and deductive approach will be employed to test hypothesised relationships among measurable constructs (environmental concern, trust, price sensitivity, perceived availability) and purchase intention/behaviour. Quantitative methods enable estimation of effect sizes and statistical inference appropriate to the study aim.
[bookmark: _Toc213283951]3.2 Research design & instrument
Cross-sectional online survey administered via Qualtrics/Google Forms. The questionnaire will include ~20–25 items across sections:
· Screening & demographics (age, gender, income band, Co-op shopping frequency).
· Environmental concern (adapted from New Ecological Paradigm / validated single items).
· Trust & credibility (adapted green trust scales; Chen, 2010).
· Price sensitivity & perceived affordability (items measuring willingness to pay premium).
· Perceived availability & visibility (items on in-store findability and signage).
· Purchase intention & self-reported purchase frequency (Likert + categorical frequency).
· Attention checks and an open comment box for qualitative context.
All scale items measured on 5-point Likert scales (1=strongly disagree to 5=strongly agree). Instrument validity will be checked against prior scales; pilot (n≈12–15) to test clarity and calculate Cronbach’s alpha for reliability.
[bookmark: _Toc213283952]3.3 Sampling & recruitment
Target population: UK residents (18+) who have shopped at Co-op or other grocery retailers in past 6 months. Sample size is 100 (convenience sampling via social media, university mailing lists, local community groups). Screening question will enforce relevancy. While not nationally representative, n=100 is suitable for exploratory correlational analyses and regression with modest predictor counts (Saunders et al., 2019).
[bookmark: _Toc213283953]3.4 Variables & analysis plan
Dependent: purchase intention and reported purchase frequency of Co-op sustainable products. Predictors: environmental concern, green trust, perceived price fairness, perceived availability, subjective norms, perceived behavioural control. Control covariates: age, gender, income, shopping frequency.
Analysis: descriptive statistics, reliability checks (Cronbach’s alpha), bivariate correlations, multiple linear regression to test predictors of intention and ordinal/logistic regression for purchase frequency if distribution requires. If data structure allows, exploratory factor analysis (EFA) will confirm construct structure. Statistical significance at p<0.05; effect sizes and confidence intervals will be reported. SPSS will be used.
[bookmark: _Toc213283954]3.5 Ethics & data management
Ethical approval will be sought. Participants will receive an information sheet and electronic consent. No personal identifiers will be kept. Data will be stored on secure university drives and anonymised for reporting. Participants may withdraw before submission.

[bookmark: _Toc213283955]4. Expected findings 
Consistent with the literature, environmental concern, green trust and perceived product quality are expected to positively predict purchase intention, while price sensitivity and perceived lack of availability will negatively predict uptake (Chen, 2010; Carrington, Neville & Whitwell, 2014). The study anticipates observing an intention–behaviour gap intentions exceed reported purchase frequency largely moderated by price and availability. Practically, the results are likely to recommend targeted price promotions, clearer on-shelf signalling and strengthened third-party verification (to reduce greenwashing perceptions) as priority actions for Co-op to increase sustainable product adoption.

[bookmark: _Toc213283956]5. Limitations 
Key limitations include convenience sampling and modest sample size (n=100) restricting generalisability. Self-reported purchase data are vulnerable to social desirability and recall bias; linking respondent data to sales records would strengthen inference but is beyond scope. Cross-sectional design precludes causal claims; longitudinal or natural-experiment designs would better capture behavioural change. To mitigate these, validated scales, pilot testing, attention checks and transparent reporting of effect sizes with CIs will be used. Findings will be positioned as exploratory and actionable for Co-op’s retail context rather than nationally representative.

[bookmark: _Toc213283957]6. Timeframe 
Table 1 shows a realistic twelve-week timeline has been developed to ensure systematic progression from instrument design to final write-up. Besides, a contingency plan includes extending the data collection period into early week 5 if response rates fall below target.
Table 1 Six-Week Timeline for Research.
	Week
	Tasks

	Week 1-2
	Finalise detailed questionnaire design; update literature review; prepare and complete ethics application documents.

	Week 3-4
	Submit ethics application for approval; revise instrument based on supervisor and committee feedback; prepare sampling and recruitment strategy.

	Week 5-6
	Conduct pilot survey (n≈12–15); analyse pilot results; assess reliability (Cronbach’s alpha); refine questionnaire and finalise survey instrument.

	Week 7-8
	Launch main data collection; distribute survey across social media, university networks and community channels; begin early monitoring of response rates.

	Week 9-10
	Complete data collection; perform data cleaning and coding; conduct descriptive statistics, correlations and regression analyses; run exploratory factor analysis if applicable.

	Week 11-12
	Interpret statistical results; draft full dissertation; integrate findings with literature; produce conclusions and recommendations; prepare final appendices, tables, figures and complete references.



[bookmark: _Toc213283958]7. Conclusion 
This proposal outlines a focused, theory-driven quantitative study that will identify the drivers and barriers influencing purchase of sustainable products at Co-op. By combining TPB extensions with the SHIFT behavioural levers and current empirical measures, the study will produce actionable recommendations for retailers seeking to convert stated pro-environmental attitudes into purchasing behaviour. Despite sample and design limitations, the research promises timely, retailer-relevant evidence in a post-pandemic UK grocery market.
.
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