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[bookmark: _Toc234702552]Introduction
[bookmark: _Toc234702553]Background of the research
Sustainable marketing focuses on developing and promoting products that satisfy customer needs while protecting the environment and supporting social well-being. Growing awareness of climate change has increased consumer demand for sustainable marketing practices. (Yadav, 2024). In the UK, the fast-food sustainability marketing adoption is growing through the promotion of eco-friendly packaging and an ethical approach to sourcing raw materials. The fast-food industry has been criticised in recent years due to revolving issues like excessive sustainable packaging, food waste, high energy consumption, and unsustainable sourcing. In response to that, responsible marketing plays a significant role in understanding the genuine and changing needs of customers by tracking their convenience, value, and sensory satisfaction that create value for the customers and capture value on return (GRANCEA et al., 2025). It is found that 58 % of consumers preferred to switch to fast-food brands with sustainable practices (World Metrics, 2026). This indicates that eco-friendly practices are now a major factor in influencing buyers. Key sustainable marketing strategies adopted by fast-food brands include promoting biodegradable packaging, plant-based ingredients, ethical sourcing, circular economy initiatives, and green messaging through digital platforms. By adopting a sustainable marketing approach, fast-food brands gain positive financial performance and better consumer trust (Watson, 2023). As per the Nielsen survey 2023, 62% of consumers prefer to pay 5% more to fast-food brands that use sustainably sourced materials (Zipdo, 2026). Some examples of fast-food brands using a sustainable marketing approach are McDonald’s, Subway, Taco bell etc, which promote going green in their marketing (Philip, 2021). This research aims to provide insights into the adoption of sustainable marketing approaches in the fast-fashion industry to meet customer needs while addressing environmental challenges. 
[bookmark: _Toc234702554]Problem statement
Fast-food brands are facing major challenges in adopting sustainable marketing due to increasing scepticism among customers. The main challenges which fast food companies face include high costs, price-sensitive consumers, and strict anti-greenwashing regulations. (Nugraha, 2024). As per UK government waste statistics, the country generates approximately 2.3 million tonnes of plastic packaging waste (GOV.UK, 2023). This indicates the need for fast-food brands to adopt more sustainable packaging solutions and communicate through sustainable marketing. But the effectiveness of the sustained marketing strategy depends on customer skepticism and trust in the brand. According to a report, UK adults believe brands show misleading information about environmental, social and economic impact, which influences their purchasing intention (KPMG, 2023). This indicates that the lack of transparency in sustainable marketing is the main factor for the reduction of the effectiveness of sustainable marketing.  Moreover, 54% of UK customers stop purchasing from brands who claim misleading sustainable claims. For example, despite its net-zero emissions target for 2040, McDonald's faces challenges in supply chain sustainability, carbon emissions, and consumer trust (McDonald, 2026). Balancing sustainability with operational costs remains difficult, as beef production is a major source of greenhouse gas emissions, creating a greenwashing issue (Balch, 2025). Moreover, the brand committed to making recyclable packaging, but the circular packaging system required support from customers, waste management providers and local cycling facilities (McDonald’s, 2026). This indicates that sustainable packaging, ethical sourcing and reduction of carbon emission can strengthen fast-food brand reputation, but operational limitations and consumer skepticism are reducing the effectiveness. This creates a gap between sustainability claims and actual practices, increasing the risk of greenwashing.
[bookmark: _Toc234702555]Rationale
Sustainable business practice is significantly essential in growing environmental concern, which provides benefits including lower emissions of carbon and effective waste management. According to the 2025 report, over 64% of Gen Z and 55% of millennial customers in the UK prioritise purchasing from sustainable and ethical brands (Statista, 2025). 
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Fig 1: Consumers who prioritize buying from brands that demonstrate sustainable and ethical practices in the United Kingdom in 2025, by generation
(Source: Statista, 2025)
This indicates a shift in consumer value where young buyers in the UK refuse to support businesses that will create a negative impact on the environment. According to a report, 62% of consumers prefer to pay more for sustainably sourced fast food in the UK. This highlights the importance of sustainable marketing in aligning fast-food brands with eco-friendly actions, although misleading claims continue to challenge consumer trust. Many fast-food brands promote sustainable marketing initiatives, but misleading environmental claims have increased consumer scepticism. The findings indicate that 41% of consumer’s experience confusion due to conflicting sustainability claims from fast-food chains (WorldMetrics, 2026). This shows a clear gap in trust of customers in the market, where they support ethical approaches by fast-food brands, but confusing claims make them doubtful about promoting sustainable marketing. Therefore, this research is significant because it aims to examine the adoption of sustainable marketing practices by fast-food brands in the UK and evaluate their influence on consumer perceptions. The findings will contribute to academic knowledge while providing practical recommendations for fast-food brands to strengthen consumer trust and support environmental sustainability. Moreover, this study is socially important because it supports a broader perspective of environmental sustainability. 
[bookmark: _Toc234702556]Research aim
To critically evaluate how Fast-Food brands in the UK are adopting sustainable marketing practices to reduce environmental impact. 
[bookmark: _Toc234702557]Research objectives
· To analyses sustainable practices adopted by fast-food brands in the UK to reduce environmental impact.
· To evaluate consumers' attitudes toward sustainable marketing practices adopted by UK fast-food brands
· To identify challenges faced by fast-food brands in implementing sustainable campaigns. 
[bookmark: _Toc234702558]Research questions
· How fast-food brands in the UK are adopting sustainable marketing practices to reduce environmental impact? 
· How do customers perceive the adoption of sustainable marketing practices by fast-food brands in the UK? 
· What are the challenges that fast-food brands in the UK face in adopting sustainable marketing practices?



[bookmark: _Toc234702559]Literature review
Adoption of sustainable marketing practices by fast-food brands to reduce environmental impact
Sustainable marketing has emerged as a key strategic approach among UK fast-food brands in recent years, helping them minimize environmental harm while meeting rising consumer expectations. According to Shaikh (2021), sustainable packaging, such as recyclable and biodegradable materials, contributes to plastic waste and enhances brands' environmental performance, which eventually benefits sustainability marketing strategies by fast-food brands. This will enable fast-food brands to communicate environmental responsibility in their sustainable marketing practices, strengthen brand reputation and attract environmentally conscious consumers (Liu and Jiang, 2024). This can be interpreted as a sustainable approach in the operation and packaging of business that reduces environmental harm like carbon emission and waste, but also contributes to sustainable marketing practices.
However, operations in sustainable practices increase the cost of implementation and supply chain challenges, which could limit the adoption of these practices. According to Norton (2022), a transparent approach in sustainable marketing practices and environmental labelling positively influences customer awareness. This indicates the limitation of sustainable marketing as it may increase consumer distrust, misleading claims and high production costs, where transparency acts as a key factor to connect sustainable operational practices with marketing outcomes. 
Consumer perception and responses to sustainable marketing, which impacts their purchasing intention
Customer perception is crucial in determining the success of sustainable marketing strategies. Genuine, transparent and environmentally responsible sustainable marketing significantly influences the purchasing decisions of customers and brand loyalty. Potter et al. (2021) found that environmental sustainability labels can encourage positive consumer purchasing decisions among fast-food customers by meeting their demand for sustainable choices.  This indicates that effective communication with consumers about sustainable initiatives strengthens the confidence of consumers and encourages them to respond positively while purchasing. Moreover, credible sustainability initiatives positively influence the perceptions and purchasing intentions of environmentally aware consumers (Watson, Perrogot and Dada, 2024). This indicates that a positive brand image through sustainable marketing significantly strengthens customer loyalty towards fast-food brands. 
However, consumers’ confusion regarding disposal methods and growing greenwashing issues reduce the effectiveness of sustainable marketing practices. According to Norton et al. (2022), consumers experience confusion in detecting the authenticity of sustainable marketing regarding recycling labels and packaging disposal methods. This increases the concern of greenwashing issues, which eventually increase skepticism and disturbs purchasing intention. This can be interpreted as authentic environmental labelling and credible evidence in sustainable marketing, enabling consumers to gain confidence regarding the product and the fast-food brands which influence their perception and purchasing intention. 
The role of corporate social responsibility (CSR) in sustainable marketing adoption
Corporate social responsibility (CSR) is a crucial component of sustainable marketing, allowing fast-food brands to showcase their commitment to environmental protection and social responsibility. According to Nugroho et al. (2023), CSR integrates legal compliance in incorporating ethical sourcing, waste reduction, carbon emission reduction and business marketing strategies. Its initiatives, such as sourcing sustainable ingredients, reducing plastic use, etc., are promoted through marketing to strengthen the reputation of the brand and enhance trust. This can be interpreted as CSR offers a strategic approach in sustainable marketing by integrating environmental and social responsibility. 
However, according to Khan and Fatma (2023), in sustainable marketing practice, consistent implementation of CSR is crucial, as consumers can identify inconsistencies in the sustainability claims of fast-food brands and actual practices. Moreover, it is found that authentic implementation of CSR marketing is required to gain consumers’ trust, provided by verified evidence of environmental commitment. Therefore, it can be interpreted that CSR does not act solely as a promotional strategy but as an integrated business approach to support sustainable marketing practices in the fast-food industry. 
[bookmark: _Toc234702560]Theoretical background 
The adoption of sustainable marketing practices by UK fast-food brands can be explained through the theory of planned behaviour, which helped to examine the relationship between fast-food brands’ sustainable marketing actions and consumer perception. This theory explained how an individual’s attitude, social influence and perceived control affect their intention of behaviour (Bosnjak, Ajzen and Schmidt, 2020). Consumers with a high level of environmental awareness are more likely to support fast-food brands that adopt credible sustainable marketing practices and provide transparent, easily accessible information (Yadav and Pathak, 2017). 
Moreover, stakeholder theory provides an understanding of why fast-food brands should adopt sustainable marketing strategies. The theory states that organisations gain value for different stakeholders through ethics (Mahajan et al., 2023). Fast-food brands have a responsibility to include multiple stakeholders, such as customer needs and the community. This theory provides the understanding regarding integration of CSR into sustainable marketing to maintain brand reputation and stakeholder relationships. 
[bookmark: _Toc234702561]Literature gap
Existing literature provides valuable insights regarding the adoption of sustainable marketing practices, consumer responses and the role of CSR. Shaikh (2021) only highlighted the significance of sustainable packaging and waste reduction in improving the performance of fast-food brands.  Whereas further study will focus on operational sustainability and analysis of how sustainable practices in marketing influence customers’ perception. Furthermore, Potter et al (2021) and Norton (2022) focus on the influence of suitability labels and communication on consumer awareness and how greenwashing affects customers’ purchasing intention. This research study will address these gaps by examining sustainable marketing adoption, consumer perception and the role of CSR. 
[bookmark: _Toc234702562]Research methodology
[bookmark: _Toc234702563]Research method
The research study will use a primary quantitative research method in collecting original data. For examining sustainable marketing adoption by UK fast-food brands, this method will help to understand the complex choices, data, statistics, and real-world challenges faced by business leaders and consumers (Sarhan et al., 2025). This research study will follow positivist research philosophy to assert that knowledge is based on observable, measurable facts rather than personal feelings (Maksimovic and Evtimov, 2023). Positivist research philosophy focuses on objective facts and numbers, measuring the true effect of environmental practices by analysing reliable data and eliminating personal feelings and bias. In the context of fast-food brands, positivism will help to gain a positive outcome in analysing surveys and data for sustainable practice. The interpretivism method will not be used as its philosophical foundation directly contradicts the numerical and qualitative studies, which will limit the findings of the ultimate outcome (Nickerson, 2026). In this research study, a deductive approach will be followed because it will help to align with existing theories using numerical data regarding sustainable marketing adoption. An inductive approach will not be suitable for the study because it is unable to analyse existing theories and the relationships between variables. 
[bookmark: _Toc234702564]Data collection method
Primary quantitative methods will be used for this study because they can help to assess how ethical fast-food brands are perceived in the UK. They will allow the collection of first-hand, current data from 100 UK fast-food consumers through survey questionnaires aligned to the research questions. Respondents would be asked about their awareness of sustainable marketing activities, their perceptions of UK fast-food brands’ environmental and ethical practices, and whether these practices affect their purchase decisions. This approach will support comparison between brands and statistical analysis will help to explain consumer awareness of purchase decisions (Oranga, 2025). Secondary methods would not be appropriate, as existing studies are outdated and do not provide current adoption methods across UK fast-food brands (Shokri, 2014). Therefore, a primary quantitative approach will provide structured numerical data to validate the research.
[bookmark: _Toc234702565]Data Analysis:
A statistical analysis will be implemented for this research as it would help to test the relationship between variables for the study and could aid in analysing the primary quantitative data. A statistical approach would be more suited than thematic because it is designed for quantitative data, such as surveys and questionnaires, where the goal is to identify the variables and measure their relationships numerically rather than open-ended inquiries or interviews (Saini and Bhalla, 2025). The SPSS software package will be considered for the statistical approach in the study, as it can show the strength and direction of that relationship through correlation or regression. Thus, it would help match a quantitative design, provide objective results, and facilitate demonstrating variable relationships (Alili and Krstev, 2019). 
[bookmark: _Toc234702566]Ethical consideration
In the use of Primary Quantitative Data, a few ethical norms should be maintained, such as data access, production transparency, and analytical transparency. For quantitative research to comply with ethical requirements, it is essential that all three components will be included. First, one must ensure data accessibility by clearly sourcing the data used in their work. Secondly, researcher should maintain transparency by either disclosing the data collected or explaining the processes and procedures involved in its generation and collection. Researcher will ensure analytical transparency by clearly explaining the link between the data analysis process and the conclusions drawn from the study (Franco et al., 2026).
[bookmark: _Toc234702567]Expected findings
In the UK, the fast-food brands will adopt a sustainable marketing approach to lower their environmental impact and attract environmental consciousness. By using green changes campaigns like plant-based meals, biodegradable packaging and local ethical sourcing in its marketing strategies, fast food brands will build brand trust, improve public image and help to gain customer loyalty (Grancea, 2025). It is found that, in London, consumers agree to spend an average of 9.7% more on sustainability, even after high cost-of-living areas (PWC, 2024). This gives a clear indication of the changing behaviour of consumers in shifting the price-driven purchasing to value-driven consumption, where they may view their buying choices as tools to fight climate change. But the outcome may differ as to how the sustainable marketing practices are executed and perceived by the consumers. It is found that when sustainable marketing practices are poorly done by fast-food brands, it creates confusion among customers, which influences them to avoid the brands (Kuria, 2024). Moreover, after the completion of the research study, the theory of planned behaviour align with a sustainable marketing approach, will enhance an eco-friendly consumer's favourable view, which will also positively boost the purchase intention of consumers (Sobaih, 2023). 
[bookmark: _Toc234702568]Limitations
Primary quantitative data analysis is useful for producing measurable and comparable findings, but it has a few important limitations. The limitations include the reduction of complex human behaviour into statistical analysis, which may miss context, emotions, and deeper explanations addressing the problem (Queirós, 2017). Also, a low sample size could alter the desired findings, as it would have limited insights, thereby providing an incomplete picture. Furthermore, quantitative analysis brings forth rigidity in the data, which could hurt business strategies to satisfy consumer behaviour and the market dynamics(Oliver, 2023).
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Figure 2: Gantt Chart
(Source: Self-Created)
[bookmark: _Toc234702570]Conclusion
Based on the above research study, it can be concluded that the adoption of sustainable marketing practices has become a strategic priority for UK fast-food brands in response to growing environmental concerns and changing consumer expectations. The literature review suggests that consumers are supporting fast-food brands that demonstrate authentic environmental responsibility. The quantitative research is expected to provide valuable insights into how UK consumers perceive sustainable marketing practices, which include purchasing behaviour. 
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