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1. [bookmark: _Toc223979505]Introduction
Sustainability has been a defining issue for the fast-moving consumer goods (FMCG) sector in the United Kingdom (YouGov (2024). Consumer brands are subjected to a huge amount and increasing pressure to communicate their environmental credentials, but this is a period where there has been a sharp rise in public and regulatory concern about misleading claims, often referred to as 'greenwashing' (Sun and Shi, 2022). The tension between these two forces makes the issue of the credibility of green marketing an area of both academic and practical enquiry. This is supported by the survey conducted by YouGov. (2024), which found 60% British consumers agree that climate change is the greatest threat facing civilisation, while trust in sustainability logos remains low, with only 4% saying they completely trust them.
Unilever is one of the most notable FMCG businesses that is operating in the UK. It is the manufacturer of much purchased personal care brands and household cleaning products. The company has publicly placed sustainability at the heart of its corporate strategy, including net-zero emissions pledges, plastic reduction, and sustainably sourced ingredients pledges (Unilever, 2023). However, in December 2023, the UK Competition and Markets Authority (CMA) started a formal investigation into Unilever's green claims, citing specific concerns about vague and broad eco-statements, misleading imagery, and application to entire product ranges rather than being confined to individual products. The CMA were concerned that Unilever were clinging onto the environmental credentials of personal care and household cleaning products including Dove, Lynx and Cif (CMA, 2023).  The investigation was closed in 2024 after Unilever agreed to legally binding commitments to make better environmental claims clearer and more transparent. This remains significant because it shows how sustainability claims by major brands can come under regulatory scrutiny (Segal 2024). It illustrates in concrete terms how even a well-endowed multinational company can fail to meet consumer and regulatory expectations on the credibility of green marketing. It also raises an important question for researchers: how do consumers actually perceive and respond to sustainability claims made by brands such as Unilever, and what does this mean in terms of their trust in such brands, and their intention to purchase?
Mintel (2024) reports that while 40% of UK adults always consider sustainability when making their beauty and personal care (BPC) purchasing decisions, there is still a persistent gap between UK awareness and action. Price sensitivity, convenience and scepticism all play a role. Mintel (2025) further adds that 72% of UK consumers feel that sustainability is likely to become an even higher priority for brands in the next 5 years, however, many consumers still prioritize convenience and value over environmental factors. This context illustrates the importance of understanding what leads to and impedes trust in green marketing.
Academically, more and more literature has been examining the relationship between green marketing, consumer trust and purchase intention. Research consistently shows that green marketing credibility - the extent to which consumers think environmental claims are true and substantiated - is an important predictor of brand trust and downstream purchasing behaviour (Chen and Chang, 2013; Van Hoang et al., 2025). When consumers perceive a low degree of credibility, or distrust greenwashing, trust is damaged and purchase intention falls (Sun and Shi, 2022; Persakis et al., 2025). However, most of the current research has been conducted in the general FMCG context or in emerging markets. There is little research on the UK to understand these dynamics in relation to a particular brand, especially one as publicly scrutinised as Unilever. This study therefore aims to understand consumers' perceptions of sustainability claims of Unilever company in relation to UK personal care and household products. 
2. [bookmark: _Toc223979506]Research Aim and Objectives
The primary aim of the study is to examine the relationship between the perceived credibility of Unilever's green marketing claims and the level of consumer trust and purchase intention in the UK. The specific objectives are:
1. To assess the extent to which UK consumers perceive Unilever's green marketing claims as credible.
1. To examine whether consumer trust mediates the relationship between perceived green marketing credibility and purchase intention.
1. To investigate whether perceived greenwashing risk moderates the relationship between green marketing credibility and consumer trust.
1. To draw practical implications for how FMCG brands can communicate sustainability claims more effectively to UK consumers.
3. [bookmark: _Toc223979507]Research Questions 
Based on the research aim and objectives, the study   endeavours to answer the following three research questions;  
1. RQ1: To what extent does perceived green marketing credibility influence UK consumers' purchase intention for Unilever personal care and household products?
1. RQ2: Does consumer trust mediate the relationship between perceived green marketing credibility and purchase intention?
1. RQ3: Does perceived greenwashing risk moderate the relationship between perceived green marketing credibility and consumer trust?
4. [bookmark: _Toc223979508]Literature Review 
[bookmark: _Toc223979509]4.1 Green Marketing Credibility
Green marketing credibility can be described as the perception of consumers that a company's claims about environmental concerns are truthful and believable and backed by evidence (Chen and Chang, 2013). Signalling theory offers a useful theoretical foundation, as per the theory companies use green marketing to signal the environment-friendly commitment to consumers but the value of such a signal depends upon its perceived authenticity (Delmas and Burbano, 2011). When signals are ambiguous, lack substantial evidence, or are seen as contrived and self-serving, they do not generate credibility (Persakis et al., 2025).
Li (2025) states that quality and transparency of green advertisement will affect the consumers' intention to purchase green products. Van Hoang et al. (2025) confirmed in an FMCG context that green marketing strategies, such as eco-labelling, green advertising, and transparent communication, affect consumer perceptions of brand image and trust and, consequently, purchase intention. These findings suggest that credibility is not so much a passive perception as an active mediating factor in consumer decision-making. 
[bookmark: _Toc223979510]4.2 Consumer Trust as a Mediator
Trust is the central in green consumer behaviour research, which is broadly defined as a consumer's willingness to rely on a brand on the basis of positive expectations of the motives and behaviours of the brand (Rousseau et al., 1998, as cited in Chen and Chang, 2013). In the context of green marketing, the notion of trust represents a psychological bridge between the perceptions of credibility and the purchase intention. The more a consumer believes that the green claims are credible, the more the consumer is likely to feel trust, which then facilitates purchase (Wu and Long, 2024).

Several studies have supported the mediating role of trust in the relationship between credibility and intention. In a study of the use of eco-labelled products, Chen and Chang (2013) showed that green trust fully mediated the effect of perceived green marketing on purchase intention. Wang et al. (2022) found that trust has a direct and positive association with consumer purchase intentions by reducing uncertainty and increasing credibility. Nguyen-Viet et al. (2024) further demonstrated that green trust mediates the relationship between CSR communication and green advertising on behavioural intentions. This evidence is a strong support for the inclusion of trust as a mediator in the theoretical model of the current study.
[bookmark: _Toc223979511]4.3 Perceived Greenwashing Risk
Perceived greenwashing risk is a consumer's judgment about the probability that a brand's sustainability claims are not very truthful or overstretched (Sun and Shi, 2022). Attribution theory indicates that when consumers see environmental claims as driven by commercial gain, rather than genuine commitment, they attribute deceptive intent to the brand, which leads to a lack of trust and a decreased likelihood of purchase (Persakis et al., 2025). 
Sun and Shi (2022) developed a moderated mediation model, which shows that greenwashing perception has significant direct and indirect (mediated) effects on green purchase intention by reducing trust. A 2025 systematic review of greenwashing literature (Persakis et al.) confirmed greenwashing always damages consumer trust and loyalty, especially when consumers perceive disparities between what a company claims and what it actually practices. The CMA investigation into Unilever (2023-2024) is a direct manifestation of this dynamic in real life, in which it was revealed exactly such an imbalance between the company's green branding and the evidence behind its claims.
Despite the strength of this evidence base, most previously conducted research has been conducted outside the UK  and Unilever UK. YouGov (2024) data specifically highlights that UK consumers show unusually low levels of trust in sustainability logos in comparison to consumers in other developed markets, which may mean that the UK context may increase the greenwashing risk perceptions over other countries. This study helps fill this gap directly. 
[bookmark: _Toc223979512]4.4 Theoretical Framework
This study is based on three theoretical frameworks that have a complementary relationship with each other to explain the proposed relationships between green marketing credibility, trust, and purchase intention.
First, Signalling Theory (Spence, 1973), which explains how environmental claims, used by companies, are used to signal quality and commitment to consumers. In the context of green marketing, sustainability certifications, eco-labels and transparent reporting all serve as signals of credibility. According to the theory, the stronger and more substantiated signals lead to higher perceptions of credibility.
Second, a more general behavioural framework is the Theory of Planned Behaviour (TPB) (Ajzen, 1991). TPB believes that the factors that influence purchase intention are the attitudes, subjective norms and perceived behavioural control. In the context of green marketing attitude towards the environmental claims of a brand (through credibility and trust) is a direct antecedent of purchase intention.
Third, Attribution Theory (Heider, 1958) is used to explain the way consumers interpret and respond to perceived greenwashing. When consumers believe that a brand has deceptive motives for making environmental claims, they become sceptical and trust is diminished, moderating the credibility-purchase intention relationship.
[bookmark: _Toc223979513]4.5 Hypothesis Development
Based on a review of prior literature, the following hypotheses are proposed:
1. H1: Perceived green marketing credibility has a significant positive effect on purchase intention.
1. H2: Consumer trust positively mediates the relationship between perceived green marketing credibility and purchase intention.
1. H3: Perceived greenwashing risk negatively moderates the relationship between perceived green marketing credibility and consumer trust.
5. [bookmark: _Toc223979514]Research Methodology
[bookmark: _Toc223979515]5.1 Research Design 
This study will be conducted using quantitative, cross-sectional research design. This approach is appropriate as the study aims to test specific hypotheses and measure construct relationships and develop generalisable findings which add to the academic research literature on green marketing (Saunders et al., 2019).
[bookmark: _Toc223979516]5.2 Data Collection and sampling 
Primary data will be collected using an online self-administered questionnaire. The target population is UK resident consumers who have bought at least one Unilever personal care or household cleaning product within the past six months. Products in scope include those in the Dove, Lynx, Simple, Cif and Persil brands, reflecting the particular brands named in the CMA investigation (CMA, 2023).
Participants will be recruited through convenience sampling using platforms such as social media and university networks, with a target of 60 to 100 valid responses. This sample is sufficient to run reliable regression, as well as mediation analysis. Convenience sampling is appropriate given the time and access constraints of the study, although it may reduce the generalisability of the findings.
[bookmark: _Toc223979517]5.3 Questionnaire Design and Measures
The questionnaire will use 5-point Likert scale items (1 = Strongly Disagree to 5 = Strongly Agree) adapted from established and validated scales for the study variables: Green Marketing Credibility, Consumer Trust, Perceived Greenwashing Risk, and Purchase Intention.
[bookmark: _Toc223979518]5.4 Data Analysis
Data will be analysed using IBM SPSS Statistics (SPSS 20). The data will be analysed using descriptive statistics, reliability analysis, correlation analysis, multiple regression will be used to test the direct relationships. After that mediation analysis will be conducted using PROCESS Macro to understand the role of consumer trust in the relationship. 
[bookmark: _Toc223979519]6. Ethical Considerations
This research will be designed and conducted in complete accordance with the ethical guidelines of the university and the principles adopted by the British Psychological Society. Hence the study will ensure informed consent from all participants, and ensure voluntary participation and anonymity and confidentiality of all respondents. Moreover, the study does not involve any sensitive personal data, vulnerable population and deception. 
[bookmark: _Toc223979520]7. Significance and Expected Contribution
This research adds a number of original contributions to knowledge. Academically it fills a void in the green marketing literature because it is focused on a named FMCG brand - Unilever - in the specific UK consumer market context. Practically, the findings will provide Unilever and other UK FMCG brands with guidance on how to effectively communicate sustainability claims that build rather than destroy consumer trust. 
[bookmark: _Toc223979521]8. Proposed Timeline
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Phase Task / Activity

W1

06 Mar

W2

13 Mar

W3

20 Mar

W4

27 Mar
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W6

10 Apr

W7

17 Apr

W8

24 Apr

W9

01 May

W10

08 May

W11

15 May

W12

22 May

W13

29 May

W14

5 June

Refine proposal & prepare ethics form █ █

SUBMIT proposal & ethics form  (20 Mar – W3) █

Await ethics approval █ █

Systematic literature search & note-taking █ █ █ █

Develop theoretical framework █ █ █

Write literature review chapter █ █ █

Design & refine questionnaire █ █ █

Pilot test & revise questionnaire █ █

Distribute online survey  (target 60–100) █ █ █ █

Data cleaning & validation █ █

Descriptive stats & reliability (Cronbach α) █

Regression & mediation analysis  (SPSS) █ █

Moderation analysis  (PROCESS macro) █

Write methodology chapter █ █ █

Write findings & analysis chapter █ █

Write discussion chapter █ █

Write introduction & abstract █

Supervisor review & feedback meeting █ █

Proofreading, formatting & references check █ █

FINAL THESIS SUBMISSION  (05 June 2026) █

Data Analysis

Dissertation Writing

Finalisation

Key Dates:   

▶

  Proposal & Ethics Form Submission: 20 March 2026 (W3)     

▶

  Survey Distribution: ~17 Apr – 15 May 2026 (W7–W11)     

▶

  Final Thesis Submission: 05 June 2026

Proposal & Ethics

Literature Review

Data Collection
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