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This research proposal aims to analyse how shifts in consumer behaviour towards sustainability impact business strategies in the UK retail sector. Given the fast-paced advancements in this field, much of the existing literature quickly becomes outdated, and there is a clear gap in recent studies. Drawing on prior studies, this proposal undertakes a thorough and wide-ranging exploration of key drivers influencing sustainable consumption, including demographic trends, government policies, digital technology and social media. The researcher has carried out an analysis of business strategies used by a few UK companies and evaluated the research's ethical implications.  A positivist approach will be employed in their future research project, using the quantitative method of distributing online questionnaires to various retail businesses across the UK. Besides uncovering the effects of these behavioural changes on retail strategy development, the researcher is hoping to identify business obstacles to sustainability alignment and offering practical recommendations. 
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This project aims to analyse how shifts in consumer behaviour towards sustainability are influencing business strategies in the UK retail sector. 
Sustainability has evolved, in recent years, from a concept focused on environmental protection and fulfilling human needs to broader ideas such as multispecies sustainability, which addresses collective needs across generations (Rupprecht et al., 2020; Farrell and Hart,1998)). True sustainability requires the integration of economic growth, environmental stewardship, and social equity (Portney, 2015).
In recent times, a transformation has taken place in the behaviour of consumers who tend to buy sustainable products, which has led companies to reposition their strategies that convey a sense of social responsibility (Ramtiyal et al , 2024). In light of this change in customer preferences, UK retailers experience increasing demands to integrate sustainability into their strategic planning. This highlights that companies need to understand the implementation process of these changes and the difficulties they encounter during this phase.
Companies no longer think about quick profits but prioritise the well-being of next generations and give higher priority to the planet (Stofejova et al. 2023). This is why some customers are willing to pay more for sustainable products despite rising living costs, as their daily lives are affected by climate change and consider that in this way, they minimise the impact on the ecosystem (PwC, 2024). 


[bookmark: _Toc196924895]1. Rationale 

An interest in sustainability drives the research topic, since this area of focus is highly relevant in today's context. It aligns with the researcher's values, the growing importance of changing customers' habits, and relevance to strategic business adaptations. On the other hand, Fenech et al. (2024), emphasise that businesses can also influence their customers to embrace sustainability by producing environmentally friendly and organic products, but in the same time, the government must offer its support to companies by tackling the obstacles they face, and educating individuals on the importance of adopting these sustainable practices. 
While previous papers and studies explored how these sustainable products have gained significant attention from consumers, there is limited research on how UK retail businesses react to these behavioural changes, especially as "the field of sustainable consumption behaviour is continually evolving" (Syed et al., p.23, 2024).

[bookmark: _Toc196924896]2. Research Question, Objectives and Aims

The research question is critical for study guidance as it directs investigation towards a specific, defined topic while determining research design elements and hypothesis development (Vanderstoep and Johnston, 2009). That is why the researcher considers the research question, 'How do shifts in consumer behaviour towards sustainability impact business strategies in the UK retail sector?', relevant to this study. It allows for an in-depth exploration of how the growing interest in sustainable practices among UK consumers impacts UK retail businesses and how they adapt to meet customer demands.

Aim

The purpose of this research is to determine how shifting consumers’ perspectives on sustainability influences retail businesses in the UK and their strategic decisions.

Objectives:

· Identify the key factors driving consumers' choices when buying sustainable products.
· To examine which sustainability strategies UK retailers, adopt in order to respond to consumer demand.
· To investigate the impact of producing sustainable products or adopting sustainable practices on enhancing customer attraction and facilitating business growth in the UK retail sector
· To assess the main challenges UK retailers, face in implementing and maintaining sustainability initiatives
· To provide recommendations for how retailers can enhance their sustainability efforts based on consumer feedback.

[bookmark: _Toc196924897]3.Literature Review 

It is a universally acknowledged fact that sustainability came into being in 1987, known as 'sustainable development ' in the Brundtland Commission's report. This report, a global milestone in the field of environmental science and sustainability, addressed ecological and developmental issues on a worldwide scale, introducing a term that defines progress that can fulfil the requirements of the present generation without harming the generations to come (Brundtland Commission. 1987; Redclift, 2005). The concept of 'sustainable development ' did not immediately gain widespread recognition or action. However, it set the stage for the 1992 UN Conference in Rio de Janeiro, which established the first international structure for sustainable development action plans (United Nations, 1992). A decade after the 1992 summit, the next global gathering took place in Johannesburg, highlighting the slow progress in addressing sustainability challenges in those years (Sneddon et al, 2006).
We often hear the term "sustainability" quite often on all social media channels, in the press, and in politics. Still, there was a lack of clarity concerning how consumers define sustainability. So a study was conducted in seven "advanced economies" including the UK, and it was found that consumers relate sustainability with three categories: "social equality" and this includes fair remuneration, "circularity" encompass reusing materials, and " 'naturalness' in which everything is as natural as possible without pesticides (Goedertier et al., 2024). Still, while the study identifies these main categories, its limited geographic focus might not show the complete range of consumers from different socioeconomic backgrounds in the UK.

[bookmark: _Toc196924898]3.1 Demographic Influence on Sustainability Patterns

[bookmark: _Toc196924899]  3.1.1 Age 

Research suggests that age plays a crucial role as a demographic factor influencing sustainable consumer behaviours.
Consumers who were born in the late 1990s and 2000s demonstrate greater awareness and expressiveness regarding sustainability (Ulster Business School, no date). A 2019 survey by the University of Bath revealed that 70% of young people aged 16-19 consider sustainability when shopping for fashion items (Ulster Business School, no date).
While young people tend to focus on sustainability in the fashion industry, the scenario shifts for single-use plastic products (SUPPs). A Portsmouth survey indicated that individuals aged 51 and older were less inclined to buy SUPPs than younger participants (Northen et al., 2023).

[bookmark: _Toc196924900]3.1.2 Wealth 

The demographic factor of wealth, as revealed by a study conducted in 28 countries, including the UK, yields conflicting results regarding its impact on people and groups in terms of sustainability. The financial resources of wealth enable populations to support sustainability projects, thereby enhancing their overall commitment to environmentally friendly practices. The financial resources of wealth create an obstacle to individual environmental protection because they enable people to purchase luxurious products that harm the environment. On the other hand, the financial resources can drive individuals towards environmentally responsible choices by allowing them to buy sustainable products and electric vehicles (Kaiser and Urban, 2024). 
The shifts in consumer behaviour generate different results on UK retail businesses, which need to adjust their product range, marketing strategies, and sustainability initiatives according to various demographic customer groups.

[bookmark: _Toc196924901]3.2 Seasonal and local eating markets 

Local farmers’ markets promote sustainable practices among consumers who value locally sourced products for their taste, freshness and organic status. However, there is a downside, as consumers often buy more items like "baked goods and meat", which can have negative environmental impacts. Yet, local farmers’ markets are still important in promoting local products, supporting the economy and encouraging sustainability in the area (Wardle et al., 2023).

[bookmark: _Toc196924902]3.3 Trends in Meat Consumption and Sustainability

In addition to other factors that encourage green practices, reducing meat consumption is considered an initiative that consumers adopt to mitigate environmental impact. If in the past British consumers lacked motivation to lessen meat consumption, now things are changing much faster and in a recent survey in the UK, a third of respondents said they ate "less or much less meat" than six months ago (Wunsch, 2024; Gillison et al., 2022).  The fast pace of this change indicates increasing environmental awareness of meat consumption, although further exploration is needed to understand the underlying the root causes of this change.

[bookmark: _Toc196924903]3.4 Sustainability Education Initiatives

Sustainability education starts in the nursery, where children learn through play and storytelling (Boyd et al., 2022). In schools, children develop what they learn in the nursery, learning to grow their vegetables and bring only as much food as they can eat to avoid waste. They are motivated to use reusable water bottles. Schools also promote physical activity through walking, cycling, or public transport. To reduce paper waste, students are encouraged to use every page in their activity books, while teachers are advised to use scrap paper instead of new sheets in class. Recycling is also taught, with children learning to recycle and use recyclable materials for creative projects (World Wide Fund for Nature - WWF, no date). However, when it comes to recycling, studies show that young adults demonstrate strong environmental awareness, yet their recycling practices fall behind previous generations. The discrepancy between their sustainable values and actual recycling habits might be due to multiple barriers (Keenan Recycling, 2024). The absence of recycling bins in the community, together with insufficient educational initiatives regarding recycling practices, leads to confusion about which materials are suitable for recycling. For this reason, individuals may opt to dispose of items in general waste due to the prolonged cleaning and recycling process (Keenan Recycling , 2024).

[bookmark: _Toc196924904]3.5 Digital Technology and Social Media 

[bookmark: _GoBack]Digital technology, like smartphones and other devices, is the fastest way information is shared through different social media websites, having an effect on how consumers make purchasing decisions. The power of social media resides in its ability to instantly connect businesses with their intended audience and influence their purchasing decisions (Antczak, 2024). For example, businesses can use social media to showcase their sustainability efforts, such as reducing their carbon footprint or using eco-friendly packaging. According to Impact Research Ltd (2024), in the UK, more than half of consumers are willing to spend more on products offered by environmentally responsible companies, with more and more consumers increasingly looking for information about environmental concerns and climate change. 
Conversely, consumers often regard sustainable products as pricey, which they see as an obstacle to their purchases (Impact Research Ltd ,2024).
Chan (2022) reveals that social media influencers utilise emotional connections to influence the behaviour of their followers. Instead of promoting products, they create heartfelt content that promotes trust and connection, making followers more likely to imitate their choices and develop brand loyalty. A prime example is Mrs. Hinch, a popular social media influencer on Instagram, who offers practical advice on home cleaning routines, and recently created her own sustainable cleaning products (Crossan, 2019; DIM Publications 2025).
However, consumers are sceptical when companies advertise that their products are sustainable or companies adopt sustainable practices without consumers having any possibility to verify, with "44% say they do not trust product sustainability claims" (Capgemini Research Institute, p.17, 2021).
Morton (2022) unveils an example of misleading claims by the companies Asos, Boohoo and Asda, which the Competition and Markets Authority (CMA) investigated. The primary concerns are linked to the potential of exaggeration of environmental sustainability benefits, where marketing messages may amplify the ecological value of fashion items and not provide enough information on material sourcing and standards. Following the actions taken by the CMA, these companies have the obligation to deliver clear, precise and verifiable information about the environmental effects of their products (HM Government, 2024).  

[bookmark: _Toc196924905]3.6 Government’s Policies 

The British government encourages a sustainable economy by implementing policies and rules designed to achieve this goal. Since 2019, Scotland has prohibited single-use plastics, encompassing items like plastic straws, cutlery, plates, and cups.  By introducing these policies that retail companies need to comply with, customer behaviour is indirectly influenced by limiting the availability of less sustainable options and encouraging more eco-friendly choices (Office for the Internal Market - OIM14, 2025). So far, the effectiveness of these policies is still questionable, as many consumers often prioritise getting cheaper or more convenient products over choosing sustainable ones (Impact Research Ltd ,2024).

Electric vehicle sales play a pivotal role in impacting consumer behaviour and represent a sustainable retail practice. Eco-friendly vehicles decrease carbon emissions and are a catalyst for change in promoting the transition towards environmentally friendly transportation systems. This initiative, besides supporting government policies to eliminate fossil fuel vehicles, also inspires and motivates the promotion of sustainable travel solutions. Therefore, "No new petrol or diesel cars will be sold after 2030" (HM Government, 2025).
Even so, the UK government has made efforts to implement policies for a healthier future, but obesity rates continue to rise, particularly among low-income groups. The observed trend shows that it is necessary to reconsider the existing strategies that affect consumer behaviour in the retail food sector (Lonnie et al., 2023). 

[bookmark: _Toc196924906]3.7 Business Strategies 

As consumers become more aware of the sustainability implications associated with their purchases, they increasingly favour brands that prioritise sustainability or align with causes that resonate with their values (Thu Kywe and Datta, 2024).

[bookmark: _Toc196924907]3.7.1 Tesco’s 4 R Strategy

In terms of business strategy, Tesco has adopted the 4R strategy "Remove, Reduce, Reuse, Recycle". This approach refers to the removal of any unnecessary wrapping or any material that is difficult to recycle, encouraging reusable packaging. As a result, this strategy led to the removal of "147 tonnes of plastic from packaging" . Moreover, Tesco have created an in-house brand for refillable cleaning product bottles, allowing environmentally conscious consumers to create their own cleaning solutions using replacement capsules and water (Tesco PLC, 2025). Furthermore, Tesco has replaced hundreds of products with healthier alternatives, or eco-friendly products at a lower cost, and expanded its plant-based products to cater to consumers who do not consume meat (Tesco PLC, 2025).
Although Tesco has implemented numerous sustainable practices, including efforts to minimise plastic packaging, it has still faced criticism for its environmental impact. The company has been linked to two significant ecological problems: deforestation in the Amazon rainforest and pollution of the River Wye caused by intensive farming practices (Weston, 2023). Additionally, Tesco was confronted with misleading advertising when their claims about compostable teabags were proven to be false (Ethical Consumer Research Association Ltd, 2025).
[bookmark: _Toc196924908]3.7.2 Waitrose 

A further example is Waitrose, which demonstrates its dedication to sustainability by ethically sourcing over 90% of its own-brand fish and seafood, certified by the Marine Stewardship Council (MSC). The retailer’s careful monitoring of its supply chain ensures the highest quality products, while its prohibition of endangered species and demands high welfare standards in aquaculture. 
This commitment is further exhibited through its use of recyclable packaging and certified partnerships, aligning with what today's consumers care about most and offering them the value they seek (Waitrose & Partners, no date).
The brand placement indicates a strategic move to target a growing market sector that shows rising interest in sustainability (Waitrose & Partners, no date).

[bookmark: _Toc196924909]3.7.3 Lush 

Lush minimises packaging by selling half its products without any, and incorporates 90% recycled materials when necessary. The company encourages consumers to return packaging and discourages the use of harmful ingredients such as palm oil. 
Most of Lush's products have natural preservation qualities, reducing the reliance on synthetic additives. By providing solid product and environmentally friendly practices, Lush lowers carbon and water consumption while engaging customers in sustainability initiatives and ethical sourcing (Lush, no date).

[bookmark: _Toc196924910]3.7.4 Advantages and disadvantages of sustainable practices 
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	Category
	Advantages 
	Disadvantages

	Environmental 
	Lower carbon emissions and waste
Drives efficient resource use
Contributes to net-zero goals
	Risks of misleading eco-friendly claims to consumers
Insufficient results if not properly carried out

	Financial 
	Cost savings through efficiency
Long-term profitability
Encourages new ideas
	Large initial costs 
Challenging for small businesses to manage  
Slow return on investment

	Social
	Improves brand reputation
Strengthens customer trust
Supports community welfare
	Difficult to trace results
Competition could offer cheaper prices


	Legal
	Compliance with policies and regulations
Promotes ownership
	Complex and changing regulations
Heavy administrative workload, particularly for small businesses

	Operational
	Sustained supply chain strength
Transparent sourcing practices
	Costly and complex supply chain adjustments
Need for close supplier cooperation

	Cultural 
	Creates an ethical culture
Educates consumers and employees
	Internal resistance to change
Consumers choose cost over values




This table draws from Xuong's (2025) analysis, which balances the advantages and disadvantages of sustainable business practices. Taking the example of Unilever and its "Sustainable Living Plan" campaign, which was launched in 2010, this programme not only reduced running costs but, at the same time decreased waste and water use, saving the company more than € 1 billion (Unilever, 2020). This highlights the potential long-term financial benefits of sustainable practices. On the other hand, it's important to note the adoption of sustainable practices requires substantial financial resources, for example Unilever's investment of € 1 billion to the "Climate & Nature Fund", "which will be used by Unilever's brands over the next ten years to take meaningful and decisive action" (Unilever, no date). 
Xuong (2025) concludes that sustainability is about team effort and needs the cooperation of government institutions, businesses, and consumers, reinforcing the earlier claim made in this paper that collaborative action is necessary for achieving lasting impact.

[bookmark: _Toc196924911]3.8 Emerging Trends 

Nobody's Child, a British fashion brand, is testing an initiative, Digital Product Passports (DPPs), aimed at enhancing product traceability and transparency through the QR code on the care label. In this way, consumers have the opportunity to access information about that clothing item, which shows key supply chain touchpoints, showing details about "raw material source", but also where the fashion piece is assembled and finished. By introducing this framework, it allows consumers to make educated decisions based on the information provided, and builds consumers' loyalty by aligning with the company's values (Nobody’s Child, no date).  However, the fashion industry still has a long way to go before achieving meaningful transparency, as highlighted by Chan (2022). 

[image: https://www.nobodyschild.com/cdn/shop/files/gempages_525126810116031657-0dc9ceec-8bdb-49f3-a6bc-40fbd53b1dfc.jpg?v=2245826274958882901]
Figure 1 Nobody's Child

[bookmark: _Toc196924912]4.Research Paradigm and Methodology 

To examine how customer behaviours moving towards sustainability influence business strategies, this research project adopts a positivist paradigm. Positivism, one of the "five research philosophies", is built on the premise that reality is impartial, extrinsic and independent. It underpins a scientific approach, where the researcher remains neutral, unbiased, and collects data to observe patterns or trends (Saunders et al, 2016, p.136).
Considering the focus of the research question, which aims to investigate the key factors in changing the consumers' behaviours and how business reacts and act, a quantitative approach is the most appropriate. Quantitative methods are concerned with numerical data, and most of the time, this information can be collected through structured instruments such as questionnaires, and is typically analysed using statistical techniques and data visualisation tools (Saunders et al., 2016). 
Online surveys will be employed as the primary research instrument for this study. The method enables researchers to gather data from various retail businesses throughout the UK efficiently. The survey questions will be generated to identify the key strategies implemented by companies, the barriers businesses encounter on their path to sustainability, and the impact these methods have on both consumers and the competition.
The survey will be created using Qualtrics, a robust platform that the researcher will use to outline, gather and examine data. Surveys aim to connect with businesses through professional platforms like LinkedIn, Slack - another platform used by business owners, or directly reaching out to business owners and managing directors. The survey targets individuals who actively participate in strategy and sustainability work, giving a clearer picture of how things work within the industry. 
The research methodology shows a level of reliability through several factors. First, the survey will enable effective comparison between responses from different businesses. On top of that, the quantitative data structure aligns with the positivist paradigm because it enables objective measurement and analysis (Bryman and Bell, 2015). The study further achieves its research objective by focusing on business engagement instead of consumer participation, offering a deeper understanding of sustainability from a strategic point of view. 
The research can produce reliable results that might contribute to existing literature by using open and closed, well-crafted questions to gather data from a specific group of respondents.

[bookmark: _Toc196924913]5.Advantages and Disadvantages of Online Surveys 

Advantages 
As stated by Saunders et al (2016), researchers frequently use questionnaires as a data collection method. Since all participants answer the same questions, it is proven to be an efficient method for gathering data from a large group before analysis. Further advantages of online surveys lie in the fact that they streamline processes to conserve time and reduce costs, reducing the time needed for data analysis and making it easier to gather responses from a broad geographical area. Besides that, the method is environmentally friendly because it reduces both the emissions produced by travel and the paper waste (Denscombe, 2014). 
Of the same opinion is also Kannan et al. (1998), sharing the same perspective that an online questionnaire can reach participants from diverse geographical locations, enhancing data representativeness. In addition, the delivery of rich multimedia content through high-speed broadband enhances participant engagement and the quality of responses.
Technological advancements enhance the effectiveness of online questionnaires. According to Tingling et al. (2003), these tools provide better control and adaptability in presenting information. Also, online questionnaires have a significant advantage over traditional questionnaires because the randomised question order minimises positional bias.

Disadvantages
 On the other hand, designing a well-structured and reliable questionnaire to capture all relevant information can be challenging (Bell and Waters, 2014). Another limitation is that anonymous respondents are difficult to follow up with, making it hard to collect further data or conduct follow-up inquiries (Saunders et al., 2016). If the researcher's intent is not clearly communicated or the questionnaire's invitation lacks credibility or context, recipients may perceive it as spam. As a result, the response rate will be much lower than the researcher is expecting (Evans and Mathur, 2005). 
As suggested by Tingling et al. (2003), low response rates are seen as a key disadvantage of online surveys and emphasise the importance of offering rewards and designing engaging, well-formulated questionnaires to encourage participation.
Online surveys face a significant challenge because of some respondents' lack of digital literacy skills and online experience. Accordingly, to Gunn (2002) the survey’s participants who have limited experience with digital platforms will face challenges when trying to access or complete surveys unless they receive straightforward and clear instructions. The respondents' insufficient digital literacy skills lead them to refrain from survey participation, leading to lower data reliability.  
Survey participants may find this process too complex or time-consuming. To mitigate this problem, researchers should solve this issue by placing surveys behind URLs with unique identifiers and providing brief instructions.
The researcher must identify the advantages and challenges of online questionnaires using effective design and ethical methods to minimise limitations. A well-designed questionnaire, a clear presentation of research goals and step-by-step instructions are fundamental for respondents' participation. A critical component of the study is that the researcher should distribute the survey invitation through trustworthy channels to prevent participants from seeing it as junk mail or a scam while keeping communication clear and transparent.
These strategies aim to maximise response rates and data quality, potentially generating valuable findings for both academic and practical fields.

[bookmark: _Toc196924914]6. Discuss and analyse effective methods for data collection

The researcher will utilise Qualtrics, an online survey tool that supports researchers in designing insightful questionnaires, including access to free templates and options for pre-testing (Qualtrics, no data). This tool is a trusted and widely used platform, especially when compared to SurveyMonkey, where its default settings can raise issues with data protection and transparency. Qualtrics reportedly facilitates over 1 billion surveys annually and has implemented advanced technology that allows researchers to “use built-in intelligence (powered by iQ) to obtain higher quality data” (Qualtrics no data; Balamurugan, 2025). These features promote efficient design, personalisation and analysis of survey data, which is ideal for collecting reliable, standardised, and tailored responses from a broad sample of UK retail businesses.
The questionnaire will feature closed questions regarding the number of employees in organisations, as well as open-ended questions that prompt respondents to briefly describe the methods they employ in response to changing consumer attitudes towards sustainability. 
The researcher acknowledges that a lengthy survey can bring a lower response rate and diminished consistency of data (Eisele et al., 2022).
The researcher wishes to conduct a pilot test with a small sample of business representatives to evaluate the clarity, consistency, feasibility and overall design of the survey. Based on pilot feedback, questions will be enhanced for readability, so that the questionnaire will avoid unclear or biased questions to ensure accuracy and encourage more meaningful participation from respondents (Ekinci, 2015). 
Qualtrics integrates seamlessly with Excel, allowing the researcher, once the survey is complete, to export the survey's responses for further analysis. These elements facilitate the generation of charts and visual summaries, making it a practical and efficient tool for data-driven research and having the possibility to present it in multiple ways, which helps translate raw data into meaningful information (Qualtrics no data).
Selecting an online questionnaire aligns with an objectivist perspective because it assumes reality exists as structured and defined frameworks. The goal is to identify and understand an organisation's particular patterns and processes (Burrell and Morgan, 1979).
The main difference between objectivism and subjective research lies in the latter being associated with qualitative methods and focusing on understanding feelings and experiences, using text and visuals, and mainly using focus groups and interviews. The online survey method generates structured, numerical responses that can be statistically analysed to draw generalisable conclusions. In contrast with qualitative research, which offers rich insights but is more subjective, time-consuming, and suitable for small samples, the quantitative data allows for broader comparisons across companies in the UK retail sector, providing a clearer understanding of how customers transition towards sustainable practices impact business strategies at a larger scale (Saunders et al, 2019).

[bookmark: _Toc196924915]7. Evaluate resource implications and needs 


In this study, the researcher initially intended to adopt a pragmatic approach, which employs mixed methods like qualitative and quantitative methods to understand all aspects of the topic. However, due to time constraints and the considerable amount of preparation still required for developing and refining the questionnaire, the researcher recognises the need to prioritise feasibility, so the final decision inclined the balance on quantitative research (Sauders et al., 2019).   
The estimated timeframe for distributing and collecting responses is close to three weeks, allowing enough time for analysis. Free tools such as Qualtrics and Microsoft Excel will be used for designing questionnaires, data collection, and data analysis, which minimises costs. 
Since the study will be carried out remotely, there are no anticipated travel expenses. The researcher does not intend to offer any monetary or non-monetary compensation for multiple reasons. Firstly, offering monetary incentives may raise ethical concerns, 'introduce any bias or conflict of interest', and secondly, might affect the integrity of the researcher (University of Gloucestershire, 2024).     
The questionnaire will be shared through various channels and sent individually, with the expectation that business participants will voluntarily take part and actively engage with it. In summary, the research should be feasible and achievable within the limitations of a student research project with the aim of producing meaningful results. 

[bookmark: _Toc196924916]8. Gantt Chart

To ensure the researcher manages their time effectively, a Gantt chart has been developed to outline the timeline and key stages of the research project, sketching the duration of each section. A Gantt chart assists researchers in managing their time, making decisions, and maintaining adaptability, even when research uncertainties arise (Harake, 2025). The Gantt chart presented below illustrates the structured timeline of the research process from the literature review, and concludes with the final compilation and writing of the assignment. 

[bookmark: _Toc196918489]Table 2: Gantt Chart
	[bookmark: _Hlk196837871]Literature review
	3 weeks 
	2nd June – 22nd June 

	Designing Questionnaire 
	2 weeks 
	23rd June – 6th July 

	Pilot Testing 
	1 week 
	7th July  -    13th July

	Questionnaire Distribution  and Data Collection 
	3 weeks 
	14th July –  3rd August 

	Data Analysis
	2 weeks 
	4th August – 17th August 

	Finalising the project 
	5 weeks 
	18th August – 21st September 




[bookmark: _Toc196924917]9. Ethical guidelines

Prior to undertaking a research study, it is the researchers' responsibility to meet the requirements of the institution where they work or study (McNiff, 2013). Therefore, the first step is gathering ethical approval from the University of Wales Trinity Saint David (UWTSD), to ensure full compliance with their "Research Ethics & Integrity Code of Practice" (UWTSD, 2022).
The approval process has a primary focus on ensuring that all ethical standards are met in the study, with particular emphasis on safeguarding the rights and welfare of participants.  Obtaining informed consent, maintaining confidentiality, and ensuring data protection are the obligations that need to be met. By adhering to the University Code of Practice, the researcher also fulfils the duties stipulated in the Data Protection Act 2018 and General Data Protection Regulation 2018 (UK GDPR), thereby ensuring responsible handling and processing of research data (HM Government, no date). 
Regarding informal consent, the researcher is responsible for informing study participants of all aspects of this research, what the purpose of this research is, prospective benefits or drawbacks, and how and where their data will be kept (Thomas, 2017).  
The researcher must maintain participant anonymity and protect their privacy as an ethical requirement which extends across the entire research process (Saunders et al., 2019). The researcher will give participants contact information for them to express any study-related concerns (Saunders et al., 2019). 
Participation in this research is entirely voluntary. Respondents are free to withdraw at any stage of the study, including after completing the questionnaire, without providing a reason. The study has been designed to ensure that no physical, psychological, or emotional harm comes to participants throughout the research process (Dahal, 2024). 
The research proposal outlined the rationale, aim, objectives and methods by which the researcher will analyse how changing consumer attitudes towards sustainability influence companies' strategies. By collecting the results, the researcher hopes that the study will provide insights into sector challenges and opportunities. What was interesting to find out while writing this assignment is that companies can also influence consumers to shift their attention to sustainable products underscoring the importance of both parties in shaping the future of sustainable consumption.
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