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[bookmark: _Toc212492445]1. Introduction 
Sustainability has become one of the most widely utilised buzzwords, which has gained a lot of attention from consumers in Fast-moving Consumer Goods (FMCG) brands in the UK. According to Adiga (2024), corporate communication changed over time beyond traditional promotional messaging to cover broader concerns of corporate social responsibility and sustainability within the FMCG brands in the UK. The aim of this proposal is to provide an overview of the selected research topic. Also, the relevant literature related to the topic and proposed data collection method is also provided.
[bookmark: _heading=h.4k6vsnkg1cli][bookmark: _heading=h.qlq6mzvwskzs][bookmark: _Toc212492448]1.2 Background and Rationale 
Overview of the topic
It is evident that most UK FMCGs are focused on corporate communication to convey their sustainability approaches to consumers. This sustainable corporate communication depends on a multi-channel approach such as social media, published sustainability reports, and press releases (Oncioiu et al. 2023). Effective communication enhances reputation, builds trust, and meets investors' expectations to gain a competitive edge. 
[image: ]
Figure 1: Consumers' Sustainable Shopping Behaviour in the UK 
(Source: Davies, 2025). 
In the current environment, approx three-quarters of consumers have shifted to sustainable habits and increased purchases from the FMCG companies in the UK (Davies, 2025). Hence, corporate communication in relation to sustainability is essential to meet the sustainable concerns of consumers. 
Importance of corporate sustainability communication 
According to Primožič and Kutnar (2022), increasing temperature and climate change are the main crises facing the FMCG brands, which have influenced them to produce sustainable products and communicate their sustainability practices with consumers to gain long-term consumer trust and brand loyalty. This authentic sustainability communication is important because failure to align it with the authentic sustainable practices is leading to erosion of consumer trust and damage to FMCG brands in the UK. Thus, authentic corporate sustainability communication is important to increase brand loyalty and gain potential consumers' trust for the long term. For example, Unilever focuses on online mediums such as social media, e-commerce and search engine marketing to convey their sustainability initiatives among UK consumers (Reza, 2020).	
Problem statement
Most FMCG companies are manipulating consumers through their false sustainability communications, which leads to greenwashing issues, erosion of consumer trust and decreased brand loyalty. Decreasing consumer trust and brand loyalty is ultimately reducing brand competitive edge and profitability in the UK (Nwabekee et al. 2024). Hence, through this research, it will be addressed how FMCG brands transform their sustainability communication into real practices by adopting innovative sustainability initiatives such as reusable packaging solutions, recyclable and biodegradable materials. 
[bookmark: _heading=h.cjmshnilouym][bookmark: _Toc212492449]1.3 Research Aim
To evaluate how the manifestation of corporate sustainability messages influences consumer trust in the FMCG brands in the UK. 
[bookmark: _heading=h.eyaza6nt8ekf][bookmark: _Toc212492450]1.4 Research Objectives:
· To assess consumers' level of trust and perceptions towards FMCG brands in relation to their sustainability communication practices. 
· To evaluate the best sustainability communication practices of the UK FMCG brands to enhance long-term brand loyalty.
· To analyse key factors that diminish consumer trust in UK FMCG brands in relation to sustainability.  
· To explore the changes in corporate sustainability communication strategies adopted by the UK FMCG brands in this current environment. 
[bookmark: _heading=h.wt5stbtw7el2][bookmark: _Toc212492451]1.5 Research Questions / Hypotheses:
· How do consumers believe, interpret or question the sustainability communication practices of FMCG brands in the UK?
· What are the best sustainability communication practices within UK FMCG brands? 
· What are the key factors that decreased consumers' trust in UK FMCG brands in relation to their sustainability messages? 
· What changes have been adopted by the FMCG in its sustainability communication strategies in the UK? 

[bookmark: _heading=h.kqixubpwjr5u][bookmark: _Toc212492452]2. Literature Review
[bookmark: _heading=h.poho4t69p98][bookmark: _Toc212492453]2.1 Key Themes / Theories:
[bookmark: _heading=h.afg2fw1yf1v][bookmark: _Toc212492454]2.1.1 Analysis of consumers' beliefs and trust over the sustainability communication practices of UK FMCG brands. 
Consumers' increasing concerns about environmental sustainability have spurred the FMCG sector to reshape its business practices by prioritising green marketing strategy as a sustainability communication strategy (Wibawa et al.  2025). However, it has been found that FMCG is the main contributor of CO2, GHG footprint and is characterised by high consumption rates, which stands at the forefront of innovation and transformation. Wojciechowska-Solis and Barska (2021) argued that consumers' preferences are evolving because they want sustainable products to preserve natural resources and protect the environment from harm; hence, through green marketing communication, FMCG brands are trying to meet their demands and convey their sustainable practices among consumers. This approach is supported by “Theory of Planned Behaviour”, which conveys how consumers' values and attitudes are influenced by the sustainable communication practices of a brand (Sousa et al. 2022).  
[bookmark: _heading=h.fufmhlbd0sl2][bookmark: _Toc212492455]2.1.2 Evaluates the best sustainability communication practices of UK FMCG brands to enhance brand loyalty
Corporate sustainability communication is a procedure where a company shares their environmental, social and governance goals, performance and current initiatives, which depends on the multi-channel approaches (Adiga, 2024). Furthermore, UK FMCG brands are improving their brand loyalty through authentic and transparent sustainability communication. According to Adiga (2024), the best sustainability communication practices include third-party sustainability certificates, clear reporting of environmental impact and storytelling that aligns sustainability with consumer values. Thus, with the help of these best practices, UK FMCG companies are enhancing their brand loyalty by convincing consumers of their authentic sustainability practices. 
[bookmark: _heading=h.msrgamru7an4][bookmark: _Toc212492456]2.1.3 Analysis of key factors that reduce consumers' trust associated with the false      sustainability messages 
Besides various benefits of sustainability communication strategies, there are repercussions of greenwashing issues also found in the UK FMCG industry (Marrucci et al. 2025). These greenwashing tactics are used by various FMCG brands where they claim unsubstantiated sustainable and eco-friendly initiatives, strategic manipulation of labels, visuals and buzzwords to evoke a false sense of eco-friendly or environmental responsibility. Additionally, consumer trust in the FMCG brands is decreasing due to the lack of transparency in their CSR or annual reports, which are mostly used for checking the genuine environmental actions of FMCG brands (Reza, 2020). These tactics not only undermine the credibility of green initiatives of FMCG brands but also mislead consumers, which negatively affects genuine sustainability progress and erodes trust. 
[bookmark: _heading=h.vq180b7fgi8l][bookmark: _Toc212492457]2.1.4 Investigation of current changes in the corporate sustainability communication strategies adopted by the UK FMCG brands 
UK FMCG brands have adopted web-based corporate sustainability communication and transparent sustainability reports, which are consistently engaged with consumers and share their updated sustainability and ethical initiatives and performance to boost consumer trust in the brand (Dach and Allmendinger, 2014). These approaches have been adopted to prioritise consumers' (stakeholders') perception regarding sustainability, hence, it reflects a stakeholder-oriented approach. This stakeholder-oriented approach fits with the stakeholder theory, which emphasises that brands need to be communicated transparently and ethically with all stakeholders to improve brand loyalty and gain long-term stakeholder trust (Kalra, 2024). Thus, by adopting stakeholder-oriented approaches, UK FMCG brands indicate they are successfully embedding stakeholder theory in their business operations. 
[bookmark: _heading=h.8zhim9pxyo5y][bookmark: _Toc212492458]2.2 Key Studies and Debates:
Marrucci et al. (2025) explicitly explore how digital media and social media platforms are two ways of communication that enhance brand transparency and engagement with consumers, which is relevant to the topic. Contrarily, Adiga (2024) draws a vivid picture of how effective sustainability communication of an FMCG brand influences consumers' ethical commitment, and it is the key area of the research to explore the effects of sustainability communication strategies to build consumers' trust and improve engagement. By considering the relevance of this paper to the study, it has been selected for further evaluation (Adiga, 2024). However, the study has not fully explored UK-specific consumers' attitudes towards sustainability. Apart from that, the study does not focus on tracing historical and longitudinal changes; however, it only focuses on the current phenomenon, which is the main limitation of this paper (Marrucci et al. 2024). Contrarily, Mahajan and Jarolia (2024) argued that green marketing communication strategy within the FMCG industry is effective to enhance consumer trust, influence brand loyalty and enhance emotional engagement, which is relevant to the topic. However,  this study has a lack of empirical depth, which means this study does not encompass practical sustainability communication practices of various UK FMCG brands in the UK, which is a limitation of this study, and it limits in-depth analysis of the research with practical evidence. 
[bookmark: _heading=h.adyu9asgx1hk][bookmark: _Toc212492459]2.3 Research Gap:
The main limitation of Wibawa et al. (2025) paper in relation to the topic is that it explores green marketing strategy as a short-term strategy within the FMCG sector instead of explicitly describing the long-term evolution of corporate sustainability that boosts consumers' trust and gains long-term brand loyalty among various competitors. Additionally, Marrucci et al. (2025), this study does not focus on discovering consumers' interest in the FMCG brands; however, it lacks information regarding how consumers' expectations and perceptions regarding sustainability are changing over time, which is the main focus of the study. 
[bookmark: _heading=h.sblwvm49fain][bookmark: _Toc212492460]2.4 Conceptual Framework:
[image: ]
Figure 2: Conceptual Framework
(Source: Self-Developed) 





[bookmark: _heading=h.iiqepv92deh3][bookmark: _Toc212492461]3. Methodology 
3.1 Research Philosophy 
Positivist research philosophy is appropriate for the quantitative research method because it helps to gain deeper quantifiable knowledge regarding the social world via scientific methods such as surveys (Alakwe, 2017). 
Justification 
From four research philosophies, the positivist research philosophy fits with the research to collect empirical truths through survey (quantitative method) regarding Evolution Corporation's sustainability communications’ impact on consumer trust in FMCG brands. Alternatively, interpretivism focuses on qualitative methods to collect pre-existing papers where data is shaped by the individual's point of view and experiences (Kirongo and Odoyo, 2020). Hence, this philosophy might fail to collect real-life, first-hand information regarding the importance of changing corporate sustainability communication to gain consumer trust in the FMCG sector in the UK. Therefore, by considering the relevance of the positivist research philosophy, the research will use this positivist research philosophy instead of interpretivism. 
3.2 Research Approach 
Deductive research refers to a top-down quantitative research approach, which begins from the theory and uses numerical data from surveys to support existing theories (Kumar and Ujire, 2024). Hence, this study will use a deductive research approach to find out practical information regarding the impact of evolving sustainability communication of FMCG brands to gain customer trust in the UK. 
Justification 
An inductive research approach starts with specific information and then transforms into broader and general theories, which are not suitable to measure and test the relationship between customer trust and corporate sustainability communication strategies of UK FMCG brands. Alternatively, the Deductive research approach is suitable and appropriate for this research because it helps to test existing theories instead of developing new theories like the Inductive approach (Briand et al., 2025). Hence, the deductive approach is most appropriate for designing survey quantitative research to derive the evolving impact of corporate sustainability communication to gain consumers' trust in the UK FMCG brands. 
[bookmark: _heading=h.fg4amg81yb9m][bookmark: _Toc212492462][bookmark: _heading=h.jhvtx9nhwwv5]3.3 Research Approach 
A quantitative research approach will be used in the study. According to Ghanad (2023), the quantitative research approach involves numerical data and then generalising it to explain a specific phenomenon. 
Justification 
Qualitative approaches focus on exploring personal attitudes, experiences and meanings in depth instead of statistical generalisation, which fails to derive practical responses from a wide population (Emon, 2024). Hence, this qualitative research approach is inappropriate for this research as it focuses on collecting data from survey methods and generalising it to gain deep insights into the importance of sustainability communication within the FMCG sector in the UK. However, to identify the influence of the sustainability communication strategy on the changing consumers' buying behaviour and sustainability awareness requires a diverse range of practical responses from the FMCG UK consumers. Hence, in this study, this quantitative research approach will be used to collect first-hand numeric responses and then generalise them to explain how FMCG consumers' buying patterns change due to authentic sustainability communication of a company. 
[bookmark: _heading=h.sgwq0bfpamyi][bookmark: _Toc212492463]3.4 Data Collection Methods 
The study will conduct an online survey method for primary data collection by developing a questionnaire and distributing it through Social media Channels to collect responses from 50 UK FMCG consumers about their diverse perspectives regarding the importance of sustainable communication strategy and how it is responsible for changing UK consumers' perspectives regarding the importance of corporate sustainability communication.
Justification 
A survey method is crucial to accumulate data from a diverse population to recognise trends, opinions and behaviours (Pilcher and Cortazzi, 2024). Alternatively, a qualitative research approach and interview methods are not sufficient to collect a large amount of data regarding changing behaviours of consumers, as they collect data from a small population and are time-consuming (Mwita, 2022). Thus, the study will conduct surveys to collect data from the FMCG consumers to understand how they were previously influenced by sustainability communication strategy and how they are changing their buying patterns for the authentic sustainability communication strategy of companies. 
[bookmark: _heading=h.gcxczei67ktf][bookmark: _Toc212492464]3.5 Sampling Strategy 
This study will accumulate first-hand data from the FMCG consumers who purchase sustainable products on a regular basis in the UK regarding their perception of sustainability. Random sampling method will be applied in this study to randomly select FMCG consumers who are influenced by the sustainability communication strategy of a brand. According to Noor et al. (2022), a random sampling method refers to a technique where every individual has an equal opportunity to participate in research. Thus, with the help of this simple random sampling, the research will collect data regarding how FMCG consumers are changing their sustainable buying behaviours and why they are influenced by the authentic and justified sustainability communication strategies of a brand. 
[bookmark: _heading=h.9udhliivnx62][bookmark: _Toc212492465]3.6 Data Analysis:
Statistical data analysis will be used in this research to analyse collected data through the survey method by using SPSS as a tool for conducting a statistical analysis, which will help to get deep insights into a phenomenon. According to Taherdoost (2021), statistical analysis is a process of uncovering patterns, summarising data and drawing a conclusion about a larger population. Alternatively, thematic analysis is not appropriate for quantitative research because it mostly covers data regarding perceptions, emotions and feelings of consumers in an unstructured way, including the interview method (McLeod, 2024). Therefore, the study will use statistical methods to generalise and analyse data from the responses, which will be effective in understanding evolving corporate sustainability communication and building consumer trust within the UK FMCG sector. 
[bookmark: _heading=h.7cps1tswv15w][bookmark: _Toc212492466][bookmark: _heading=h.ekyzbuliu7y3]3.7 Ethical Considerations:
In this primary quantitative research method, ethical consideration is important to protect participants from harm through maintaining confidentiality, anonymity and informed consent to ensure research integrity (Davidson et al., 2024). Hence, while collecting data through survey methods from the FMCG consumers regarding the topic, anonymity will be maintained by designing an anonymous survey, and ethical guidelines will be followed through Data Protection rules and regulations to protect participants from any harm during the study. Maintaining ethical consideration is important to enhance research integrity and authenticity, and to get a better and unbiased outcome. 
[bookmark: _heading=h.84le5oaobw3q][bookmark: _Toc212492467]3.8 Feasibility: 
Access to participants: 
According to Johnson et al. (2024), participants' access refers to a method to assign a survey and allow participants to respond, which may include online links, panels, phone calls and email. For this primary quantitative study on the effect of the corporate sustainability communication strategy of an FMCG brand on consumers' trust, participant access would primarily involve reaching consumers every day. Participants can be accessed through Social Media Channels. 
Time constraints: 
Quantitative research requires sufficient time for survey design, data collection and statistical analysis. However, given project deadlines or practical academic deadlines might be challenging to implement this survey method. Hence, this type of limitation can be managed through clear survey design, efficient survey planning, and using online tools for survey methods. 
Resource availability: 
For this primary quantitative research method, data collection, data analysis tools, survey software and sufficient funds are the main resources required for accessing participants. However, limited funds may require voluntary participation in this study and depend on the free survey tools, which could affect data representativeness and response rates of the final outcome. Hence, to overcome this challenge, the study can use digital methods, which are essential to make the study feasible with modest responses. 
[bookmark: _heading=h.h8gelxhv0hon]

[bookmark: _heading=h.2drpdbbccr5s][bookmark: _Toc212492468]4. Expected Findings: 
[bookmark: _heading=h.gao5yovu0fn3][bookmark: _Toc212492469]4.1 Anticipated Results:
It is anticipated that the findings will reveal whether there is a statistically significant and positive relationships between consumer trust and corporate sustainability communication of FMCG brands in the UK. According to Mu et al. (2024), a trustworthy findings chapter is essential to get a better and in-depth analysis of a topic. The findings are expected to provide insights on how consistent, clear and transparent communication of sustainability initiatives, including CO2 footprint reduction, ethical sourcing and eco-friendly packaging, can substantially boost consumers' perception and brand reliability and integrity. On the contrary, this finding is expected to showcase negative insights about how companies are lowering consumer trust by exaggerating their sustainability claims through corporate sustainability communication strategy. 
Besides the various benefits of corporate sustainability communication, it has some disadvantages. According to Atkins et al. (2022), greenwashing sustainability initiatives are a false marketing strategy to overamplify the ESG efforts of a company to gain more consumer, investor and employee attention. Hence, this disadvantage of the corporate sustainability communication strategy will also be discussed in this study. Additionally, through this quantitative data, the study is expected to reveal how different demographics respond to the sustainability communication strategies of FMCG companies in the UK. Overall, this quantitative analysis may showcase that the effective sustainability communication strategy of FMCG not only strengthens brand loyalty and competitive edge but also enhances consumers' trust in the crowded UK FMCG market. 
[bookmark: _heading=h.8kejg8e76b9f][bookmark: _Toc212492470]4.2 Expected Contribution:
This study is anticipated to make important theoretical, policy and managerial contributions. 
From the theoretical point of view, the research will improve understanding of the relationship between consumer trust and corporate sustainability communication by integrating various theories and frameworks, including CSR frameworks, trust theory and consumer behaviour theory. According to Adiga (2024), authentic corporate sustainability communication is essential to showcase the true sustainability and ethical progress of an FMCG company in the UK. Hence, this research will contribute empirical evidence through survey methods, emphasising how perceived authenticity and communication credibility influence consumer trust formation. 
From a managerial perspective, the findings will offer practical guidelines towards FMCG’s marketing professionals and managers regarding effective sustainability communication to build evolving consumers and gain long-term consumer loyalty. Along with that, managers can use these data-driven insights to design consistent and transparent communication strategies to gain long-term UK consumer trust and brand loyalty of the FMCG brand. The study will suggest to UK FMCG managers authentic and transparent sustainability communication strategies. 
From the policy level, the study may inform FMCG bodies and UK regulators regarding the importance of authentic sustainability messages that they can implement proper policy regarding this. This study is expected to suggest to UK managers to revise the rules and regulations regarding sustainability advertising. 


[bookmark: _heading=h.1au4pcfjbadn][bookmark: _Toc212492471]5. Limitations 
[bookmark: _heading=h.z358k4vp15l2][bookmark: _Toc212492472]5.1 Anticipated Constraints:
Several constraints may arise in the primary quantitative research method, such as limited access to restricted online reach and paid survey panels, which may result in non-representative or small samples, which could affect the generalisability of the findings. Additionally, response bias might be an anticipated constraint of the research. According to Kaine and Wright, (2024), response bias occurs while participants provide socially desirable answers, especially when answering sustainability, environmental and ethical responsibility regarding questions to avoid revealing behaviours or opinions. Hence, this research might face this response bias-related issue while collecting responses through surveys regarding the importance of sustainability messaging from the FMCG brand. Alternatively, time and resource constraints might occur while conducting survey design for this research, which could hinder the depth of statistical testing and result in lower response rates. 
[bookmark: _heading=h.dtoz54zdas0z][bookmark: _Toc212492473]5.2 Mitigation Strategies:
To address participants' related problems, the research might distribute surveys through multiple online channels, such as Facebook, LinkedIn and university networks. Also, the study can use low-cost or free survey tools such as MS Forms, to reach a wide range of audiences. It has been found that Gürbüz (2017), using free survey tools, is beneficial to accumulate a large amount of data within a short time period. Additionally, the research will reduce biased responses through providing balanced answer options, such as closed-ended questions. Furthermore, time and resource constraints will be reduced through setting a clear research timeline, which allocates adequate time for each stage, including data collection, design and analysis. Overall, careful planning of a project will help to accomplish a study within time and a defined budget. 

[bookmark: _heading=h.4k6q6brnzsng][bookmark: _Toc212492474]6. Timeframe 
[bookmark: _heading=h.1ejvp0xp3m7f][image: ]
Fig 3: Gantt Chart
(Source: Self-created)

[bookmark: _heading=h.tsgxjmhrg63t][bookmark: _Toc212492475]7. Conclusion 
Reiterate research aim and objectives.
The research aims to evaluate how corporate sustainability messages influence consumers' trust and enhance brand loyalty in the FMCG industry. The study has developed four objectives, such as to assess consumer perceptions and trust over the FMCG brands in relation to the sustainability communication strategies, and to evaluate best practices of the FMCG brands' best sustainability communication practices that help them to gain long-term consumer trust and brand loyalty. Additionally, the study finds key factors related to sustainability that are responsible for reducing consumers' trust in the company and how corporate sustainability communication evolves consumer trust. 
Summary of the relevance and potential contribution of study.
The relevance of this research depends on one of the most common issues facing the FMCG sector in the UK, which is the effectiveness and authenticity of the sustainability communication. In this recent age, the greenwashing issue is rapidly increasing due to false sustainability communication strategies of the FMCG brands in the UK, which erodes consumer trust. Hence, the study seeks to find strategies to reduce this gap. Additionally, the expected findings will contribute to some theoretical understandings and implications, such as stakeholder theory and theory of planned behaviours, in relation to the corporate communication strategies to form consumers' trust. From the managerial perspectives, the study will contribute actionable insights to design transparent, authentic and credible sustainability messages, which boost brand loyalty, consumer trust, and enhance long-term competitiveness. 
Confidence in the feasibility and academic value of the study 
The study is both academically valuable and feasible because it employs a quantitative survey-based method, which ensures a robust data collection process. Additionally, by ensuring data reliability, adhering to ethical standards, and maintaining a realistic timeline, the project can be successfully accomplished within budget and time. In a nutshell, this research will offer sustainable marketing communication and meaningful contributions to sustainable communication strategy and consumer trust development within the FMCG sector in the UK. 
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