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Abstract
This​‍​‌‍​‍‌ research investigates the impact of green marketing strategies on consumers' willingness to purchase in the UK grocery retail sector, particularly Tesco, with insights from Sainsbury’s, Marks & Spencer and ASDA. The research is set to find out if sustainability communication results in consumer trust and actual purchase intention in a heavily price-sensitive mass-market environment. The paper is based on a qualitative secondary-data approach and it has made use of academic literature, corporate sustainability reports, industry publications and market analyses. Chapter 4 utilized a multi-case design and this was followed by a cross-case and theory- informed analysis in Chapter 5.
The results reveal that green marketing efforts such as eco-friendly packaging, fair trade, and honest reporting continually enhance consumer sentiment and perceived corporate responsibility. Nevertheless, their immediate effect on buying behaviour is very small. Trust was identified as the key factor that connects green marketing and purchase intention, whereas environmental consciousness was seen as a significant moderating factor. The factors of price sensitivity and convenience lessened the attitude–behaviour relationship, thereby revealing a clear attitude–behaviour gap, especially in value-oriented retailers. On the other hand, premium retailers showed the firmer results because of the greater consumer alignment with the sustainability values.
This research work broadens the Theory of Planned Behaviour by further characterizing its relevance in mass retail contexts and putting more emphasis on the role of green trust. From a management perspective, the study underscores the need for affordability, ease of understanding, long-term consistency and trustworthiness in communication. In general, this work bridges the gap between theory and practice in sustainable marketing in large-scale grocery ​‍​‌‍​‍‌retailing.


Table of Contents
Chapter 1: Introduction and Rationale	11
1.1 Research background	11
1.2 Research Rationale	13
1.2.1 Theoretical Justification	13
1.2.2 Practical Justification	15
1.3. Research Contribution and Motivation	15
1.4. Research Aim, Objectives, and Questions	16
1.5. Dissertation Structure	16
Chapter 2: Literature review	17
2.1 Introduction	17
2.2 Concept of green marketing	17
2.3 Consumer purchase intention and behaviour	18
2.4 Theoretical perspective: Theory of planned behaviour (TBP)	19
2.5 Green marketing in retail industry (Global verses UK context)	20
2.6 Green marketing strategy used in retail sector	22
2.7 Critical review of methodologies in existing studies	25
2.8 Integrated framework linking green marketing practices to customer purchase intention in UK grocery retail	26
2.9 Conceptual framework	27
2.10 Summary	28
Chapter 3: Research methodology	29
3.1 Introduction	29
3.2 Research philosophy, approach, and design	29
3.2.1 Research philosophy	29
3.2.2 Research approach	30
3.2.3 Research strategy	30
3.3 Justification for case study methodology	30
3.4 Case selection and sampling strategy	31
3.4.1 Sampling logic	31
3.4.2 Case selection criteria	31
3.4.3 Case profile: Tesco	31
3.4.4 Case selection and background	32
3.5 Data sources and data collection	32
3.5.1 Types of secondary data sources	32
3.5.2 Data collection process	33
3.6 Data analysis approach	34
3.6.1 Analysis framework	34
3.6.2 Within case-analysis	34
3.6.3 Cross-theme synthesis	34
3.7 Research quality and rigour	35
3.7.1 Construct validity	35
3.7.2 Internal validity	35
3.7.3 External validity	35
3.7.4 Reliability	35
3.8 Ethical considerations	35
3.9 Chapter summary	36
Chapter 4: Findings	37
4.1 Introduction	37
4.2 Case study 1: Tesco Plc (Main case)	37
4.2.1 Introduction and background	37
4.2.2 The challenges or opportunity	37
4.2.3 The approach and implementation	38
4.2.4 Outcomes and results	39
4.3 Case study 2: Sainsbury’s (Comparative case)	39
4.3.1 Introduction and background	39
4.3.2 The challenges or opportunity	40
4.3.3 The approach and implementation	40
4.3.4 Outcomes and results	41
4.4 Case study 3: Mark & Spencer (Comparative case)	41
4.4.1 Introduction and background	41
4.4.2 The challenges or opportunity	41
4.4.3 The approach and implementation	42
4.4.4 Outcomes and results	42
4.5 Case study 4: ASDA (Comparative case)	43
4.5.1 Introduction and background	43
4.5.2 The challenge or opportunity	43
4.5.3 The approach and implementation	43
4.5.4 Outcomes and results	44
4.6 Cross-case observations	44
4.7 Data sources and citation	46
4.8 Summary of key findings	47
Chapter 5: Discussion	48
5.1 Purpose and positioning	48
5.2 Analytical framework and discussion logic	48
5.3 Cross-theme discussion: Comparison with literature	48
5.3.1 Green packaging and sustainable sourcing as drivers of purchase intention	48
5.3.2 Sustainability branding and carbon labelling as market signals	49
5.3.3 Environmental awareness as a moderating factor	50
5.4 Integration with conceptual framework	51
5.5 Robust considerations	52
5.6 Practical synthesis (Bridge to chapter 6)	52
5.7 Chapter summary	52
Chapter 6: Conclusion	54
6.1 Introduction	54
6.2 Brief summary of key findings	54
6.3 Theoretical implications	54
6.3.1 Extending the theory of planned behaviour (TPB)	54
6.3.2 Green trust as central mediator	55
6.3.3 Boundary conditions and contingencies	55
6.3.4 Mechanisms and process insights	56
6.4 Managerial implications	56
6.5 Limitations and directions for future research	57
6.6 Closing statement	57
Reference List	58



List of Figures 
Figure 1.1: Total emissions of Tesco	11
Figure 2.1: Conceptual framework	27
Figure 3.1: Research onion by Saunders et al.,	29



List of Tables 
Table 3.1: Keyword search	33
Table 3.2: Inclusion and exclusion criteria	34
Table 4.1: UK consumer views on green packaging	38
Table 4.2: Comparative analysis between cases	46
Table 4.3: Overview of secondary data sources	47


[bookmark: _Toc221018673]Chapter 1: Introduction and Rationale
[bookmark: _Toc221018674]1.1 Research background
The retail grocery sector in UK experiences rapid strategic change as companies respond to increasing environmental scrutiny tighter regulation and changing consumer preferences. Supermarkets now experience significant pressure to decarbonize operations reduce packaging waste and highlight credible sustainable sourcing across complex supply chains and all of these factors also contribute their price and convenience strategies in a low margin industry (Tesco, 2025). Major retailers hence treat sustainability both as a regulatory necessity and as a source of competitive differentiation. For example, Tesco has committed to become carbon neutral in its own operations by 2035 and to achieve net zero across its full value chain by 2050. This company also reports substantial progress against scope 1 and 2 targets (Tesco, 2025). According to reports Tesco has achieved a 59% reduction in scope one and two emissions since its 2015 baseline and its steady progresses towards its net zero target (McMillan, 2025).
[image: ]
[bookmark: _Toc220527425]Figure 1.1: Total emissions of Tesco
(Source: Tesco, 2025)
The phenomenon under investigation of this research is green marketing practises such as environmental claims equilibrium sustainable packaging and related communications and this green marketing practises have become significant as they sit at interface of firm strategy consumer behaviour and public policy (DEFRA, 2022). For Managers Credible Green Marketing can increase per sift product value implement loyalty and support premium pricing. On the other hand, for policymaker green marketing helps them to interact with instruments that are designed to change end to end responsibility onto producers such as UK’s Extended Producer Responsibility for packaging (Department for Environment, Food & Rural Affairs and PackUK, 2025). For researchers there is a question that weather and how these green marketing practises help retailers like Tesco to create measurable purchase intentions among customers and repeat patronage in real retail settings.
This topic is timely. Recent industry and Consumer Reports highlight that there is growing market signals. For example, research highlights that there are measurable sales growth for products that marketed as environmentally and socially responsible. According to the study products with environmental social and governance claims grew faster in comparison to their conventional counterparts in 36 out of 44 categories (McKinsey & Company, 2023). As per the perspective of on average consumers are willing to pay a sustainability premium about 9.7% for sustainability produced goods even against cost-of-living pressures. These findings highlight that sustainability claims are not purely reputational and they can also influence purchasing decisions of consumers at scale (NielsenIQ, 2023). At same time regulatory shapes such as operationalization of EPR and increasing fees for packaging further increases cost and reporting obligations on retailers and suppliers that alter economics of packaging choices among retailers.
In case of Tesco recent corporate actions from large solar power purchase agreements to investments in electrifying delivery fleets provide significant examples of initiating that highlight Tesco serve both operational decarbonization and external green strategies that are used in marketing and communications of this company. These real-world investments create a valuable empirical setting according to which scale and public reporting of Tesco help researchers to test whether visible sustainability investments change customer perceptions and buying behaviour and it also evaluates whether those effects differ by demographic groups like age income and education (Kollewe, 2024).
Even though green marketing is an important point of discussion however there are significant gaps. Meta analysis and systematic reviews highlight that there is not sufficient evidence about which green marketing levers like Ecolabels, packaging changes and CSR storytelling most reliably drive purchase intention in grocery context and about how demographic moderators operate in practice (Patiño-Toro et al., 2024). This dissertation therefore addresses a timely practical problem that is ‘how Tesco’s green marketing affair purchase intention and loyalty among UK customers’. Hence this resource will contribute original empirical evidence on demographic heterogeneity and relative influence of specific green marketing components in a major national retailer (Eltayib, Abdullah and Manoj, 2025). Early findings from industrial reports highlight there are strong potential effects however pathways and size of demography that moderate affects and these moderating effects have not been explored sufficiently in prior studies. It further justifies empirical survey approach adopted in this study.
[bookmark: _Toc221018675]1.2 Research Rationale
The study is needed both theoretically and practically. Theoretically it extends theory of planned behaviour and highlights perspectives as it tests which green marketing levers like equal levels sustainable packaging and CSR communication reliably influence purchase intentions in a grocery context. Practically UK retailers experience regulatory pressure and changing consumer expectations around sustainability however managers do not have clear evidence on which initiatives can help them to drive sales and customer loyalty across different demographic groups. This research fills this gap as it provides empirical and Tesco specific data on relative effectiveness of green marketing and how age income and education moderate responses that ultimately provide actionable guidance for retail strategy and policy design.
[bookmark: _Toc221018676]1.2.1 Theoretical Justification
What is known (established knowledge)
Research has consistently highlighted that green purchase intentions of consumers had driven by attitudes perceived value and trust in green claims. Meta-analytic evidence of highlight that there are strong positive effects of green perceived value green attitude and green trust on purchased intention of consumers (Zhuang, Luo and Riaz, 2021). The theory of planned behaviour is a dominant theoretical framework that explains green purchase intentions and it often extended to incorporate constructs such as green perceived value green trust and green image to increase explanatory power (Nekmahmud et al., 2022). Empirical studies across FMCG and retail contacts such as highlight that tangible green marketing elements like equal levels eco-friendly packaging and retailer sustainability commitments can strengthen favourable attitudes and intentions when consumers perceive authenticity and personal benefit through this strategy (Van Hoang et al., 2025). Industry and market reports corroborate academic findings as they highlight that there is substantial consumer demand for sustainable offerings. The report by highlights that there is growing eco-active shopper segment that worth hundreds of billions of dollars and there is increasing expectations that brands lead to sustainability (Kantar, 2023). Many retailers suggest Tesco have publicly invested in planet focus strategies and packaging or recycling initiatives like ‘Tesco’s Little Helps Plan and Planet Plan’ that highlights corporate green marketing has now become a mainstream strategic priority in UK grocery retail.
What remains unclear or under-explored (Gaps and ambiguities)
Even though there is consistent links between attitudes and intentions among customers however significant attitude and behaviour gaps are observed as scholars noted that there is inconsistent translation of green intention into actual purchase decisions among consumers particularly under price sensitivity or cost of living pressures (Nekmahmud et al., 2022). The literature also highlights mixed findings about which green queues such as packaging vs retailer level sustainability in Irish tapes most strongly drive brand loyalty vs one of trial and it highlights that boundary conditions and mediators such as perceived authenticity trust and contextual affordances have not been explored efficiently specially in context of green marketing (Zhuang, Luo and Riaz, 2021). There are also significant methodological limitations such as there is prevalence of cross-sectional survey convenient samples and studies that focused in non-UK or non-retail contexts that further limit caution inference and generalizability to large supermarket chains that operate under competitive price pressures (Patiño-Toro et al., 2024). Moreover, their dad practical concerns about greenwashing and inconsistent labelling that reduce clarity about which corporate sustainability actions consumers notice and reward and this is a problem that is further compounded by sparse retail level linkage between sustainability reporting and consumer behavioural outcomes.
Research gap (Clear articulation)
Considering above aspects, it can be concluded that there is a clear gap in retail specific and UK based quantitative studies that empirically link distinct green marketing practises such as retailer sustainability initiatives eco packaging and sustainable branding to both purchase intention and customer loyalty that taste demographic heterogeneity and mediators such as green trust and perceived authenticity (Zhuang, Luo and Riaz, 2021). Existing studies highlight that there is need for more granular and context reach evidence that will highlight need for case studies of major retailers that can test and extend theory of plant behaviour as they will integrate green trust and authenticity as moderators or mediators under real market constraints like price trade-offs (Patiño-Toro et al., 2024). It is significant to address this gap as theoretically it refines behavioural models for sustainability that ultimately improves construct specificity and boundary conditions and practically because retailers like Tesco public planet plan and packaging or recycling programmes search for measurable consumer impact and they need evidence to highlight which green practises shift intention and loyalty in the UK market.
[bookmark: _Toc221018677]1.2.2 Practical Justification
This research is relevant in association with current challenges present in UK grocery retailers in terms of green marketing, which is visible in Tesco. Managers are going through constant tension and trying to satisfy the requirements of sustainability and maintain low prices in a fiercely competitive market. To meet customer expectations, they usually resort to green strategies such as eco-friendly packaging and carbon reduction; however, there are limited evidences about initiatives that genuinely lead to customers' purchase intention. Therefore, without clear customer insights, retailers might be in danger of putting their money into activities that do not really bring benefits.
This research incorporates practical value through explaining which green marketing tactics lead to customer loyalty and purchase intention in different demographic groups of age, income, and education. It will be for decision-makers to learn from consumers that how they perceive authenticity and trust in sustainability claims. The findings will be a source of support for retailers to draft their targeted strategies that not only result in environmental impact but also give a financial return. Additionally, it can be a source of guidance for the government in sustaining the responsible marketing standard and being a great helper in the implementation of sustainability regulations in retail settings. ​‍​‌‍​‍‌
[bookmark: _Toc221018678]1.3. Research Contribution and Motivation
This​‍​‌‍​‍‌ research has immense contribution to academic knowledge and real business practice. From an academic point of view, it extends planned behaviour theory by adding variables like green trust, perceived authenticity and demographic influence. Most of the existing studies concentrate on general green marketing and do not test how these factors work in a big UK supermarket like Tesco. The research gives insight into the area by delivering quantitative data obtained from actual customers; thus, making it easier to identify, which marketing activities have the greatest impact on purchase intentions.
The research was initiated due to environmental pressures that have escalated over time. Customer expectations have grown and retailers are still uncertain about the most effective sustainability strategies. Tesco is going green at a fast rate with a lot of different green initiatives; however, customers are not clear whether they notice them and reward them. In addition, demographics have an impact on these responses that remains unanswered. By solving these issues, the study initiates a stronger alignment between strategy and consumer behaviour. This research is a perfect fit for academic community and will be instrumental in practical decision-making in area of sustainable retail ​‍​‌‍​‍‌marketing.
[bookmark: _Toc221018679]1.4. Research Aim, Objectives, and Questions
The proposed research intends to explore Tesco’s green marketing such as green packaging,
sustainability branding, and eco-friendly activities to influence customer intentions for
purchase and be loyal in UK.
Objectives are as follows-
· To investigate how green marketing activities like use of environmentally friendly packaging, sourcing from sustainable suppliers, and carbon labelling affect customers' intention to purchase at Tesco in the UK.
· To assess impact of consumer environmental awareness and trust as a bridge that connects green marketing activities performed by Tesco and resulting consumer buying behaviour
Research question can include: How do Tesco’s green marketing practices influence customer purchase intentions in UK retail sector?
[bookmark: _Toc221018680]1.5. Dissertation Structure
The​‍​‌‍​‍‌ dissertation follows a clear logical structure to identify research goal successfully. The introduction chapter gives background of the research, rationale, and gaps. The review of literature explores theories and existing research on green marketing and consumer behaviour with a focus on Tesco. The methodology chapter describes use of systematic review effective for this research to collect information from the databases. The results section reports the findings in a clear manner, and the subsequent discussion reflects on them in relation to the theory and practice. The final chapter restates the main points, suggests the next steps, acknowledges the constraints, and points to further research ​‍​‌‍​‍‌areas.

[bookmark: _Toc221018681]Chapter 2: Literature review 
[bookmark: _Toc221018682]2.1 Introduction 
The​‍​‌‍​‍‌ study is about the impact of green marketing on customer purchase intention and loyalty in the UK retail sector. The literature review is a review of the past studies, the theories that are applicable, and the gaps in the research that the current study intends to address. The chapter has been structured in terms of the key themes of environmental marketing strategies, consumer behaviour, mediating and moderating factors, theoretical perspective and conceptual framework leading up to the research gap. 
[bookmark: _Toc221018683]2.2 Concept of green marketing 
Green​‍​‌‍​‍‌ marketing is a way of selling products by highlighting their positive impact on the environment. The concept has changed from mere "eco-friendly" labels to a thoroughly planned strategy, which considers sustainability at every stage of the product life cycle, from creation to branding (Thakkar, 2021). The evolution of research in this area is evident as initial studies revolved around regulatory adherence and reputation, whereas current studies emphasize involvement of customers and gaining an edge over the competition. This research is about the effect of transparent and trustworthy green marketing communication on the customers' buying intention and loyalty in the retail sector of the ​‍​‌‍​‍‌UK.
Green​‍​‌‍​‍‌ marketing is the practice of promoting products and services based on their environmental benefits and use of sustainable business practices (Thakkar, 2021). This marketing is minimizing negative impact on environment, while still producing value for both organization and consumers. In retail industry, green marketing has transformed eco-friendly character to more elaborate sustainability strategies that commit to measurable and verifiable actions (Ali, 2023).
Eco-labelling is providing customers real and direct information about environmental performance (Nagar, and Verma, 2025). If the labels come along with trusted certification, then they gain more trust and make it easier for customers to take right decision. Packaging that is sustainable is intended to lower the amount of waste by using materials that can be recycled, are biodegradable, or can be used again. This is beneficial for Tesco in two different ways: it helps them to meet government's regulatory requirements and to satisfy their customers (Meng, 2024). Carbon neutrality measures like reduction of emissions in areas of logistics and store operations show commitment to environment for a long period (Guntuka et al. 2024). Sourcing means that products are being supplied by using methods of farming that are eco-friendly and labour practices are fair; thus, customer's trust is deepened further.
Critics asserts that there is no obvious evidence, and consistency; therefore, the green claim may be regarded as a marketing strategy instead of a real sustainability program (Szabo, and Webster, 2021). In retail, role of communication is necessary. Improper communication leads to confusion and scepticism, while trust can be built through open, data-driven communication and it strengthens customer relations.
Green marketing is Tesco's one of the most important strategic concerns. Company's success depends on how well sustainability initiatives are communicated and whether the customers perceive them as genuine (Bhagat, 2024). The research is an assessment of whether green initiatives of Tesco have a positive effect on purchasing and loyalty of ​‍​‌‍​‍‌customers.
[bookmark: _Toc221018684]2.3 Consumer purchase intention and behaviour 
One​‍​‌‍​‍‌ of the prominent explanations for consumer decisions is the use of theories, such as the Theory of Planned Behaviour and the Theory of Reasoned Action (Panjaitan, and Cahya, 2025). These theories are such that intention is the primary determinant of behaviour that is influenced by attitudes and perceived control. Customers in the eco-friendly marketing may buy a green product when they believe that the decision they are making will make a difference (Reddy et al. 2023). However, price and mistrust may continue to limit consumers. The present study aims at determining the effect of environmentally friendly practices on the consumers' intention and buying behaviour in UK ​‍​‌‍​‍‌retail.
In retail market, customer purchase intention are factors such as their perception of quality of the product, reputation of the brand, convenience, pricing, and marketing (Marlien et al. 2021). Raising awareness about environment, the customers' decision-making process is affected by the idea that their actions could help save nature. Consumers' behaviour is affected by sustainable values because majority of them choose to patronize brands that are eco-friendly (Abdou et al. 2022). Nevertheless, this preference is conditioned on how truthful the company’s sustainability statements are.
Regarding green marketing, research shows that consumers are willing to buy eco-friendly products because they make them believe that the brand really supports environmental goals (Savale et al. 2023). Customers with strong environmental ethics passionately scrutinize sincerity of eco-friendly messages before buying. When a retailer such as Tesco offers transparency regarding eco-friendly packaging, ethical sourcing or carbon reduction, it can be a great customer intention driver (Lavanya, and Bolla, 2024). However, in case such communication is taking place in a low-profile manner or is inconsistent, it may cause customers to lose confidence and the probability of buying to ​‍​‌‍​‍‌decrease.
Besides​‍​‌‍​‍‌ this factor, the balance between price sensitivity and sustainability preference is also one of the most important factors. The fact that there are consumers ready to pay a higher price on a sustainable product is true; however, many consumers are ready to consider affordability. Price remains one of the largest decision-making factors among consumers particularly when it comes to competitive retail outlets like supermarkets (Šostar et al. 2024). Research indicates that even greens can choose to purchase a less expensive commodity as the green one is highly overpriced.
The dilemma of choosing between sustainability and affordability is of great importance to Tesco, which presents itself as a value-based retailer. The company's sustainability initiatives may enhance brand image; however, their effect on purchase intention will depend on customers’ perspective of not paying extra for environmentally friendly products (Gong et al. 2023). It is also supported by research that consumer awareness is a significant parameter. Some customers may approve of sustainable practices but they may not understand their benefits which lowers the value of green products.
Accordingly, this research investigates how the combined effect of environmental consciousness, trust in green marketing communication and price considerations lead to purchase intention in the context of Tesco’s retail (Tan et al. 2022). The study also questions whether sustainability activities result in loyalty to the brand or if the customer’s preference changes mainly based on price. Examining these issues, the study intends to uncover ways for Tesco to leverage sustainability and affordability in harmony to create a positive consumer behaviour ​‍​‌‍​‍‌effect.
[bookmark: _Toc221018685]2.4 Theoretical perspective: Theory of planned behaviour (TBP) 
It describes​‍​‌‍​‍‌ the way consumer attitudes, social influence, and perceived control affect the intention of buying green products (Kamalanon et al. 2022). It is suitable as it assists in assessing the purchase intention within Tesco's sustainability strategy. This theory outlines consumer intention as being influenced by three main factors: their attitude towards the behaviour, subjective norms, and perceived behavioural control (Hagger et al. 2022). In reference to green marketing, customers who have positive attitudes towards eco-friendly products and think that buying such products helps the environment, are going to have strong purchase intention. The societal pressure like ever-growing concern for sustainability can have a great influence on decision-making process (Jámbor, and Zanócz, 2023). However, perceived behavioural control, which includes factors such as price and product availability may still determine if a person will make the purchase. In Tesco, customers can still be supporters of sustainable products and yet carry out purchase behaviour that is restricted because of high price or limited accessibility. This study employs the Theory of Planned Behaviour to understand role of attitudes in intention and actual purchasing ​‍​‌‍​‍‌decisions.
This​‍​‌‍​‍‌ theory offers robust groundwork for examining influence of Tesco's eco-friendly marketing tactics on customer purchasing intention in the context of the UK's grocery market. Apart from describing how intention arises, the TPB plays a role in explaining why environmentally friendly attitudes rarely bring out environmental-friendly buying behaviour. In marketing green products, attitude represents customer's eco-friendly product evaluation, for example, customers might think that sustainable packaging is reliable (Shimul, and Cheah, 2023). Through green communication, Tesco could positively influence these attitudes by associating sustainability with both high quality and good value for the money in the long run.
Social norms have a great importance particularly in the UK where the media, government, and public discourse are persistently advocating sustainability. Environmental purchase intention of green products will increase among consumers as a result of their strong belief that the consumption of environmentally friendly products is a social norm (Kim, and Lee, 2023). Thus, by making their sustainability initiatives highly visible, Tesco may contribute to strengthening of these social pressures and normalisation of purchasing green. In addition, perceived behavioural control refers to a grocery market that is highly sensitive to prices (Ruivos, 2022). Even if both attitudes and norms are good, extremely high prices, ambiguous packaging, or a very limited range of products may lower the perceived level of control and thus diminish the purchase intention. Hence, it is no surprise that affordability and communication clarity remain the most essential elements in Tesco's green plan. The current research extends TPB by considering green trust and perceived authenticity as constructs, which determine one's attitude and lead to intention-behaviour link ​‍​‌‍​‍‌strengthening.
[bookmark: _Toc221018686]2.5 Green marketing in retail industry (Global verses UK context) 
Green marketing is one of the strategies adopted by Supermarkets globally to remain within the regulations and attract environmentally conscious customers as well as enhance their brand image. A lot of them are focused on eco-packaging and reduction of carbon. The retail companies that are highly established in the UK like Tesco promote their sustainability using recyclable packaging, sourcing policies and energy saving activities (Upadhyay et al. 2022). However, critics claim that the benefits in the advertisement are usually too broad to prompt consumer trust. The present study focuses on the effect of transparent and genuine environmental actions on the customer's willingness to engage and loyalty at ​‍​‌‍​‍‌Tesco.
The supermarkets around the world are also going green where the products and the processes are being offered as being environmentally friendly; thereby, minimizing their overall impact on the environment and addressing the needs of the consumers. The majority of the retailers are pledged to eco-packaging, energy, zero waste and carbon-neutral supply chains (Patil, and Negi, 2025). Research has indicated that customers all around the world expect the brands to be responsible in the area of sustainability. However, these strategies are mostly not successful because of transparency and pricing.
Sustainability-oriented shoppers in the UK are very knowledgeable and a significant number of them will purchase products that have environmentally friendly packaging in case it is not too expensive and easily accessible. The carbon regulations and Net Zero 2050 of the government play a crucial role in forcing supermarkets to reduce their emissions and promote sustainability measures (Fazekas et al. 2022). Retailers are obligated to comply with waste management regulations and have specific goals of carbon reduction (Huang er al. 2021). These are the external regulations whose existence has served as the primary determinants of why firms such as Tesco have decided to undertake the green move.
The Tesco marketing campaign is sustainable when it comes to the use of recyclable packaging, responsible sourcing, and energy conservation (Mendonça, 2025). Sainsbury’s and ASDA are two of the competitors that have embarked on similar journeys through the implementation of measures such as plastic reduction and sustainable supply chain improvements (Sarisa, 2021). Tesco uses itself as a market leader by being more thorough in their sustainability pledges and possessing better communication efforts.
Although the consumers of the UK have developed to be more sensitive to sustainability, the price factor is a big challenge. It is a common practice of people to instead purchase low-cost items instead of environmentally friendly ones. Research shows that customers react favourably to green initiatives when they see that there are real environmental benefits and they trust the brand (Guerreiro, and Pacheco, 2021). This research provides a thorough and critical assessment of the extent to which Tesco's sustainable practices are effective as the competitors and consumer awareness of the company’s initiatives. Furthermore, it investigates whether compliance with regulations and competitive positioning alone can lead to a higher probability of purchase and ​‍​‌‍​‍‌loyalty.
[bookmark: _Toc221018687]2.6 Green marketing strategy used in retail sector 
Retail industry​‍​‌‍​‍‌ encourages environmental protection by.
· recyclable packaging
· reduced plastic use
· responsible sourcing
· energy-efficient stores
· carbon reduction targets (Lavanya, and Bolla, 2024)
All these initiatives are going to be how the company supports its environmental commitments and the positioning of the brand. Nevertheless, a portion of the clientele is sceptical if these measures really bring about a radical change or if they are merely a kind of advertisement. On top of that, manner of thinking in terms of price and limited knowledge also lessen the effect. This study is an evaluation of how well Tesco’s environmental marketing affects consumer purchase intention and loyalty with a focus on the factors of credibility, communication clarity and customer ​‍​‌‍​‍‌trust.
Tesco​‍​‌‍​‍‌ has been integrating sustainability into its core business strategy by making a series of moves such as installations of renewable energy systems (Jones, and Comfort, 2021). collaborating with suppliers that are committed to environment and promoting products with lower environmental impact such as plant-based alternatives. The retailer reaches out to customers in its sustainability journey through loyalty schemes, online campaigns, and in-store messaging to create awareness of its dedication to the environment in the long run. Besides, Tesco's projects comprise measures to stimulate the circular economy and participation in local environmental initiatives for the purpose of improving the general image of the ​‍​‌‍​‍‌company (Upadhyay et al. 2022).
Tesco sustainability progress is recognized by the consumers through various studies, yet they demand more transparency and tangible results from the company. The degree of trust in Tesco depends on how the company explains the advantages of its actions instead of only giving a list of tasks. Nowadays, consumers cannot be easily persuaded with only words and claims but they want to see the verifiable data, such as certifications issued by an independent party or sustainability results depending on which consumer behaviour they will adopt.
Tesco’s commitment to environmental issues through actions such as increasing energy efficiency, lowering emissions in logistics (Mendonça, 2025). Introducing supplier monitoring schemes is commendable and set a good example to the rest of the UK retail sector (Littlechild, 2021). On the other hand, the question arises about the degree of connection between these measures and affordability plans for households. There are still some consumers who think that the implementation of environmental initiatives may lead to an increase of product prices, and this consequently influencing their purchase decisions.
Greenwashing is still a huge problem that might severely damage the reputation of a brand, which is why it is important to be addressed energetically (Santos et al. 2024). If the promotion of a verbal message is considered being too much and lacking of sources, then it has a negative effect on trust. For Tesco not to be confronted with the negative consequence of scepticism, it is necessary for the company to maintain the balance between its commercial sustainability messages and transparent communication addressed to the stakeholders. The present investigation attempts to articulate the impact of the conveyance of Tesco's environmentally-friendly messages on customer behaviour and loyalty, with special emphasis on the involvement of clarity, trust and value perception in eliciting such positive ​‍​‌‍​‍‌responses.
Eco-friendly product perception and purchase intention 
Studies​‍​‌‍​‍‌ indicate that consumers tend to purchase more of the products that they consider to be friendly to the environment. A good perception of the product increases the intention to buy: however, when the claims are not clear, scepticism is raised (Londaridze, 2024). Some research point that unambiguous labelling and reliable certification give a trust that the consumers are more confident (Israfilova, and Bian, 2025). In case of Tesco, the use of eco-friendly packaging and the communication of sustainability can be a factor that increases the intention of the consumer, but the result depends on the trust, the price and the level of the consumer’s awareness. This study is about whether real green initiatives have an impact on customer ​‍​‌‍​‍‌choices.
Corporate credibility and consumer trust 
Consumer trust is a critical concept that determines the success of green marketing, with credibility of a corporation being one of the key elements (Jamal et al. 2023). In case a company has a reputation of honesty and responsible actions, then customers will be more ready to believe its claims about environmental friendliness. Indicatively, in the case of Tesco, individuals obtain trust by simply talking straight and by being green about their businesses. Conversely, when the statements are ambiguous or customers have a feeling that they have been exaggerated, then they might be suspicious of the intentions of the brand. Trust depends on earlier experiences, endorsements by independent bodies and the actual results of the eco-efforts. Studies indicate that consumers want brands that are committed in the long run rather than making short-term promotional activities (Rachmad, 2025). The present research assesses the impact of source credibility on trust and purchase intention when consumers must have sustainable products or take the cheaper ​‍​‌‍​‍‌option.
Emotional and value-based connection to brands 
Consumers​‍​‌‍​‍‌ can become emotionally attached to brands that mirror their ideologies. Specifically, in the context of green marketing, if a company’s eco-friendly measures are in line with the customers’ views on environmental conservation, it can result in a kind of loyalty that goes beyond mere transactional relationships. For instance, customers who are concerned about the earth might feel more comfortable with Tesco if the company is not only talking about but also actively implementing eco-friendly practices (Mendonça, 2025). However, emotional attachment will only be there if the actions largely seem real and consistent. In a situation where customers feel that sustainability is just a marketing tool and not a source of real impact, the emotional bond gets weaker. When there is a good fit between the customer's values and the brand's, it can significantly increase the likelihood of a purchase and customers can be more willing to buy again. The research concentrates on the significance of emotional and value-based relationships as the motivation of consumer reaction to green actions at Tesco.
Influence of demographic differences (age, income, education)
Age, income and education are some demographic factors that play a major role in the response that the consumer has towards green marketing. Consumers that are younger and have higher education level will be more aware of the problem that are affecting the environment and are more ready to buy sustainable products (Gidaković et al. 2024). Nevertheless, income level may restrict the intention to purchase, as environmentally friendly products are occasionally considered to be more costly. The situation with Tesco is that a low-income group of customers might not succumb to the temptation of purchasing eco-friendly products despite having positive attitudes towards the same, focusing on their affordability. Older buyers may not think the same way as they may require further persuasion using effective communication in relation to the environmental benefits (Gier et al. 2023). With demographic differences, Tesco would have a better chance to develop demographic marketing strategies. This analysis assesses how age, income and education affect the reactions of the consumers to the green initiatives, their purchase intention and ‍loyalty.
Barriers to green marketing success 
Green​‍​‌‍​‍‌ marketing frequently encounters problems that restrict its influence on consumer behaviour. A significant obstacle is price sensitivity, as quite a few customers opt for lower-cost alternatives even if they are aware of the need for sustainability. Awareness of the environment or a misunderstanding of the benefits thereof to the environment also has a say in the level of involvement (Jones, and Russo, 2024). Some consumers even think that companies are lying to them about being green when in fact these companies are just doing greenwashing. In Tesco's situation, the absence of proper communication and a lack of sufficient proof of eco-friendly impact can result in consumer trust being diminished. The decision to purchase can also be affected by the availability and the visibility of environmentally friendly products. Suppose the number of sustainable choices is limited or they are difficult to find, customers may not opt for them. This study investigates how such obstacles influence Tesco's capacity to raise the intention of purchasing through green marketing and figures out the ways to get a better consumer ​‍​‌‍​‍‌response.
[bookmark: _Toc221018688]2.7 Critical review of methodologies in existing studies 
Most​‍​‌‍​‍‌ of the research to date concerning green marketing and consumer behaviour have treated these issues by means of quantitative surveys which allow measuring of intention and thus offer insightful but hardly deep results. In this respect, qualitative interviews provide a more thorough comprehension of participants' attitudes but have weaker generalizability. The use of mixed methods allows one to combine the advantages of both approaches, but also implies a longer time and higher costs. In the case of this study concerning Tesco a quantitative approach would be suitable to efficiently determine the impact of green marketing on purchase intention and loyalty among many ​‍​‌‍​‍‌customers.
[bookmark: _Toc221018689]2.8 Integrated framework linking green marketing practices to customer purchase intention in UK grocery retail 
Drawing​‍​‌‍​‍‌ from literature and Tesco's situation in UK, an Integrated Green Marketing–Purchase Intention Framework is relevant for this study. This framework is aimed at describing the influence of green marketing on customers’ purchase intention and loyalty while it is acknowledging the role of trust, authenticity and demographic differences in this context.
Green marketing practices such as eco-labels, sustainable packaging, ethical sourcing communication, and carbon reduction messaging are at the centre of the framework (Donato, 2025). These acts as stimuli that determine how customers’ view aligned with Tesco’s goods and brand. Nonetheless, the framework acknowledges that merely being exposed is not enough. The effect of these practices depends on the consumers’ interpretation.
In​‍​‌‍​‍‌ conjunction with the Theory of Planned Behaviour, attitude, subjective norms, and perceived behavioural control are regarded as perceptual and psychological factors. Advertisements concerning green marketing programs stimulate people's attitudes by increasing the perceived environmental value (Liao et al. ​‍​‌‍​‍‌2020). Social norms get a boost from sustainability being openly talked about and from the retailer being visible. Perceived behavioural control corresponds to price sensitivity, product availability, and clarity of information, which are all very important in grocery retail (Dangelico et al. 2024).
In order to fill the gaps in the current literature, the framework inserts green trust and perceived authenticity as the main mediators. Positive attitudes are supported and the greenwashing scepticism is lowered if Tesco’s green claims are regarded as trustworthy and clear (Anh et al. 2024). On the other hand, low credibility may break the intention–behaviour link.
Lastly, demographic factors like age, income, and education are considered as moderating variables. They basically determine how consumers react to green messages and how they balance sustainability with price and convenience. This framework enables a critical and context-specific examination of the effectiveness of green marketing under real retail conditions, thus providing theoretical refinement and practical insight into Tesco’s sustainability ​‍​‌‍​‍‌strategy.


[bookmark: _Toc221018690]2.9 Conceptual framework Customer purchase intention (Likelihood of buying green products from Tesco)
Customer perception
(Customers’ interpretation towards Tesco’s green initiatives (trust, credibility, authenticity))
Environmental awareness
(Consumer understanding of sustainability and personal responsibility towards the environment)
Sustainable sourcing
Green advertising
Eco-friendly packaging
Energy efficient operations
Green marketing practices





















[bookmark: _Toc220527426]Figure 2.1: Conceptual framework 
(Source: Created by learner in Ms-Word)

[bookmark: _Toc221018691]2.10 Summary 
The​‍​‌‍​‍‌ chapter has done an in-depth critical review of literature concerning green marketing, consumer behaviour, and related theories. The chapter also covered a significant number of ways that sustainable and environmentally friendly practices can drive consumers' purchase intentions and their loyalty, and the main factors that trust and awareness were facilitating these processes. It identified several gaps in methodology and a limited focus on UK retail sector. Such findings provide reasons for the study of effect of Tesco's green marketing by adopting quantitative research ​‍​‌‍​‍‌design.


[bookmark: _Toc221018692]Chapter 3: Research methodology 
[bookmark: _Toc221018693]3.1 Introduction 
The​‍​‌‍​‍‌ chapter describes and justifies research methodology of the study. The research goal is to assess impact of green marketing practices on intention of customers to make a purchase at Tesco in UK. The research question is mainly on the relationship between sustainability communication and operations of Tesco and customer attitude and purchase intention.
A secondary qualitative case study approach has been adopted. This method is appropriate, since it provides a thorough understanding of the real-world practices of Tesco. Besides, it offers the possibility of customer perception and organizational strategy analysis using existing credible sources. The study is based on interpretivist philosophy and adopts an abductive approach. A case study approach is adopted, which is backed by secondary data like reports and published studies. The chapter delves into research philosophy, approach, case selection, data sources, analysis methods, research rigour, and ethical ​‍​‌‍​‍‌considerations. 
[image: ]
[bookmark: _Toc220527427]Figure 3.1: Research onion by Saunders et al.,
(Source: Abdelhakim, 2021)​‍​‌‍​‍‌
3.2 Research philosophy, approach, and design 

[bookmark: _Toc221018695]3.2.1 Research philosophy 
This​‍​‌‍​‍‌ research employs an interpretivist research philosophy that contains elements of pragmatism. The ontological perspective accepts that consumer behaviours and perceptions are created socially and depend on the context (Pervin, and Mokhtar, 2022). Responses of customers to green marketing are influenced by their personal values, social factors, and the level of trust they have in Tesco’s sustainability claims. The epistemological stance agrees that knowledge is obtained from the interpretation of the meanings of texts and reports already existing. Interpretivism is a good fit because this study is about understanding customer perception, not quantifying behaviour. Pragmatism is in favour of the use of practical and relevant evidence to explain real-world marketing results. It is very consistent with sustainability and consumer behaviour research, where the significance and context are essential. ​‍​‌‍​‍‌
[bookmark: _Toc221018696]3.2.2 Research approach 
Abductive​‍​‌‍​‍‌ research approach is chosen. In contrast, deductive research tests the theory by employing hypotheses that have been predetermined while inductive research comes from theory development through raw data (Van Hulst, and Visser, 2025). This paper adopts both in an abductive approach. It starts with theory that is well-known such as the Theory of Planned Behaviour. Next, Tesco’s secondary evidence is scrutinized to spot the patterns. The results are then put against the theory to clarify the conceptual framework. Such back-and-forth movement allows a more profound understanding of purchase ​‍​‌‍​‍‌intention.
[bookmark: _Toc221018697]3.2.3 Research strategy 
A​‍​‌‍​‍‌ case study research strategy is employed. Case studies research often are explorations of the phenomena through real-life context occurrences (Warren, and Bell, 2022). Tesco has been chosen as a whole single case because of its leading green marketing and sustainability work. This strategy is perfect for responding to questions "how" and "what". It allows an extensive analysis of the effects of green marketing on customer purchase intention.
[bookmark: _Toc221018698]3.3 Justification for case study methodology
Case study methodology matches with research question since it deals with influence of green marketing on customer purchase intention (Gong et al. 2023). Case studies reveal consumer behaviours in a real retail environment, which is difficult to achieve through other methods. Green marketing is complicated and related to trust, values, and perception to a large extent. Therefore, a case study is more likely to reveal these deep-seated issues that are ignored in general surveys.
The secondary data is chosen to be the main method. It is effective to get the latest and reliable materials from a variety of sources, including reports, academic articles, and industry data. Besides, secondary data focuses on how Tesco's strategies have evolved through time. It can be helpful in predicting impact on customer intention for long term (Sharma et al. 2022). Investigating a big company like Tesco with just primary methods would be a real challenge.
A single-case study of Tesco can be well argued. Tesco is leader of UK grocery market. They are transparent with their sustainability commitment and public data are available on this. It is possible to make a very detailed and well-focused analysis. Secondary case studies are limited in terms of customer engagement (Abo ElHamd et al. 2022). The results may not be entirely applicable to other ​‍​‌‍​‍‌retailers.
[bookmark: _Toc221018699]3.4 Case selection and sampling strategy 
[bookmark: _Toc221018700]3.4.1 Sampling logic 
This​‍​‌‍​‍‌ study applied purposive sampling. It entails the selection of the sources directly related to the research objective. The method is not the same as probability sampling, which is concerned with large populations. Purposive sampling is a good suit for theory-based analysis. It assists in narrowing down on meaning, context, and depth (Nyimbili, and Nyimbili, 2024). The research does not aim statistical generalisation but analytical generalisation. The findings, therefore, are related to theories rather than the entire population.
[bookmark: _Toc221018701]3.4.2 Case selection criteria 
The case chosen should evidence the implementation of green marketing practices (Braik et al. 2024). It should offer abundant and readily secondary data. The focus is UK grocery retail sector. The sources included in the consideration were published in 2020-2025. The choice is taken to make sure that the data may be relevant to the existing sustainability problems. Any information should be believable and verifiable. The sources are peer-reviewed articles, company reports and industry publications. 
[bookmark: _Toc221018702]3.4.3 Case profile: Tesco 
The study makes use of Tesco as one of the cases. It is the largest grocery store in UK. Tesco sustainability communication has significant visibility. A lot of consumers are influenced by its green marketing practices. Public data on Tesco is both plentiful and dependable. It serves as a basis for the detailed qualitative analysis. The influence of these practices on the purchase intention is discussed in Chapter ​‍​‌‍​‍‌4.
The research also identifies Sainsbury's, ASDA, and Marks & Spencer as comparative reference cases. These UK retailers publish green marketing communications vigorously and supply publicly credible sustainability data. Their inclusion enables limited cross-case insights, yet Tesco is the focus of the qualitative analysis throughout Chapter 4.
[bookmark: _Toc221018703]3.4.4 Case selection and background 
Case study 1: Tesco​‍​‌‍​‍‌ Plc is the UK’s biggest grocery retailer with a presence in supermarkets, convenience stores, and online channels. Because it had a sizeable market share along with a very visible green marketing activity, it was chosen as the main case.
Case study 2: Sainsbury’s is a key UK supermarket which basically focuses on quality and ethical sourcing. It is a good mass-market competition for Tesco in UK.
Case study 3: Marks & Spencer is a high-end UK retailer with consistently focusing on sustainability. It contrasts with the other two retailers through green positioning based on value and ​‍​‌‍​‍‌trust.
Case study 4: ASDA​‍​‌‍​‍‌ is considered as major grocery retailer in UK. It supplies mainly to lower-to-middle-class customers by being value-led supermarket that focuses on affordability. It is implementing selective sustainability actions, mostly in packaging, reduction, and operational emissions to meet basic environmental standards and keep prices ​‍​‌‍​‍‌unchanged.
[bookmark: _Toc221018704]3.5 Data sources and data collection 
[bookmark: _Toc221018705]3.5.1 Types of secondary data sources 
· Academic journals: Peer-reviewed journals are good sources of sound theoretical backgrounds. They articulate the relationships between green marketing and consumer behaviour. Moreover, journals are reliable and based on evidence. However, not all articles can be Tesco- or UK-retail industry-oriented. 
· Sustainability and annual reports: These reports give initial and effective information on green marketing of Tesco, Sainsbury's, ASDA, and Marks & Spencer. They reflect strategies, goals, and the progress of the company over time. The main strength is the accuracy of the official data. One of the weaknesses is that there is the risk of positive bias in the self-reported information.  
· Market research and analyst reports: Mintel, Statista, and IBISWorld reports include the data on consumer trends. They enable the understanding of UK customers' reaction to sustainability. The sources are up-to-date and industry-focused. The depth can however be restrained by access restrictions and high-level analysis. 
· Government and NGO publication: Such sources as DEFRA provide the background of policies and regulations. They make it possible to connect green marketing with national sustainability goals. These sources are trusted and impartial. However, they may not be able to directly measure purchase intention.
· Business press and media coverage: The media sources represent reaction and brand perception of the population. They show consumer sentiment at the moment. On the other hand, they may be lacking in academic ​‍​‌‍​‍‌rigor.
[bookmark: _Toc221018706]3.5.2 Data collection process 
	Keywords group 
	Keywords used 
	Boolean logic 

	Green marketing
	“Green marketing” “Sustainable marketing” “Eco-labels”
	OR

	Consumer behaviour
	“Purchase intention” “Consumer perception” “Buying behaviour”
	OR

	Case Context
	“Tesco” 
“UK grocery retail” “Supermarkets UK”
	OR

	Combined Search
	“Green Marketing” AND “Consumer Behaviour” AND Case Context
	AND


[bookmark: _Toc220527428]Table 3.1: Keyword search 
(Source: Created by learner in Ms-Word)
	Criteria 
	Inclusion 
	Exclusion 

	Time period
	2020–2025
	Before 2020

	Geography
	UK-focused studies
	Non-UK focus

	Source type
	Peer-reviewed, reports, credible media
	Blogs, opinion pieces

	Relevance
	Green marketing and purchase intention
	Unrelated sustainability topics


[bookmark: _Toc220527429]Table 3.2: Inclusion and exclusion criteria 
(Source: Created by learner in Ms-Word)
[bookmark: _Toc221018707]3.6 Data analysis approach 
[bookmark: _Toc221018708]3.6.1 Analysis framework
This​‍​‌‍​‍‌ research relies heavily on conceptual framework presented in Chapter 2 as primary instrument for mixing and matching green marketing practices with consumer perception, green trust, and purchase intention. An abductive and theory-guided thematic analysis have been implemented (Thompson, 2022). The existing theories, for example, Theory of Planned Behaviour and green trust models, are used as analysis and being open to ideas out of data. It fits perfectly with purpose of this research, as effectiveness of green marketing is determined by consumers' way of decoding sustainability messages. The framework serves as a guide to keeping analysis on Tesco's green marketing eco-friendliness and greening efforts, which met its customers and consumers' expectations and desires.
[bookmark: _Toc221018709]3.6.2 Within case-analysis
Within-case analysis, the research relies on Tesco as single case-study through comparing with other UK grocery retailers such as Sainsbury's, ASDA, and Marks & Spencer. Material from reports, media articles, and academic studies is coded thematically. The concepts are concentrating on environmental labelling, green products pricing, sustainability communication, and customer reaction. The triangulation is realized through the comparison of evidence between sources (Donkoh, and Mensah, 2023). This way, a reduction of biases and an increase in the trustworthiness of the evidence are attained. Information from different sources is merged for the story to be clear and well-organized. It tells the tale of how Tesco’s green marketing strategies have an impact on customer attitudes and purchase intention gradually.
[bookmark: _Toc221018710]3.6.3 Cross-theme synthesis 
Themes are contrasted and combined throughout the whole dataset after the coding of a project has been completed. The main themes are green trust, consumer perception, purchase intention, and demographic factors such as income and age (Squires, 2023). The relationships between the themes are critically scrutinized. To illustrate, green trust is related to purchase intention, but price sensitivity may play a role. The synthesis is used to uncover patterns and contradictions in the Tesco green marketing strategy. The results are the foundation of the next chapter where they are interpreted and discussed within the framework of theoretical and practical ​‍​‌‍​‍‌impulses.
[bookmark: _Toc221018711]3.7 Research quality and rigour 
[bookmark: _Toc221018712]3.7.1 Construct validity 
Construct​‍​‌‍​‍‌ validity is secured by precisely defining green marketing practices and customer purchase intention (Vilkaite-Vaitone et al. 2022). Both concepts are based on established theories and previous studies. Various sources of data are utilized such as academic papers, Tesco reports, and market analyses. This triangulation enables the verification of the consistency of evidence and thus, the risk of biased interpretation is minimized.
[bookmark: _Toc221018713]3.7.2 Internal validity 
Internal validity is maintained by following the logical pattern matching between the theory and the results (Lin et al. 2021). A step-by-step process is developed in the study. The links between green marketing practices and consumer behaviour are brought into the fore. This is a clear justification of the trustworthiness of the cause-effect relationships of the case. 
[bookmark: _Toc221018714]3.7.3 External validity 
External validity is gained through analytical generalisation instead of statistical generalisation. Results are related to theories like the Theory of Planned Behaviour. Tesco is considered a model large UK grocery retailer, thus supporting a broader theoretical context.
[bookmark: _Toc221018715]3.7.4 Reliability 
The reliability is ensured as the sources of data, search queries and analysis steps are well-documented (Shaheen et al. 2023). This enables the study to be reproduced through the same ​‍​‌‍​‍‌methods.
[bookmark: _Toc221018716]3.8 Ethical considerations 
The proposed study will utilize only secondary data which are already open sources. Consequently, the concern regarding the necessity of an informed consent or the breach of personal privacy do not exist. All sources are properly implemented to avoid plagiarism and to ensure academic integrity. The data retrieved on Tesco and other companies is not manipulated to fit the study (Hasan, 2021). Both sides of the argument which presents reasons supporting or opposing the case have evidence to give an objective opinion. The studies have taken caution to avoid putting forth information that would damage the image of the organization. The study is consistent with the research integrity and data responsible use policies of the university. Ethical approval is also not necessary because there are no primary data or human subjects involved (Nii Laryeafio, and Ogbewe, 2023). 
[bookmark: _Toc221018717]3.9 Chapter summary 
This​‍​‌‍​‍‌ chapter discussed and defended the chosen research methodology that was employed to investigate Tesco's green marketing activities and customer purchase intention. Qualitative secondary case study approach was chosen as the method because it is very suitable for studying consumer perception and sustainability strategies within a real-world retail context. The interpretivist and abductive approach facilitated theory-guided analysis via credible secondary sources. Rigour was maintained by triangulation, clear analysis, and adherence to ethics. This approach is fitting and trustworthy for accomplishing the research goals. Chapter 4 gives the results and the analysis based on the selected Tesco ​‍​‌‍​‍‌case. 


[bookmark: _Toc221018718]Chapter 4: Findings 
[bookmark: _Toc221018719]4.1 Introduction 
This​‍​‌‍​‍‌ chapter lays out results and discussion based on secondary qualitative data regarding Tesco’s green marketing activities. The primary goal is to explore to what extent these activities affect the buying intentions of customers in the UK retail sector. The analysis is consistent with the methodology described in Chapter 3. It integrates an abductive and thematic approach. The analysis is theory-informed, but new ideas also come from the data. The chapter mainly deals with the actual evidence from reports, academic studies, and market sources. This​‍​‌‍​‍‌ chapter reports the findings of the research in three case studies based on secondary data from publicly available sources. Green marketing and sustainability communication can be effectively studied through a case study method. Mainly, the chapter is about Tesco, while Sainsbury’s and Marks & Spencer are comparative cases. UK grocery industry is very competitive, price sensitive, and characterized by increasing sustainability demands and consumer ​‍​‌‍​‍‌scepticism. 
[bookmark: _Toc221018720]4.2 Case study 1: Tesco Plc (Main case)
[bookmark: _Toc221018721]4.2.1 Introduction and background 
Tesco​‍​‌‍​‍‌ is the biggest grocery retailer in the UK and holds about 27–28% of the market share in 2024. It operates convenience stores, online grocery, and supermarkets (Statista.com, 2025). Tesco offers financial services, clothing under the F&F brand, food and general household products, through its stores and on the internet via its site (Tescoplc.com, 2025). It competes mainly against Sainsbury’s, ASDA, Morrisons, and Marks & Spencer. Sustainability is vastly related with Tesco’s corporate strategy. By 2035, the retailer has dedicated to achieve net zero in its operations. They are aiming at 50% reduction in food waste (Tescoplc.com, 2021). 
The UK grocery market is experiencing the effects of the cost-of-living crisis. Consumers are extremely price sensitive. At the same time, the retailers also face tougher environmental guidelines imposed by the authorities, the media and the consumers. This has created an issue of the need to choose between affordability and sustainability. 
[bookmark: _Toc221018722]4.2.2 The challenges or opportunity 
Tesco has increased the effort of incorporating more recyclable and less plastic wrappings of its numerous products. Paper-based packs, clear recycling labels, and a reduced amount of unnecessary wrapping can be often identified by the customers (Tescoplc.com, 2022). If environmentally friendly packaging somehow compromises the product's shelf life or makes it less easy to use, then the intention to buy can be negatively ​‍​‌‍​‍‌affected (Khan, 2025).
	Indicator 
	Approximate share of consumers 

	Prefer recyclable packaging
	65%

	Check recycling labels
	58%

	Avoid excessive plastic
	60%

	Will not pay more for green packaging
	40%


[bookmark: _Toc220527430]Table 4.1: UK consumer views on green packaging 
(Source: Packagingeurope.com, 2023)
Tesco advices its suppliers to be responsible and certified regarding their sourcing process. A few examples are standards for sustainable farming and establishment of ethical supply-chains (Procurementmag.com, 2023). Customers tend to think that these initiatives are part of the company looking into the future and not the offer of a bonus. Ethical sourcing increases credibility of the brand and the customer trusts the product quality (Holloway, 2024). The perceived responsibility and the importance of ethics have been raised through the introduction of green packaging and emphasis on sustainable sourcing at Tesco (Mendonça, 2025). 
The difference in the prices and the stress of the time act as a reduction in the consumers’ ethical purchasing. There are some consumers who support the ideas of green but they behave differently in the store. This is a clear example of the gap between attitude and behaviour. The intention towards the behaviour is more influenced by Tesco’s green practices than the actual behaviour (Utama et al. 2022).
[bookmark: _Toc221018723]4.2.3 The approach and implementation 
Tesco focuses on its sustainability through in-store signage, websites and campaigns. The communications are associated with climate change, reduced waste, and responsible retailing (Tescoplc.com, 2025). Such branding depicts Tesco as an environmentally conscious retailer. A lot of consumers equate such communication with corporate responsibility. Research in UK retail sector indicates that about 60–65% of consumers come across the sustainability claims on supermarket brands (Brc.org.uk, 2024). For Tesco, a high degree of visibility translates into brand recall and a positive attitude (Tescoplc.com, 2019). Almost half of UK customers testify that carbon labels increase their level of trust in brands. Nevertheless, it is only about 35-40% that fully understand the meaning of carbon footprints (Sustainability-beat.co.uk, 2023). 
Tesco is capitalized on by showing targets and progress reports. This boosts credibility. Consumers prefer brands that disclose measurable objectives. Studies reveal that companies with unambiguous sustainability reporting increase their trust scores by up to 20% (Blueyonder.com, 2025). Approximately 40% of UK consumers do not believe the green claims made by big supermarkets (Duncantoplis.co.uk, 2024). Tesco being a huge company is under more scrutiny. The usage of complicated sustainability language can also lower the level of trust. People want the message to be straightforward and truthful. Tesco's sustainability branding and carbon labelling create customers' positive perceptions and trust, which are freshness and responsibility (May, and Fearne, 2024).
[bookmark: _Toc221018724]4.2.4 Outcomes and results 
Green trust is green belief. Hence it is the faith a customer has that Tesco is truthful, genuine and reliable when it makes environmental-related statements (Tescoplc.com, 2024). Consumer expectations are generally set on Tesco being a brand that not only talks the environmental impact but also walk through those words. Tesco publishes elaborate sustainability reports and it is dedicated to setting and achieving continuing environmentally friendly targets. Research​‍​‌‍​‍‌ also revealed that close to 60% of consumers in the UK would be more likely to trust a retailer if that retailer clearly communicated their sustainability efforts (Smebusinessnews.co.uk, 2021). Trust is gained by a time commitment rather than by short campaigns. Hence, one of the factors that lead to the improved credibility of Tesco is their countless advertisements that have focused on sustainability over the last few years. If customers trust Tesco's green initiative, they will be inclined to purchase from the brand and recommend it to others as well (Tescoplc.com, ​‍​‌‍​‍‌2025). Research shows that perceived credible sustainable brands may share an increase in their repeat purchase intention by up to 20 percent (Textilefocus.com, 2020). 
[bookmark: _Toc221018725]4.3 Case study 2: Sainsbury’s (Comparative case)
[bookmark: _Toc221018726]4.3.1 Introduction and background 
Sainsbury’s​‍​‌‍​‍‌ is among the top largest supermarket chains in UK. The company possessed approximately 14-15% of the market share in the grocery retail business in 2024 (Sainsburys.co.uk, 2024). In addition to having supermarkets and convenience stores, it operates online grocery stores. Food, household goods, and clothing through the brand are the primary products of the company. The core of competitiveness of Sainsbury is that this company is positioned as a quality-conscious and ethical retailer. It is primarily targeted at middle-income consumers who are interested in the quality of products and socially responsible purchasing. Tesco is a much bigger company in terms of scale; however, Sainsbury’s has a better ethical brand image. For the past few years, Tesco has been playing predominantly in price and reach (Theguardian.com, 2025). On the other hand, Sainsbury’s is going for trust, quality, and values as their competitive edges. Its brand identity heavily revolves around sustainability. This branding makes sense in the UK market where there is high inflation, intense competition, and the rise of consumer concern regarding environmental ​‍​‌‍​‍‌impact.
[bookmark: _Toc221018727]4.3.2 The challenges or opportunity 
Sainsbury’s​‍​‌‍​‍‌ was struggling to stand out in a market that was both crowded and very sensitive to prices. Consumers in UK are known to compare prices precisely, and discount retailers like Aldi and Lidl have put even more pressure on margins. People have raised their expectations of brands, including supermarkets, to act responsibly towards the environment and ethically source their products. Results from consumer surveys show that more than 60% of UK shoppers believe that supermarkets should be responsible in area of sustainability. However, only about 30-35% are clearly willing to pay a higher price for such products (Consultancy.uk, 2022). This situation put Sainsbury in a dilemma. The ethical sourcing and the transparency in its products may be used by the company to gain the trust and loyalty of its customers. It stood the risk of losing customers, who are highly conscious of the prices in case the sustainability practices resulted in increased costs. Additionally, Sainsbury’s had to find a way to meet the needs of consumers who were environmentally conscious without turning away those who were less engaged in the ​‍​‌‍​‍‌issue (Jones et al. 2020).
[bookmark: _Toc221018728]4.3.3 The approach and implementation 
Sainsbury responded with its own sustainability framework called the Plan for Better. The plan focuses on three key areas namely the healthy people, the healthy planet and fair sourcing (Sainsburys.co.uk, 2026). The company acknowledged that they would achieve net zero in their operations within 2035. In addition, it aimed at becoming net zero in its overall supply chain by 2050. Sainsbury’s has progressively intensified the use of responsibly sourced products. As an illustration, the company’s palm oil is 100% certified sustainable. More than 80% of its seafood is from responsible sources (Sustainablebrands.com, 2025). The company has reduced its wastage of food by half in comparison to baseline in 2016. In addition, it stopped using plastic in most own brand products. One of the most evident messages was the one that focused on sustainability both on the packaging and on the web. Carbon labels and recycle guidelines became convenient. This has aided in bringing about more transparency and at the same time minimizing confusion (Taufique et al. 2022). These actions, therefore, in combination with periodic sustainability reports and publicly available targets, constituted the modus operation of the company.
[bookmark: _Toc221018729]4.3.4 Outcomes and results 
The results are mixed with positive approaches towards this research. Sainsbury’s is frequently among the top-listed UK supermarkets for ethical credibility. Brand trust surveys show that approximately 55–60% of consumers perceive Sainsbury’s as a responsible retailer (Statista.com, 2025). Its sustainability reports reveal continuous advancement in waste reduction and emissions. The brand image has also been consolidated through ethical sourcing. However not all the disadvantages are gone. The less affluent consumers who are more price-conscious react less to sustainability marketing. It is tough to pinpoint the component of sales growth that has come directly from green initiatives. Market data indicate that the biggest gains in customer loyalty are among the elderly and environmentally friendly consumers. Young people and those with lower incomes seem to be more price-oriented. This means that while customers' trust and reputation for sustainability are two sides of the same coin, the impact is not the same for every customer ​‍​‌‍​‍‌segment.
[bookmark: _Toc221018730]4.4 Case study 3: Mark & Spencer (Comparative case) 
[bookmark: _Toc221018731]4.4.1 Introduction and background 
Marks​‍​‌‍​‍‌ & Spencer (M&S) is a famous retail chain based in the UK having a very strong image of a high-end brand. It serves mainly food, clothing, and home products. Until 2024, M&S had a share of the UK grocery market at the level of about 3–4% (Marksandspencer.com, 2024). Its food business is more successful than the clothing segment. M&S is a retailer of quality and value. It serves customers who care more about quality and are less sensitive to price. M&S has been incorporating sustainability into its strategy for more than 15 years. This focus on long-term differentiation sets M&S apart from the mass-market retailers such as Tesco and Sainsbury’s (Marksandspencer.com, 2026). The company faces a highly competitive environment with costs constantly rising, supply chain disruption, and intense public scrutiny of green claims. Being a luxury brand, its sustainability approach is not a feature that supports its brand promise, but rather a core part of ​‍​‌‍​‍‌it.
[bookmark: _Toc221018732]4.4.2 The challenges or opportunity 
The​‍​‌‍​‍‌ principal problem of M&S was the justification of its premium pricing in an extremely competitive retail market. The UK consumers are experiencing the pressure of cost of living. The number of shoppers replacing with cheaper alternatives is low. This makes it quite difficult to maintain premium pricing. On the other hand, consumers are gradually strengthening their demands for brands to have a high level of environmental responsibility. About 70% of UK consumers say they expect big retailers to do less harm to the environment. Nevertheless, trust may decrease if the claims are too exaggerated (Duncantoplis.co.uk, 2024). For M&S, the chance was to leverage sustainability leadership to support its premium value. The danger was reputational damage if the commitments were broken. The long-term credibility was very important. Besides, M&S had to turn its environmental values into real customer trust and loyalty, not simply a good brand ​‍​‌‍​‍‌image.
[bookmark: _Toc221018733]4.4.3 The approach and implementation
M&S​‍​‌‍​‍‌ responded to this issue through its “Plan A” sustainability strategy. Plan A was first rolled out in 2007 and has since been revised a few times. The plan will involve climate action, circularity, responsible sourcing and social impact. M&S established the aim of becoming a net zero business by the year 2040. The company has now declared reducing its operational carbon emission by 60% by 2023 as compared to that of 2017 (Marksandspencer.com, 2026). More than 100% of the electricity used in UK stores is from renewable sources. Over 50% of clothing fibres come from sustainable sources. All fresh beef in food is 100% from the M&S Select Farms (Marksandspencer.com, 2024). The use of packaging was dropped by over 35% since 2018. M&S has a strong green marketing strategy led by stories. Campaigns highlight quality, care, and responsibility. The sustainability messages that run through food, clothing, and home products are in harmony. It helps to strengthen the brand's ​‍​‌‍​‍‌trustworthiness. 
[bookmark: _Toc221018734]4.4.4 Outcomes and results 
Results​‍​‌‍​‍‌ demonstrate that the company has strong brand trust and recognition. M&S can be mentioned as one of the most sustainable retailers in UK. Brand surveys indicate that more than 65 percent of customers relate M&S to ethical and responsible business practices. Levels of trust are at times even beyond those of many mainstream supermarkets. Loyalty markers are very strong. For instance, repeat purchase rates for food rose by approximately 10% between 2021 and 2024 (Huangfu et al. 2024).
Short-term sales surge associated directly with sustainability is only marginal. The effect is more of a long-term nature. Sustainability is aligned with loyalty rather than impulse buying. M&S is less subjected to scepticism than other retailers. This is because of the company's consistency over the long term. Public KPIs help to enhance credibility. These are, for example, emission reductions, waste, and sourcing transparency. Broadly speaking, sustainability is a key aspect in M&S enabling them to maintain their premium position. It acts as a trust and loyalty enhancer rather than an immediate purchase ​‍​‌‍​‍‌driver.
[bookmark: _Toc221018735]4.5 Case study 4: ASDA (Comparative case)
[bookmark: _Toc221018736]4.5.1 Introduction and background 
ASDA​‍​‌‍​‍‌ is one of the leading supermarket chains in the UK. It has a market share of about 13-14% in the grocery sector (Reuters.com, 2024). ASDA primarily focuses on value-led retailing. Its core customers are price-sensitive families. Besides food, the company sells clothing under George and household items. ASDA competes with Tesco, Sainsbury's, and Morrisons. Sustainability is associated with ASDA's strategy; however, the focus is on affordability. In recent past, ASDA has been sharing more information on its sustainability initiatives particularly in packaging and emissions. This is occurring at a period where inflation is very high and the cost of living is straining consumers who are conscious of low prices. 
[bookmark: _Toc221018737]4.5.2 The challenge or opportunity
ASDA is in a dilemma whether to focus more on sustainability or lower prices. Most of the ASDA customers would simply not want to pay extra for green products. UK statistics reveal that approximately 43% of shoppers would not pay more if packaging was sustainable (Shorr.com, 2025). This limitation is really significant for the customer base of ASDA. Meanwhile, environmental standards keep on increasing. Regulators, the media, and consumers are continually raising their expectations of supermarkets reducing the use of plastics and cutting down on emissions. Through low-cost environmentally friendly initiatives, ASDA can not only keep its customers' trust but also safeguard its value ​‍​‌‍​‍‌positioning.
[bookmark: _Toc221018738]4.5.3 The approach and implementation 
ASDA focuses on practical and affordable sustainability initiatives. Since 2020, the retailer has reduced up to 15% of its plastic packaging (Asda.com, 2019). It has executed use of recyclable packaging on its self-brand products. ASDA has also pledged to get to net zero operations by 2040. Packaging that can be recycled easily is provided with clear labels to direct the consumers. The sustainability message is simple and less promotional as compared to Tesco or M&S. ASDA releases sustainability progress through the medium of annual reports and its website (Olarewaju et al. 2024). Instead of heavy green branding, the company concentrates on functional transparency. This goes with its image of offering low prices.
[bookmark: _Toc221018739]4.5.4 Outcomes and results 
ASDA's sustainability measures have resulted in the moderate increase in consumer trust. Roughly 50-55% of UK consumers say they have more trust in retailers that cut down on plastic use (Theguardian.com, 2019). ASDA reaps the rewards of this perception mainly among family segments. However, sustainability has a limited effect on purchase intention as compared to price promotions. Loyalty is largely driven by price factor. The role of environmental awareness is smaller for ASDA customers as compared with Tesco or M&S shoppers. In general, ASDA's sustainability strategy is helpful for brand credibility but the green purchases that it promotes are not very strong. On the one hand, trust is kept up, but on the other hand, sustainability does not override price ​‍​‌‍​‍‌sensitivity.
[bookmark: _Toc221018740]4.6 Cross-case observations
As per the case studies, all the retailers are situated in highly competitive UK grocery market, where they face challenges of price competition and management of their sustainable practices. Tesco, Sainsbury’s, and Marks & Spencer each have a public commitment to green packaging, ethical sourcing, and sustainability reporting as the most visible and effective sustainability actions.
Tesco illustrates the most extensive outreach given the sheer size of its market. Its sustainability communications can be seen in-store and online quite frequently. Nevertheless, consumer price sensitivity hampers the extent of behavioural change. Sainsbury’s, to a great extent, follows the same mass-market way as Tesco but is more focussed on ethical sourcing and straightforwardness of their sustainability messages. M&S incorporates sustainability into its value proposition of premium values, which aligns with high rates of consumer trust and loyalty towards the products offered by the company. 
The similarity in all the cases is transparency and communication based on trust. More attention is paid to long-run commitments than short-term campaigns. In general, Tesco is still the one most vulnerable to scepticism because of its size, while M&S, on the other hand, enjoys a higher degree of credibility but a smaller market ​‍​‌‍​‍‌reach.
	Cases 
	Key challenges 
	Key opportunities 
	Solution 
	Implementation 
	Outcomes 

	Tesco 
	Highly​‍​‌‍​‍‌ price-sensitive consumers. Risk of scepticism about greenwashing. Intensive scrutiny on a large scale.
	Use scale to make sustainable choices more habitual. Create widespread trust.
	Green packaging. Carbon labelling. Transparent reporting.
	Recyclable packaging. Supplier standards. Public targets and updates.
	Strong sense of responsibility. Increased trust. The intention to buy goes up, but price is still a limiting factor in the actual behaviour.

	Sainsbury’s 
	Differentiation without increasing prices. Ethical demands.
	Position the shop as an ethical and transparent retailer.
	Ethical sourcing. Waste cutting. Clear messaging.
	“Plan for Better” initiative. Sustainability is communicated both in-store and online.
	Ethically strong, highly credible. Trust rises. There is little influence on the segments that are very price-driven.

	Mark & Spencer
	Justifying higher prices. Ensuring long-term credibility.
	Be a forerunner in sustainability leadership. Get loyalty.
	Strong sustainability narrative. High-quality materials.
	“Plan A” strategy. Green storytelling is done consistently across categories.
	High trust in brand. Strong loyalty. Sustainability is a support for premium positioning rather than a tool for short-term sales.

	ASDA
	Unwillingness to pay a high price for green products. Customers are value-led.
	Keep up with the trust through low-cost, sustainability actions.
	Packaging simplification. Concentrate on operational emissions.
	Less use of plastic. Posting clear recycling labels. Promotional messaging is kept at minimum.
	Moderate increase in trust. Sustainability helps to gain credibility; however, it is not main reason for purchase ​‍​‌‍​‍‌decision.


[bookmark: _Toc220527431]Table 4.2: Comparative analysis between cases 
(Source: Created by learner in Ms-Word)
[bookmark: _Toc221018741]4.7 Data sources and citation 
This​‍​‌‍​‍‌ section describes the context of the case and information sources that have been used for the research. Tesco is the largest grocery retailer in UK. It has a great market reach and a high level of visibility in sustainability communication. Therefore, Tesco is a suitable case for study of green marketing and customer purchase intention in comparison with Sainsbury’s and Marks & Spencer. The analysis is based on secondary data. These references are reliable and abundant in facts about the practices of Tesco and consumer responses. 
Credibility has been enhanced by use of various forms of data. Academic papers outline theory and consumer behaviour. Reports of the companies reveal official sustainability measures. Market research uncovers UK consumer trends. Media sources show public perception. Information from these sources was compared and cross-verified. Through triangulation, bias was minimized, and the themes were strengthened. The section now proceeds with thematic findings based on this combined ​‍​‌‍​‍‌evidence.
	Data source type 
	Purpose in analysis 

	Academic journals
	Theory and consumer behaviour insights

	Annual reports
	Green marketing strategies and actions

	Market research reports
	UK sustainability and buying trends

	Government & NGO reports
	Policy and sustainability context

	Media and press articles
	Public perception and brand image


[bookmark: _Toc220527432]Table 4.3: Overview of secondary data sources
(Source: Created by learner in Ms-Word)
[bookmark: _Toc221018742]4.8 Summary of key findings
This​‍​‌‍​‍‌ chapter discusses how Tesco green marketing activities affect customer purchase intention in the UK. One of the findings was that green packaging and sustainably sourced goods improved the public's perception of companies taking responsibility for their products. These efforts make consumers have a positive impression of the company, however, the sensitivity regarding the price can hinder the actual purchase behaviour. This​‍​‌‍​‍‌ chapter analyses secondary qualitative evidence in detail to illustrate how Tesco's green marketing practices influence customer attitudes, trust, and purchase intentions. It uses thematic analysis to connect sustainability actions with consumer behaviour; thus, paving the way for interpretation and implications in the following ​‍​‌‍​‍‌chapter.
Three​‍​‌‍​‍‌ case studies from UK grocery retail sector were used to represent the findings of the study. The goal was to illustrate role of green marketing and sustainability communication in real-life settings. At Tesco, Sainsbury's, and Marks & Spencer, sustainability is predominantly instrumentalized for purposes of gaining consumer trust and enhancing brand perception. Nevertheless, price sensitivity remains a major limitation to purchase behaviour across all examples. By combining low prices with highly visible sustainability initiatives, Tesco exemplifies a mass-market approach with a good equilibrium. These results are merely descriptive and do not assert causality. They serve as a factual basis for theoretical discussion, interpretation, and implications, which are elaborated in Chapter ​‍​‌‍​‍‌5.


[bookmark: _Toc221018743]Chapter 5: Discussion 
[bookmark: _Toc221018744]5.1 Purpose and positioning 
This​‍​‌‍​‍‌ chapter interprets and discusses the findings from Chapter 4. It does not reiterate the test evidence. The discussion incorporates main theories from Chapter 2, such as Theory of Planned Behaviour, and green trust literature. The main concern is understanding and explaining. It looks at how green marketing influences consumers' attitudes, the level of awareness, and the trust it generates. Besides, it elucidates role of these factors in determining purchase intention and customer loyalty. ​‍​‌‍​‍‌
[bookmark: _Toc221018745]5.2 Analytical framework and discussion logic 
This​‍​‌‍​‍‌ chapter operates within the conceptual framework laid down in chapter two. The framework argues that Tesco’s environmentally friendly marketing initiatives have an impact on consumer attitudes, awareness, and trust. These factors subsequently determine intention to purchase and customer loyalty. The major elements that lead to the discussion include green packaging and sourcing, sustainability branding and carbon labelling, environmental awareness, and green trust. A hybrid discussion format is adopted. This chapter is divided into themes. Each theme is tied to theories and constructs. This format helps to have the research objectives clearly aligned. It also facilitates a direct comparison between the literature and the findings of chapter 4. Hence, the discussion not only presents the findings but also delves into the reasons behind these effects in the UK grocery retail ​‍​‌‍​‍‌context.
[bookmark: _Toc221018746]5.3 Cross-theme discussion: Comparison with literature 
[bookmark: _Toc221018747]5.3.1 Green packaging and sustainable sourcing as drivers of purchase intention 
The​‍​‌‍​‍‌ theme focuses on Theory of Planned Behaviour to explain the idea. TPB states that attitudes can be source of the strongest influence on purchase intention. Green packaging and sustainable sourcing of products serve as ethical signals (Josephat, 2025). These signals create positive image of Tesco among consumers. Chapter 4 indicates that product packaging that can be recycled, reducing use of plastics and sourcing products through socially and environmentally responsible lead to improvement in consumers’ perception of products’ accountability. Consumers are frequently associating these kinds of actions with products being of higher value and being of higher ethical standards (Hassan et al. 2022). It is a belief that aligns with TPB, when people have positive attitudes, they have a greater intention to make purchase.
Results agree with earlier publications in green marketing. There is overwhelming evidence in literature that consumers’ environmental attitudes greatly improve, when they see green marketing actions and their purchase intention increases. UK retail market effect is particularly pronounced because of massive scale of Tesco and its effective communication (Stanikzai, and Ali, 2024). Sustainable sourcing aligns with responsibility over long term and this is in line with consumers’ positive attitudes.
The results imply certain departure from behavioural ideal performance models. People’s attitudes are positive, actual behaviour of buying is not always in harmony with it. Being a limiting factor of the strongest kind is price sensitivity. Often people who have very limited budgets or strong value orientation will opt for least expensive and most convenient option rather than sustainability. This means that having right attitude is not enough to make a person carry out desired action. Looking​‍​‌‍​‍‌ at cases, Tesco and Sainsbury's have similar positive attitude impacts from green packaging, but their price sensitivity limits their behavior. M&S is more efficient at turning ethical attitudes into actual purchases because of its premium positioning. ASDA has the least impact since low prices always take precedence over sustainability ​‍​‌‍​‍‌considerations.
Formation of attitudes is moderated through factors of cost and convenience. Use of greener packaging would lead to people buying product more as long as there would be no big differences in price. Green product effect on attitude fades away if it is considered that products will be expensive and/or it will take more time to get them (Berthold et al. 2022). This makes TPB theory even further compatible with research findings, when it argues that relationship between attitude and intention can be significantly influenced by situational factors. Generally, Tesco’s green packaging and sourcing are influencing purchase intention of customers. 
[bookmark: _Toc221018748]5.3.2 Sustainability branding and carbon labelling as market signals 
This theme is illustrated through green branding theory. The literature considers that sustainability branding signals what the firm mainly stands for. Clear signals significantly minimize information gap existing between firms and consumers. In Chapter 4, it was revealed that Tesco's sustainability branding was able to make its environmental initiatives more tangible. Carbon labelling has enhanced perceived transparency. Therefore, many consumers began to view Tesco as more responsible business because of these signs (Taufique et al. 2022). Across​‍​‌‍​‍‌ cases, Tesco and Sainsbury’s employ sustainability labels that can be seen to make their business more transparent. However, due to its larger scale, Tesco is more likely to be met with scepticism. By means of continuous premium branding, M&S can engender a higher level of trust. ASDA keeps the labelling to a minimum, which not only limits the impact but also alleviates concerns of greenwashing among value-oriented ​‍​‌‍​‍‌consumers.
The findings thus strongly endorse role of signalling that prior studies have figured out. The coherent branding enabled Tesco to differentiate itself in a very aggressive retail industry. Green efforts became more visible with simple and uncomplicated messages like carbon logos or sustainability logos. This is in line with studies that reveal that visible cues enhance consumer trust and positive attitudes. Nevertheless, the results also evidenced the dialectic nature of the argument. There were some consumers who got influenced by complicated carbon data. Besides, some consumers were sceptical about large retailers. For these groups, greenwashing concerns have diminished the effect of the branding (Qayyum et al. 2023). As a result, this is a challenge to the assumption that more information always leads to better consumer reaction.
This is a major boundary condition that information complexity and credibility risk represent. When sustainability messages are too technical or inconsistent, consumers tend to turn away. Trust gets undermined once the promotional nature of the claims is suspected or when the claims are unverifiable (Okkıran, 2025). Overall, sustainability branding and carbon labelling are very powerful market signals. The influence is at its peak when the messages are simple, consistent, and credible. Clear communication lessens suspicion and strengthens the tendency to ​‍​‌‍​‍‌purchase.
[bookmark: _Toc221018749]5.3.3 Environmental awareness as a moderating factor 
This​‍​‌‍​‍‌ issue is elaborated upon through the lens of the Theory of Planned Behaviour and sustainability awareness research. The literature indicates that knowledge substantially impacts the formation of attitudes toward green products. It is assumed that increased awareness will lead to greater positive reactions to green marketing. Environmentally​‍​‌‍​‍‌ aware consumers consistently reacted more positively to M&S and Tesco as those were the places where sustainability messages were more explicit and discernable. Despite being aware, ASDA’s value-led customers exhibited lesser reactions while Sainsbury’s was in the middle, hence, awareness is said to be a moderating factor of behavior rather than a driving ​‍​‌‍​‍‌factor.
Results in Chapter 4 align with this perspective but also point out its limitations. Older and environmentally-aware customers reacted more strongly to the green activities of Tesco. They would likely appreciate sustainability statements more and demonstrate higher purchase intention. This is consistent with research that finds that awareness is linked to positive attitudes towards the green.
On the other hand, the results also confront the notion of an impact that is universal. Different consumers had different responses. Those concerned with price had lower reactions even if they understood the environmental issues. Therefore, it seems that awareness in itself is not a sufficient condition for behaviour change. Factors such as income and lifestyle serve as major contingencies. People in the higher income brackets were freer to follow their green principles (Lian et al. 2025). Having a packed schedule limited one's involvement with sustainability-related information. The environmental awareness serves as a moderator of behaviour rather than a direct influencer. It just enhances the influence of green marketing provided that the economic and lifestyle factors are ​‍​‌‍​‍‌supportive.
[bookmark: _Toc221018750]5.4 Integration with conceptual framework 
This​‍​‌‍​‍‌ section synthesizes results from Chapter 4 with initial conceptual framework shown in Chapter 2. The framework suggested that Tesco's green marketing initiatives impact customer purchase intention via customer perception and environmental awareness. The results mostly agree with model and provide some modifications. The study shows that green marketing interventions, including use of eco-friendly packaging, sourcing sustainably, and running green advertisements, play major role in forming positive customer feelings towards the brand (Savale et al. 2023). These feelings increase confidence and eventually lead to higher purchase intention. This is in line with Theory of Planned Behaviour and green trust literature, where attitude and trust are considered as primary factors for intention.
The results indicate significant modifications. Environmental awareness alone is not enough to generate purchasing intention for every consumer. Rather, it acts as a moderator. Consumers with greater awareness tend to react more favourably to Tesco's green initiatives (Guan et al. 2025). On the contrary, less aware customers continue to focus on the price.
It is evident that green trust is the mediator. A green marketing strategy will have an impact on purchase intention of consumers, when it has led to development of trust. The more a company demonstrates its commitment to its green promise over a long period of time, the stronger the connection between green marketing and purchase intention will be. Brand greenwashing will weaken impact of marketing messages on purchase intention (Qayyum et al. 2023). In general, updated blueprint illustrates green marketing impact on purchase intention via mediators’ attitude and trust, whereas role of environmental awareness is a ​‍​‌‍​‍‌moderator.
[bookmark: _Toc221018751]5.5 Robust considerations 
It deals with whether the results of the study are dependable. It suggests that there may be other reasons why customers decide to buy that have not been taken into account in the study. For example, price promotions and discounts can have such a great impact on people’s buying decisions that they sometimes choose to ignore environmentally friendly products (Sun et al. 2022). Brand familiarity and long-term loyalty to Tesco may also determine the customers’ behaviour regardless of the store’s sustainability efforts.
This research is based solely on secondary data and that entails some limitations. In these conditions, companies’ reports might be a bit biased as they tend to show their green activities in the most positive light. The media and marketing studies may focus more on consumer advocates and less on non-buyers, therefore, the insights into the negative or indifferent reactions may be limited. However, the trustworthiness is increased through triangulation. Documents from various sources, viz. academic research, Tesco reports, and independent market research, present similar trends. The use of several sources not only minimizes bias but also implies that the conclusions are quite ​‍​‌‍​‍‌reliable.
[bookmark: _Toc221018752]5.6 Practical synthesis (Bridge to chapter 6)
Firstly, green packaging may lead to an increase in the customer’s desire to buy the product, but this is only a case if the prices are still competitive. If the costs are high, it will weaken the positive effect of green packaging. Secondly, straightforward and clear sustainability messages can reduce consumer confusion and scepticism (Israfilova, and Bian, 2025). If the environmental claims are too complex, it will lower the level of trust. Thirdly, trust and loyalty are more the results of long-term and consistent green actions than short-term campaigns. Fourthly, eco-friendly cues appeal more to younger and environmentally conscious consumers, who are thus an important target group. Finally, the element of trust forms the link between green marketing and consumer’s repeat purchase behaviour. These findings provide a basis for the managerial implications presented in Chapter 6 and they are a support for making green marketing strategy ​‍​‌‍​‍‌decisions.
[bookmark: _Toc221018753]5.7 Chapter summary 
This​‍​‌‍​‍‌ chapter analysed the findings with help of TPB and green trust knowledge. Green marketing's impact on attitudes and purchase intentions has been confirmed by the results. The research adds to the knowledge that green trust mediates the process, while environmental awareness moderates it. These adjusted correlations help excavate consumer behavior more deeply. Now, the chapter moves on to Chapter 6 that discusses the conclusions, implications, and ​‍​‌‍​‍‌recommendations.


[bookmark: _Toc221018754]Chapter 6: Conclusion 
[bookmark: _Toc221018755]6.1 Introduction
This chapter is essentially a summary of entire research, highlighting main findings, examining theoretical and managerial implications of findings, and identifying limitations of research and directions for future research. The present study focused on impact of Tesco's green marketing practices on customer purchase intention in UK grocery retail sector. It was case-study research using secondary qualitative data, whereby Tesco was main case while Sainsbury’s, Marks & Spencer and ASDA served as comparative cases. A cross case, theory-based analysis was undertaken. Results in this study are based on interpretation of data rather than on establishing cause and effect relationship. This research has contributed to understanding of green trust, attitude–behaviour gap, and sustainability communication in mass-market ​‍​‌‍​‍‌retail.
[bookmark: _Toc221018756]6.2 Brief summary of key findings 
Green packaging, ethical sourcing, and reporting sustainability in transparent form and on a regular basis resulted in prodigal consumer attitudes and improved responsibility expectations. These activities helped the retailers appear honest and understanding. Trust was identified as key factor that connected green marketing and intention to purchase. Actions taken towards sustainability over long-period and without interruption were valued more than brief promotional campaigns.
Influence of green marketing diminished, when product was being bought. Actual purchase was limited through price sensitivity. It was confirmed that there exists a clear gap between attitude and behaviour in mass-market retail. Impact of sustainability initiatives was the greatest amongst environmentally conscious, older, and higher-income consumers. The impact was greater in premium-based setting, particularly in Marks and Spencer than in value-based retailing such as ASDA. Tesco presented an evenly weighted strategy by mixing high sustainability and visibility with affordable pricing. This provided broad coverage and resulted in increased scepticism due to its large ​‍​‌‍​‍‌scale.
[bookmark: _Toc221018757]6.3 Theoretical implications
[bookmark: _Toc221018758]6.3.1 Extending the theory of planned behaviour (TPB)
This​‍​‌‍​‍‌ research adds to Theory of Planned Behaviour by demonstrating that the model works partially in UK grocery retail context. According to TPB, attitudes that are positive will result in stronger intention to purchase and actual behaviour (Khan et al. 2023). Consumer attitudes and intentions were enhanced, when Tesco's green packaging, ethical sourcing and sustainability communication were pointed out in media (Kowalska et al. 2021). Linking of intention and behaviour was very weak. During purchase, the consumers' price sensitivity and convenience factor went over their ethical intentions most of the time (Zhou et al. 2022). So, TPB is partly applicable to mass-market retail environments. It reveals that predictive power of attitudes is limited, for example, consumers experiencing financial difficulties cannot resist price pressure. This is associated with original theory by Ajzen (1991); however, findings suggest that economic hardship modifies how consumers undertake ethical activities at supermarket level.
[bookmark: _Toc221018759]6.3.2 Green trust as central mediator 
Firstly, the research enhances green trust theory by revealing that trust is only factor through which green marketing affects consumers' purchase intentions and brand loyalty. An enterprise's green activities alone cannot induce consumers to behave in a more sustainable manner (Yang, and Chai, 2022). To gain loyalty of consumers, the firm must earn their trust. To build trust, one can rely on openness of a company, its relied messages, and meeting of certain goals as time goes by. By providing more information, Tesco has increased its credibility, whereas brief periods of promotional activities have not had a significant impact (Stanikzai, and Ali, 2024). Confidence was built gradually and was weak. In addition, the large retailers were forced to encounter even more adverse issues. The research indicates that unless there is trust in green communication, the green communication can be undermined or even dismissed. ​‍​‌‍​‍‌
[bookmark: _Toc221018760]6.3.3 Boundary conditions and contingencies 
The study reveals unique boundary conditions that govern thriving of green marketing projects. The greatest limitation was the price sensitivity. Consumers with lower incomes and less time were lesser stimulated by sustainability messages. Having an environmental conscience did not necessarily lead to green buying (Kim, and Lee, 2023). In fact, it made consumers' reaction stronger, when their income and lifestyle allowed it. Moreover, retail positioning was an issue. Premium retailers such as M&S enjoyed higher benefits from sustainability signals than value-led retailers like ASDA. Tesco was able to gain wide visibility but, on the other, stronger greenwashing concerns were brought to the fore. Thus, these results serve to broaden the studies by Hassan et al. (2022) and Lian et al. (2025). They demonstrate that green marketing is dependent on context and not a universally effective method.
[bookmark: _Toc221018761]6.3.4 Mechanisms and process insights 
The issues offer a better understanding of how green marketing functions in real world. Green packaging was the first to work as ethical visual indicator. Since it was easy to spot and required no effort in understanding, it was very effective (Herbes et al. 2020). Carbon labelling was also helpful in limiting the information gaps but only if the label was simple (Taufique et al. 2022). When the data was complex, consumers got more confused and scepticism rose. Messages that are well communicated and repeated with time make them familiar and credible. The building of trust was doing so at a very slow pace. In the meantime, the threat of greenwashing was higher in cases where the claims were either technical or conflicting (Nemes et al. 2022). These process understandings shed light on why some green initiatives end up being successful, whereas others are not.
[bookmark: _Toc221018762]6.4 Managerial implications
This​‍​‌‍​‍‌ research provides specific implications for management of large grocery retailers such as Tesco. It is important that sustainability remain affordable. The results indicate that price sensitivity is a major factor limiting green purchase behaviour. When the price of sustainable products is higher, a lot of consumers go for the cheaper options (Sun et al. 2022). Therefore, retailers are advised to take advantage of economies of scale and cooperate with suppliers to reduce expenses. Performance can be tracked through using pricing parameters and basket conversion rates.
The sustainability communicating must be simple and clear. Use of complex language and technical data only increase confusion and scepticism. Green actions can be easily understood by the consumers within a short period due to the use of clear labels and plain language; hence, increasing trust and reducing suspicions of greenwashing (Şenyapar, 2024). Managers have the option to assess the efficacy through surveys on trust and the level of label recognition.
Sustainability effort of a company should be manifested in long run. The trust aspect of a relationship is not established through short-term promotional activities. It is only over time and with the help of repeated and conspicuous actions that trust will develop. Routinely publishing sustainability reports and making public the targets are ways of showing commitment. This is a good way of continuing customer support. Such indicators could be helpful as brand trust scores and customer loyalty rates. 
Communications about sustainability should be customized. Green messages have a greater impact on environmentally conscious and affluent consumers. Those concerned with price are less affected (Correia et al. 2023). With the help of digital tools, it is possible to adapt messages to various groups. Level of usage within any given segment can be used to determine efficiency of targeting. Tesco needs to strike a balance between scale and credibility. While its size allows it to play significant role in normalisation of sustainable behaviours, it makes scepticism more likely. Cautions can be reduced by asking third parties to verify and recommend. To make sure that trust keeps developing in line with visibility, one should look at greenwashing perception ​‍​‌‍​‍‌indicators. 
[bookmark: _Toc221018763]6.5 Limitations and directions for future research
There​‍​‌‍​‍‌ are number of limitations to this research that should be recognized. Mainly, it solely depends on secondary data. It is possible that company reports put their sustainability measures in a positive light. This may result in biased reporting. Moreover, the study is limited to UK grocery market only. The results may not be applicable to other nations or sectors. Consumer behaviour is deduced from previous studies and reports. The actual purchase behaviour has not been measured directly. Besides that, the research is of a basically interpretative nature. It does not link green marketing and purchase intention with the causality.
Further​‍​‌‍​‍‌ studies may focus on these areas. It is a good point that consumer surveys could be done to find out their real attitudes and behaviours. Experimental designs may be very helpful in finding out the effect of one variable on another. Longitudinal studies can be used to observe how trust was developed over years. Cross-country comparison will increase generalizability of results. Mixed-method techniques give a more detailed insight into the problem. Theoretical validation would be even more effective if the conceptual model, which is already well designed, is subjected to quantitative ​‍​‌‍​‍‌testing.
[bookmark: _Toc221018764]6.6 Closing statement 
This​‍​‌‍​‍‌ research finds that green marketing is about establishing trust and intention to buy rather than behaviour itself. Moreover, trust acts as mediator for outcomes, awareness influences effects, and price is very important. Tesco shows how big retailers can combine sustainability and affordability with clearly defined context and constraints. 
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