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[bookmark: _Toc143575343]Chapter 1: Introduction 
[bookmark: _Toc143575344]1.1 Background to the topic
The construction industry is one of the significant sectors which must emphasise environmental sustainability. With increasing carbon footprint and global warming issues, the global business environment has concerns over green practices to increase awareness and facilitate sustainability. Green marketing strategies embedded into the business objectives help to project the values into the marketplace and facilitate the growth of brand image (Tsai et al., 2020). It is viewed that green marketing is a tool for reducing the environmental carbon footprint of the construction industry. Moreover, it is an effective method to enhance sustainability performance for managing demand and supply in the construction industry. A company in the construction industry gains an effective competitive advantage by leveraging green marketing to encompass the utilisation of innovative green products and providing eco-friendly services. The major benefits that a company utilises from green marketing are a positive brand image and increased customer loyalty. 
[bookmark: _Toc143575345]1.2 Significance of the topic
The topic is important for understanding the role of green marketing strategies to gain a competitive advantage in the construction industry and effective market positioning. It is stressed on understanding green marketing relates to highlighting the company’s initiatives on ensuring green services which help in creating a positive brand reputation. The main issue in the research is to evaluate the impact and effectiveness of green marketing strategies on gaining a competitive advantage for construction companies. The construction industry is one of the biggest sectors that contributes largely to the growth of carbon footprint and increasing environmental degradation. In the UK, the construction sector was responsible for the production of 10 million metric tons of carbon dioxide emissions as of 2021 (Statista, 2023). With more focus towards sustainability, green initiatives are being taken by more construction companies which should be marketed as it facilitates market positioning and acquires an effective competitive advantage. Market positioning is an important aspect which helps companies to gather high-profile clients and increase their customer base effectively. 
[image: ]
Figure 1.1: Carbon emissions from the construction sector in the UK till 2021
(Source: Statista, 2023)
[bookmark: _Toc143575346]1.3 Purpose of the research
The purpose of the study is to highlight the current benefits of green marketing strategies and their effectiveness in gaining a competitive advantage for companies in the construction industry. Green marketing strategies account for the development of services and solutions which are sustainable and reduce harm towards the environment. Currently, the construction sector is one of the largest contributors to rising carbon footprint levels. Green practices acquired by companies in the construction sector are preferred more by clients and it improves brand image and market positioning. Consequently, construction companies leverage green marketing to create value and facilitate the growth of sales by ensuring clients are aware of green practices. 
[bookmark: _Toc143575347]1.4 Proposed aim, objectives and research questions 
The aim of the research is to analyse the adoption of green marketing strategies influencing competitive advantage and market positioning for companies in the construction industry.
Research Objectives
· To understand the fundamentals of green marketing strategies 
· To analyse the significance of green marketing strategies in the construction sector
· To identify the challenges faced in gaining a competitive advantage through green marketing
· To recommend strategic approaches to conduct green marketing for ensuring effective market positioning
Research Questions 
· What are the fundamentals of green marketing strategies?
· How significant is green marketing in the construction sector?
· What issues are faced in gaining a competitive advantage through the adoption of green marketing?
· What strategic approaches help to conduct green marketing for proper market positioning?


[bookmark: _Toc143575348]Chapter 2: Literature Review 
[bookmark: _Toc143575349]2.1 Fundamentals of green marketing strategies
Green marketing strategies involve online marketing for circulating the development of products or services which are eco-friendly. It has become essential to protect nature and develop sustainable services which help in mitigating climate change issues. Green marketing provides scope for construction companies to advertise sustainable practices such as innovative products, responsible waste disposal systems, implementation of energy practices in an eco-friendly manner and emission control (Saha, Dey and Papagiannaki, 2022). Sustainable construction is referred to the development of buildings using less water, energy and carbon-related materials to reduce adverse impacts. It also involves conserving resources and the use of timber and fewer chemicals to manage GHG (green-house gas) emissions effectively. With the help of online marketing, it has become easier for companies that deploy sustainable techniques in building works to advertise eco-friendly services (GEORGE and George, 2022). Green marketing strategies help the companies to develop a persona for the company regarding sustainability so that the client base is enhanced and profitability is increased. 
[bookmark: _Toc143575350]2.2 Significance of green marketing in the construction industry
The construction sector is a large contributor to the rising levels of carbon emission in the UK. It has been found that building works and construction works are responsible for 18% of the particle pollution in the UK and London, which is more than 30% (Fuller, 2022). There are several standards imposed on “diesel-powered diggers, generators and machinery" across London to manage pollution. There are not many strict protocols followed concerning the pollution generated through construction works. However, concerning climate change has brought about sustainable approaches and awareness among the clients. This has led to a change in construction companies and innovative eco-friendly materials to reduce pollution. Green marketing helps companies to create awareness and gain clients' attention towards the sustainable practices of the organisation (Widyastuti et al., 2019). There is a huge significance for utilising green marketing strategies as it benefits the company with increased customer loyalty, growth of sales and heightened profitability. 
[bookmark: _Toc143575351]2.3 Issues in acquiring competitive advantage through green marketing
The construction industry is highly competitive in the UK and contributes largely to economic stability. As of 2022, the construction sector had made a major contribution of 37 billion British pounds to the UK GDP (Statista, 2023a). Though the sector had struggled during the pandemic, it recovered easily soon in the post-pandemic times. Several issues are faced in acquiring competitive advantage as brand recognition can be acquired through the use of quality materials in construction and on-time project delivery. Companies struggle to achieve effective methods to ensure customer loyalty and improved brand reputation. Green marketing strategies allow advertising the sustainable practices acquired by the construction companies such as improved choices for reducing environmental pollution. Nowadays, digital marketing facilitates companies to advertise across the global platform which helps in ensuring global recognition. 
[bookmark: _Toc143575352]2.4 Strategic approach to conduct proper green marketing and ensure market position
It is important to discuss the wide range of strategies through which green marketing can be conducted so that construction companies are able to acquire proper market positioning. Although it is important for the companies to embed the values projected in their objectives and daily operations, digital marketing is an effective method. It would allow the company to reach out to a global client base and circulate the news of adopting green practices for building works. Companies can create web pages and publish online articles to create awareness of sustainability and showcase their green services to gain client attention. As per Matos et al. (2022), innovative products which ensure eco-friendly operation and reduce GHG emissions can be displayed across social media posts and web pages as solutions to fight climate change. The companies can secure a high market position through green innovation and proper online marketing which would attract a large number of global clients. 
[bookmark: _Toc143575353]2.5 Theoretical perspective
“Triple Bottom Line theory” encompasses social, environmental and economic aspects which are to be balanced for the effective operation of a business. It emphasises the organisation's contribution to the social well-being, economic growth of a country and environmental health. Three Ps are stressed across the theory of "people, planet and profit" ensuring an organisation's success metrics and sustainable business growth. Construction companies that are utilising sustainable practices and innovative solutions to fight climate change issues must adopt green marketing strategies to create awareness and secure good market positions. Green marketing helps organisations to gain a competitive advantage as the current business environment is constantly focusing on sustainability and mitigation of carbon emissions. As the construction industry is one of the biggest contributors to the rising global warming levels and degrading nature, it is imperative for companies with green innovation techniques to utilise digital marketing and gain an advantage over their rivals. 
[bookmark: _Toc143575354]2.6 Literature Gap
The literature review has focused on discussing the benefits and fundamentals of green marketing strategies in the construction sector that helps to gain a competitive advantage. It is imperative to understand the gaps in the review which include the lack of techniques and green innovation utilised by the construction sector. Moreover, the review does not contain sustainability services or discuss the eco-friendly methods through which construction companies can reduce carbon emissions. 
[bookmark: _Toc143575355]2.7 Conceptual Framework 
 (
Sustainable operations and green innovation in construction sector  
Triple Bottom Line Theory
- 
“People, planet, profit”
Competitive advantage and better market positioning through green marketing 
)
Figure 2.1: Conceptual Framework


[bookmark: _Toc143575356]Chapter 3: Research Methods and Methodology 
[bookmark: _Toc143575357]3.1 Research philosophy
Research philosophy is understood to be a source of nature and knowledge which helps to identify the explicit ways of gathering data (Brown and Dueñas, 2020). In research, it is imperative to collect relevant and true data which helps in analysing the topic and relating to research objectives. There are four types of philosophies namely, interpretivism, positivism, realism and pragmatism. In this study, interpretivism philosophy will be obtained for proceeding with the collection of secondary data. As the topic demands the analysis of the research variables critically and the development of descriptive patterns, qualitative data will be effective. As per the views of Musa et al. (2022), interpretivism allows the collection of secondary data and facilitates the observational analysis which is effective for critical evaluation. On the other hand, positivist philosophy assists in quantitative data collection and does not support observational analysis due to which it will not be selected. 
[bookmark: _Toc143575358]3.2 Research paradigm
A research paradigm is a pattern explicitly used for conducting a study which constitutes a group of theories, and assumptions which are followed and contribute to world views. It has been understood that research paradigms consist of four philosophical elements such as axiology, ontology, epistemology and methodology (Khatri, 2020). It is imperative for the researcher to pin down the specific axiology, ontology, epistemology and methodology for proceeding with data collection and analysis in the study. “Social constructivist ontological stance” will be acquired for this research as the focus lies on understanding the implications of green digital marketing in the construction sector for gaining competitive advantages. 
[bookmark: _Toc143575359]3.3 Research approach
The research approach is a framework which guides the researcher to collect data and ensure proper analysis of relevant information. There are two approaches which are utilised in academic research namely, inductive and deductive. The deductive approach helps to collect quantitative data and focuses on analysing the effectiveness of an existing theory in the context of research. However, since qualitative data will be gathered in this study, an inductive approach will be used in this study. According to the discussion of Makri and Neely (2021), the inductive approach facilitates the gain of a grounded theory approach, providing extensive flexibility and supporting the formulation of a new theory. It helps to generate new theories during data collection and focuses on addressing research variables. 
[bookmark: _Toc143575360]3.4 Research methodology
Research methodology is referred to the entire guidance developed for assisting the researcher in conducting data collection and analysis effectively. It is a systematic plan which is conducted to resolve a problem that is evaluated by the collection of large amounts of information. There are four research methodologies, such as quantitative, qualitative, mixed method and case study method. For this research, the qualitative method will be followed for data collection and analysis. As per the analysis of Lochmiller (2021), qualitative data consists of in-depth analysis and understanding of the problem. The case study method requires focusing on a particular area that emphasises understanding and observing the details of a chosen company or area. On the other hand, the quantitative method involves gathering statistical information which is not required in this study. 
[bookmark: _Toc143575361]3.5 Research Strategy
Research strategy is another parameter which contributes to the framework that guides the researcher during data collection and analysis of relevant information. There are various strategies which can be used for collecting data such as exploratory, explanatory, quasi-experimental and descriptive. It is important to understand that this research will utilise descriptive strategy as it is effective for analysing data critically. A descriptive strategy is effective for critically evaluating the variables and developing an in-depth analysis (Mitsea and Drigas, 2019). Other methods such as exploratory strategy have not been used as it helps in conducting quantitative research. 
[bookmark: _Toc143575362]3.6 Sampling methods 
Sampling methods refer to the strategy which used for selecting the data gathered for the study. When the study involves primary data collection, a sampling method is used for selecting data relevant to the topic (Rahman et al., 2022). As the study involves secondary data, no such sampling technique has been used in gathering data. A keyword search strategy has been utilised for filtering through relevant information such as "construction industry”, “green marketing”, “sustainable” and “carbon emission”. 
[bookmark: _Toc143575363]3.7 Data collection methods
The data collection method is one of the most important segments in the research process which focuses on the tool used for collecting data. For gathering relevant information, it is imperative to use proper techniques so that information is useful for analysing the research variables (Mohajan, 2020). As secondary qualitative data is gathered for the study, the tool used for collecting data is authentic databases. Such databases are Google Scholar, authentic websites and known newspaper articles. The sources for collecting information will be scholarly journals, articles, website information and books. As per Langegård et al. (2021), tools such as surveys, focus groups and interviews are utilised when primary data is gathered for the study. 
[bookmark: _Toc143575364]3.8 Data analysis methods
The data analysis method accounts for tools used to interpret gathered data in the research. There are various techniques available for interpreting research data such as frequency distribution, constant comparison and thematic analysis. As secondary data will be acquired, thematic analysis will be used in the study. Thematic analysis is a method which allows the observation of similarities and patterns in the collected information and the generation of themes. These themes are analysed effectively to meet the research objectives and ensure fair outcomes. 
[bookmark: _Toc143575365]3.9 Timeline
	Activities
	Week1
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	Research methods
	
	
	
	
	
	
	
	
	

	Collecting data using a survey
	
	
	
	
	
	
	
	
	

	Analysing data 
	
	
	
	
	
	
	
	
	

	Developing conclusions and recommendations
	
	
	
	
	
	
	
	
	

	Proofing and submission
	
	
	
	
	
	
	
	
	


Table 3.1: Timeline of the study
[image: ]
Figure 3.1: Gantt chart
[bookmark: _Toc143575366]3.10 Ethical consideration 
Ethical aspects are important in academic study which ensures honesty, integrity and authenticity of the project. Data collection in the research should be relevant and honest so that future studies can be facilitated effectively. In this research, the researcher will collect information from scholarly journals which will be accessed using Google Scholar. Data gathered for research will not be manipulated to fit the results. Moreover, data gathered for the research will be valid as information more than 5 years old will not be acquired for the study. 



[bookmark: _Toc143575367]Chapter 4: Conclusion 
The above research proposal focuses on introducing the topic of concern which included aims and objectives. To establish the importance of the topic, a vivid literature review along with a theoretical perspective has been presented to support the arguments. The proposal has involved a detailed methodology which included a research paradigm, philosophy, data collection tools and analysis method. The sampling method used for the study will be a keyword search strategy as secondary qualitative data will be gathered for the study. For ensuring a critical observation of the topic, research will involve an interpretivism philosophy and an inductive approach. 
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