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[bookmark: _Toc213330652]1. Introduction 
[bookmark: _Toc213330653]1.1 Background and rationale 
Over​‍​‌‍​‍‌ the last couple of years, being environmentally friendly has become a major consideration for customers when deciding on their purchases. Fulfilling the requirements of consumers, companies are increasingly implementing green marketing - environmentally friendly product and service promotion strategies. For UK consumers, approximately 61% have reduced their consumption of single-use plastics, and 39% have ceased purchasing products of brands that do not consider stainability (Sustainabilitymag.com, 2022). Such a change in consumer behaviour is making big retailers like Tesco to deepen their environmental commitments and share them more efficiently via marketing ​‍​‌‍​‍‌communication.
One​‍​‌‍​‍‌ of the biggest UK supermarket chains, Tesco has made green concerns a big part of its business strategy. Through "Little Helps Plan" initiative of Tesco, it tries to reduce food waste through using recyclable packaging, and reaching net-zero emission target by 2050 (Tescoplc.com, 2017). Therefore, Tesco has been reduced approximately 2 billion pieces of plastic packaging since 2019 for introducing idea of recyclable packing by 2025 (Tescoplc.com, 2023). These measures are supported by the campaigns through which customers are encouraged to "Buy Better" and "Recycle More," thus, Tesco is being resorted as a brand which is conscious of the ​‍​‌‍​‍‌environment.
[image: ]
Figure 1: “Little Help Plan” of Tesco
(Source: Tescoplc.com, 2017)
Approximately, 73% global consumers prefer to purchase from environmentally-friendly brands (Uniathena.com, 2024). Therefore, supermarkets are introducing sustainability approaches in their marketing. Nevertheless, there is a shortage of research on the extent to which these green marketing efforts influence customer purchase and loyalty behaviour in the context of large retailers such as Tesco.
This research intends to clarify the problem of effectiveness of Tesco's green marketing initiatives. According​‍​‌‍​‍‌ to a YouGov (2023) study, 44% of global shoppers doubt environmental claims made by corporates, which shows that there is a trust gap between the messages of green marketing and the perception of the consumers. Hence, it becomes a necessity to find out if Tesco's eco-friendly measures really affect the customers' buying and loyalty of the brand or if they consider it as a marketing ​‍​‌‍​‍‌ploy. Even though, Tesco is a promoter of sustainability through different activities such as plastic reduction and local sourcing support, there is hardly any empirical evidence that these strategies lead to people's stronger purchase intentions and loyalty over time (Bhattacharya, 2023). Grasping this connection means a lot to Tesco’s marketing department as well as to other UK retailers who want to combine profitability with environmental ​‍​‌‍​‍‌responsibility.
[bookmark: _Toc213330654]1.2 Research aim 
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.
[bookmark: _Toc213330655]1.3 Research objectives 
· 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
[bookmark: _Toc213330656]1.4 Research questions 
Research question can include: How do Tesco’s green marketing practices influence
customer purchase intentions in UK retail sector?
The​‍​‌‍​‍‌ study intends to use secondary research methods to collect necessary data. Data will be collected from trustworthy secondary sources like Tesco's sustainability reports, market research reports, industry databases, and academic journals. The study will be able to examine existing available data regarding Tesco's environmentally friendly marketing practices and changes in customer behaviour in UK. Insights will be drawn on the extent to which consumer purchase decisions are actually affected by Tesco's sustainability initiatives and will be instrumental in creation of efficient and responsible marketing strategies in retail ​‍​‌‍​‍‌sector.
[bookmark: _Toc213330657]2. Literature review 
[bookmark: _Toc213330658]2.1 Key themes and theories
[bookmark: _Toc213330659]2.1.1 Green marketing and corporate sustainability
Green​‍​‌‍​‍‌ marketing are business methods which promote the use of environmentally friendly products, services, and messages (Stoica, 2021). It is about using eco-friendly standards in the production, packaging, promotion, and distribution processes. Companies use green marketing today to beautify their image and attract the attention of the customers and to be compatible with the environmental concerns. Supermarkets like Tesco, Sainsbury's, and Marks & Spencer have employed green marketing in their plan to adjust to government regulations and consumer demand for sustainable products (Olarewaju et al. 2024). Such actions serve to lessen the damage to nature and raise the public's favourable opinion of the company's social responsibility.
The idea of Corporate Social Responsibility (CSR) is very closely related to green marketing. CSR motivates enterprises to conduct their business in an ethical manner and to consider the effect of their operations on society and nature (Kong et al. 2021). In the retail scene, CSR measures like reduction of plastic waste, promotion of local sourcing, and carbon emissions cut, are some of the green marketing activities. When firms tell these deeds in an impressive manner, buyers are likely to consider them as credible and ​‍​‌‍​‍‌responsible.
[bookmark: _Toc213330660]2.1.2 Consumer perception and attitude towards sustainability 
Consumer​‍​‌‍​‍‌ perception is a major factor that changes how customers behave to green marketing activities. The Theory of Planned Behaviour (TPB) is one of the ways to see this connection. TPB considers three factors like attitude, subjective norms, and perceived behavioural control that influence a person's intention to buy (Khan et al. 2023). In this case, if the consumer has a positive attitude towards environmental sustainability, feels pressure from society to support "green" companies, and believes that his purchase will make a difference, then the chance of buying "green" products is high.
Nevertheless, there is a research discovery which reveals that people’s attitudes do not always lead to corresponding behaviour; thus, a discrepancy exists. Environmentally friendly consumers may be found among those who purchase inexpensive or non-sustainable products just because of the convenience (Palomo-Domínguez et al. 2023). This is referred to as attitude-behaviour gap. In case of Tesco, however, the question is whether the sustainability communication of the company is effective enough to affect actual purchasing decision.
[bookmark: _Toc213330661]2.1.3 Green branding and eco-friendly packaging 
Green​‍​‌‍​‍‌ branding figured prominently as a core theme in this research. It refers to building of brand image that considers environment conservation, social ethics, and responsibility (Alam, and Islam, 2021). In a bid to show their concern regarding environment, retailers like Tesco embrace green logos, recyclable packaging, and green labels. Research has shown that this type of brand strategies can positively influence the customer trust and brand loyalty in case customers believe that these are not false statements.
Green marketing in the retail industry has been characterized by one of the outstanding attributes to eco-friendly packaging. Reduction of plastic consumption, encouraging the use of refillable packaging, and the use of materials that are recyclable are some of the best ways to show environmental commitment (Rhein, and Sträter, 2021). By comparing purchase intention with purchase strategies used by Tesco, it is possible to get an idea whether customers believe them to be good and beneficial.
[bookmark: _Toc213330662]2.1.4 Customer loyalty and long-term engagement 
Customer​‍​‌‍​‍‌ loyalty is largely dependent on the company being trusted, satisfying the customers, and always delivering a good brand experience. If customers see that a company's environmental statements are real, they are more willing to become loyal customers. The Customer Loyalty Model highlights that emotional bond and the feeling of getting value are the main reasons of customer loyalty (Ghorbanzadeh, and Rahehagh, 2021). In green marketing, these factors get influenced strongly by how the customer's personal values and beliefs are considered by the brand.
Tesco's sustainability activities are intended to make this connection by encouraging the consumption of what is truly needed and the well-being of the community. Loyalty schemes like Clubcard promotions transferring the benefits to sustainable products can deepen this relationship (Trzcielinski et al. 2024). Yet, the studies are still in a state of debate whether green marketing solely has the power to create loyalty or if other factors such as price, convenience, and product quality have a stronger ​‍​‌‍​‍‌influence.
[bookmark: _Toc213330663]2.1.5 Demographic influence on green purchase behaviour 
Demographic​‍​‌‍​‍‌ factors like age, gender, education, and income have a major impact on the green purchasing behaviour. The younger generation like Generation Z and Millennials tend to be more aware of environmental concerns and more willing to demand sustainable products (Gomes et al. 2023). It was noted that concern about eco-friendly products in women is more in comparison with men. Conversely, the less advantaged consumers may not respond readily due to price sensitivity. These differences are quite crucial in knowing how to tailor green marketing to be used with various groups of customers.
[bookmark: _Toc213330664]2.2 Key studies and debates 
Various​‍​‌‍​‍‌ research have explored the relationship between green marketing and consumer behaviour. One such research in the UK retail sector has shown that environmentally branding of supermarkets led to an improved public image and customer engagement of these stores (Nguyen-Viet, 2023). Nevertheless, it also indicated that price and convenience remained the biggest purchase influencers. Another research on European consumers established that trust is the most important factor for the effectiveness of green marketing. When customers do not believe a brand's environmental claims, their purchase intention drops drastically, which is called greenwashing backlash.
Studies in Asia and Europe have shown that environmentally friendly packaging and giving information about carbon footprint create consumer interest only if the communication is credible (Tseng et al. 2021). The research also highlighted that green brand loyalty could be enhanced through emotional appeal and education via campaigns. However, the issue of sustainability awareness and buying behaviour remains as different studies have found contradicting results, with some reporting very weak links. Most of the scholars opine that majority of green marketing studies have concentrated on manufacturing sector while the retail supermarkets have been neglected. Besides, only a few studies have considered the interaction of green marketing activities, consumer demographics, and loyalty over time in the ​‍​‌‍​‍‌UK.
[bookmark: _Toc213330665]2.3 Research gap 
Although, the literature recognises growing significance of sustainability and green marketing; there is limited information about influence of practices on real purchase intentions and loyalty within context of UK supermarket (Zhao et al. 2023). Majority of research has been done on general consumer attitudes without having specific retailers in mind like Tesco. Furthermore, there is very little information about demographic factors moderating these relationships. This study intends to close these gaps by implementing a secondary study. It will look at how consumers interpret Tesco's green marketing, how these interpretations influence their purchase intention and loyalty, and whether demographic differences impact these effects. The results will offer valuable insights to Tesco and other retailers who are willing to create more efficient and genuine sustainability-based marketing ​‍​‌‍​‍‌strategies.


[bookmark: _Toc213330666]2.4 Conceptual framework 
Customer Purchase Intention (Willingness to Buy Green Products at Tesco)
Customer Perception (Environmental Awareness and Attitude toward Sustainability)
Green Promotion (Awareness & Green Messaging)
Green Price (Fair, Value-based Pricing)
Green Product (Eco-friendly, and Sustainable)
Green Marketing Practices




















Figure 2: Conceptual framework
(Source: Created by learner in Ms-Word)

[bookmark: _Toc213330667]3. Methodology 
It lays down the research design, approach, and methods that aim to investigate the influence of green marketing practices on customer's purchase intention of Tesco in UK. The study intends to implement a secondary qualitative research method solely to delve into already existing data for better understanding of how green marketing strategies of Tesco affect consumer ​‍​‌‍​‍‌behaviour.
[bookmark: _Toc213330668]3.1 Research design 
This​‍​‌‍​‍‌ research will utilize an exploratory and descriptive research design. Since it is about understanding people's perceptions, meanings, and reasons/confidentially of customers' intentions to purchase, a qualitative approach is the most suitable one (Olawale et al. 2023). The study will not collect new data from participants; however, will use secondary data sources, such as research papers, case studies, sustainability reports, and official documents from Tesco.
With help of the exploratory design, it will be possible to figure out how Tesco is using green marketing to stabilise its business strategy and how this changes the consumer's attitudes and behaviour. The descriptive component will be present to help illustrate association between sustainable marketing activities like eco-labelling, ethical sourcing, and corporate social responsibility, and customer purchase ​‍​‌‍​‍‌decisions.
[bookmark: _Toc213330669]3.2 Research approach 
This​‍​‌‍​‍‌ study will employ an inductive approach. By using an inductive approach, the study stays open to different possibilities when it comes to analysing secondary data and gaining a deeper understanding based on the themes found (Cheong et al. 2023). This will assist in creating a conceptual framework that links environmentally friendly marketing strategies to the consumers’ buying behaviour in UK retail sector.
[bookmark: _Toc213330670]3.3 Data collection method 
The research will be based on secondary qualitative data. Thus, all the information will be obtained from the already existing and reliable sources, not directly from the participants. The following sources will be taken into consideration:
· Academic journals and articles based on green marketing, consumer behaviour, and sustainability in retail. 
· Tesco’s official publications through sustainability reports, annual reports, and press releases, which deals with environmental and marketing initiatives. 
· Industry reports from market research firms like Mintel, Statista, and IBISWorld. 
· Government and NGO publications will be effective to understahnd UK consumer trends and sustainability regulations. 
· News articles, interviews, and media content highlighting Tesco’s green marketing strategies and their public response. 
Additionally, these data will be selected on the basis of their credibility, relevance, and recency; therefore, the data can reflect the most recent trends and accurate ​‍​‌‍​‍‌information. To​‍​‌‍​‍‌ include suitable secondary data for the research, a keyword strategy accompanied by Boolean operators will be used to search academic databases such as Google Scholar, ScienceDirect, and ProQuest. Boolean operators such as AND, OR, and NOT will be utilized to link or separate keywords in order to get more precise results. The approach is effective to focus on scholarly sources that have been peer-reviewed and are directly related to green marketing practices used by ​‍​‌‍​‍‌Tesco.
	Keyword strategy 
	Boolean operator 
	Example 

	Green marketing AND customer purchase intention
	AND
	“Green marketing” AND “customer purchase intention” AND “Tesco”

	Sustainable marketing OR eco-friendly marketing
	OR
	“Sustainable marketing” OR “eco-friendly marketing”

	Green marketing NOT tourism
	NOT
	“Green marketing” NOT “tourism”


Table 1: Key-word strategy and Boolean operators 
[bookmark: _Toc213330671]3.4 Selection criteria
	Criteria type 
	Inclusion criteria 
	Exclusion criteria 

	Publication date
	Studies published between 2020–2025
	Studies before 2020

	Language
	Focus on English language
	Non-English publications

	Focus area
	Research on green marketing and consumer purchase behaviour
	Studies unrelated to marketing or customer behaviour

	Geographical context
	UK-based and focus on Tesco
	Studies outside UK context

	Source type
	Peer-reviewed journals, reports, and credible secondary sources
	Blogs, opinion pieces, or non-academic sources


Table 2: Inclusion and exclusion criteria 
(Source: Created by learner in Ms-Word)
[bookmark: _Toc213330672]3.5 Data analysis 
The​‍​‌‍​‍‌ research will rely on thematic analysis to triangulate qualitative information. Essentially, this method refers to uncovering, debating, and presenting the themes that recur in the documents gathered (Braun, and Clarke, 2023). The stages of thematic analysis will be:
· Getting acquainted with the data: Going through all the chosen pieces to be familarised with context.
· Creating initial codes: Investigating substantial statements, expressions, or concepts about green marketing and customer intentions.
· Finding themes: Identifying similar codes to reorganise them under larger themes like "eco-friendly product perception", "corporate image" and "consumer trust".
· Reviewing themes: Altering the themes and ensuring they correspond to the research goals.
· Determining and labelling themes: Deciding on the exact theme definitions that reflect their role in the research context.
· Writing the report: Explaining the analysis in a coherent way and making a link between the findings and the research question as well as the existing literature.
The thematic analysis will be instrumental in explaining the role of Tesco's marketing communication and sustainability measures in influencing customer attitudes and their subsequent eco-friendly purchase ​‍​‌‍​‍‌intentions.
[bookmark: _Toc213330673]3.6 Reliability and validity
In​‍​‌‍​‍‌ order to maintain reliability, the research is going to employ a variety of sources to cross-check the information and verify the consistency. Different kinds of documents, such as both academic and industry-based, will be used to enhance the validity of the study (Dubey, and Kothari, 2022). Any personal bias will be eliminated from the thematic analysis, which will be done meticulously and the conclusions will be aligned with the ​‍​‌‍​‍‌data.  
[bookmark: _Toc213330674]4. Expected findings 
[bookmark: _Toc213330675]4.1 Anticipated results 
First​‍​‌‍​‍‌ of all, it is implied that findings would indicate a green marketing strategy in Tesco to be one of the reasons that would drive the Customer Purchase Intention (Majeed et al. 2022). The customers who see Tesco as an eco-friendly company will in all probability be the ones to buy its products to a higher degree. Green packaging along with lifestyle promotion are likely to persuade the consumers and thus they will feel more valued.
Moreover, the confirmation of such a thesis is expected that eco-friendly marketing will be a major factor causing customer loyalty. The customers, who make the evidence-based inference that the Tesco is a true environmentalist, will most likely become emotionally attached and loyal to the company in the long run. Although, the depth of this association may be contingent upon the demographic features of customers. Younger people, especially the age group of 18-35, are inclined to have stronger positive reactions compared with the older ones.
The​‍​‌‍​‍‌ results are planned to illustrate effect of Tesco's eco-friendly marketing tactics on customer's mindset and buying behaviour via the sustainability messages and the ethical branding. Investigating secondary qualitative data, the study might uncover that consumers welcome in a positive way those sustainability practices that are real and transparent. It is expected that the findings will indicate that the proper communication of Tesco's environmental actions creates customer trust, delight, and loyalty to the brand for a longer time in the UK retail ​‍​‌‍​‍‌sector.
[bookmark: _Toc213330676]4.2 Expected contribution 
The​‍​‌‍​‍‌ study will have implications across theoretical, managerial, and practical levels. On the theoretical level, it will enrich the light of knowledge by giving statistical proof to the question of how green marketing changes the behaviour of consumers in the UK supermarket industry. Moving to the management side, this study will enable Tesco and other retailers to identify the sustainability initiatives that most influence consumers' decisions. Moreover, the research is intended to become a pillar of support for policy debates concerning the promotion of sustainable consumption, by demonstrating that responsible marketing is a win-win situation for business and the ​‍​‌‍​‍‌environment.
[bookmark: _Toc213330677]5. Limitations 
[bookmark: _Toc213330678]5.1 Anticipated constraints
There​‍​‌‍​‍‌ are several limitations that can affect this research. As the study is based on secondary qualitative data, the results are dependent on the availability and trustworthiness of the existing research, reports, and case studies related to Tesco's environmentally friendly marketing practices. The unavailability of the release of internal company data or consumer insights may limit the extent of the analysis. Besides, most of the secondary sources may have different contexts or have been written at different times which makes it hard to be generalized to current market conditions (Stremersch et al. 2023). In addition, the bias in qualitative data interpretation can have an impact on the results. Time constraints may limit scope of the literature in terms of review; thus, some valuable sources might be left out. As a whole, this research solely concentrates on Tesco; therefore, the results may not be validated for other UK retailers, which are dealing with sustainability strategies or customer demographics. Nevertheless, the study can be evident to provide valuable insights for highlighting role of green marketing in purchase intention and customer loyalty in retail ​‍​‌‍​‍‌sector.
[bookmark: _Toc213330679]5.2 Mitigation strategies 
The​‍​‌‍​‍‌ research will utilise a variety of reputable secondary sources such as peer-reviewed journals, Tesco sustainability reports, and industry publications to limit weaknesses and ensure that the findings are accurate and reliable. A thorough search and selection procedure with well-defined inclusion and exclusion criteria will lessen the possibility of bias. The practise of checking findings against different sources will confirm their trustworthiness. While generalisation may still be restricted, the study will serve as a solid basis for comprehending the impact of green marketing on customer purchase intentions in Tesco's retail ​‍​‌‍​‍‌environment.
[bookmark: _Toc213330680]6. Time-frame 
	Phase / task
	Start Date
	End Date
	Duration (weeks)
	Notes

	Proposal development
	1 Nov 2025
	14 Nov 2025
	2
	Finalise topic, research aim, objectives, and justification.

	Literature review
	15 Nov 2025
	5 Dec 2025
	3
	Collect and analyse academic articles on green marketing and purchase intention. Identify conceptual framework.

	Methodology design
	6 Dec 2025
	19 Dec 2025
	2
	Design​‍​‌‍​‍‌ a qualitative study based on secondary data sources.

	Data collection
	20 Dec 2025
	9 Jan 2026
	3
	Gather information from academic journals, Tesco sustainability reports, and market studies.

	Data analysis
	10 Jan 2026
	23 Jan 2026
	2
	Analyse themes through thematic analysis to discover major patterns and ​‍​‌‍​‍‌insights.

	Discussion and interpretation
	24 Jan 2026
	30 Jan 2026
	1
	Interpret findings in relation to literature and conceptual framework.

	Writing and review
	31 Jan 2026
	13 Feb 2026
	2
	Draft all chapters, review for coherence, and refine structure.

	Final editing and submission
	14 Feb 2026
	20 Feb 2026
	1
	Proofread, format, and submit final dissertation.


Table 1: Time-line for research 
[bookmark: _Toc213330681]7. Conclusion
The​‍​‌‍​‍‌ study emphasizes the importance of green marketing in influencing customers' purchase intentions, especially those of Tesco customers in the UK. The research through a qualitative secondary analysis delves into the effects of environmentally friendly marketing activities like the use of green packaging, energy-efficient operations, and comfortable-sourced products on customer attitudes, trust, and loyalty. The results extracted from earlier research, Tesco's sustainability reports, and market insights are the main points that transparent communication, environmental responsibility, and social value creation are the most essential factors in changing consumer perception and strengthening purchase intention. Besides, the data shows that customers are more willing to choose the brands that show real concern for the environment and this in turn has the positive effect of both the brand reputation and its longevity on the competitive market.
Nevertheless, the study also points out that demographic factors and perceived value may affect how consumers respond to green marketing. There are still consumers who are price-conscious and sceptical of corporate environmental claims, which makes it difficult to implement such strategies. In brief, the researchers have reached to a conclusion that the accomplishment of Tesco in impacting consumer behaviour is to a large extent conditioned by the harmony between the sustainability messages and the real practices. By genuinely implementing green initiatives throughout the business and communicating them properly, Tesco will be able to build strong customer relationships and achieve sustainable growth. This paper serves as a stepping stone to the implementation of ethical and green marketing as a strategic means of consumer trust and loyalty in the tough UK retail ​‍​‌‍​‍‌sector.
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