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[bookmark: _3znysh7]Abstract
The Social Practice Theory of Marketing and Revealed Preference Theory of Consumer Behaviour have been considered for providing theoretical justifications. The research methodology section has analysed the role of green marketing in shaping consumer buying behaviour with a focus on Body Shop UK. Interpretation of the topic in reference to scholars’ opinions helps in understanding the most effective strategy by Body Shop. It provides an opportunity to make an in-depth evaluation of the topic with a focus on green marketing strategy. This paper discusses (chapter 4) the effect of green marketing strategy to consumer behaviour with reference to The Body Shop. 
It puts an emphasis on brand trust, transparency, and compatibility with sustainability values. Some of the main approaches could be social media leverage, CSR, influencer, and circular marketing that could help in increasing consumer engagement and loyalty. The conclusion chapter signifies the effectiveness and challenges of the green marketing strategies in shaping consumer behaviour. Additionally, some limitations of the study and recommendation to enhance the quality of the research have been discussed. Chapter 5 has focused on the evaluation of the summary from the key findings in order to develop valuable insights on green marketing. Additionally, the original contribution of the study has focused on academia, knowledge, professional practice and theories. Evaluation of the practical contribution of the research helps in dealing with the challenges in determining the buying behaviour of consumers. 
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[bookmark: _4bvk7pj]Chapter 1: Introduction
[bookmark: _2r0uhxc]1.1 Chapter Introduction
This chapter put a clear structural background on the analysis of the relationship between green marketing and the consumer behaviour in determining consumer behaviour at The Body Shop, UK.  This chapter presents the research context, the background of the skincare industry in the UK. The research problem, as well as the aims, objectives, research questions, significance, and the structure of the study in order to develop a clear background on the research.
[bookmark: _1664s55]1.2 Background to the study
The UK skincare sector has been emerging with premium and luxury products with natural and organic options. The UK’s beauty and skincare industry contributed £27.2 billion to the country’s GDP including employee spending, and supply chains in 2023 (Warn, 2024). Innovations such as water-free formulations and sugarcane-based packaging are beneficial in reducing environmental impacts (Mordor Intelligence, 2025). The UK enactment of 65 of (No.2) Regulations 2024 stands for banned substances and made stern concentration limits due to which companies are under regulatory pressure to test their products before releasing in the market. Competitors such as L’oreal, Lush, Sephora, and No7 pose threats to the company. For example, No7 has collaborated with the universities for developing their products and bringing innovation in the market while other companies are adopting AI and personalisation to improve customer experience (Mordor Intelligence, 2025). Policymakers can create skincare market demands driving the need to make new policies for sustainable skincare organisations.Hence, this sort of business environment could be challenging for Body Shop and the entire skincare industry. 
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[bookmark: _3vac5uf]Figure 1.1: UK organic skincare market
(Source: Grand View Research, 2025)
The UK organic skincare market was USD 485.9 million in 2021 and is projected to reach USD 1,076.2 million in 2030 (Grand View Research, 2025). This adds relevance to the topic since it has a future scope in the industry. Tsaabitah (2022) opined that generation Z is the newest customer entering the market with sufficient knowledge of environmental issues and this has driven marketers to underline the relevance of incorporating sustainable and organic products in the skincare industry to gain sales and customer satisfaction. Therefore, this topic can leave an impact on the society and consumers by influencing their purchasing decisions towards buying eco-friendly and safer products to enhance brand loyalty and reduce environmental footprints. 
The initial research problem lies in the lack of resources and implementation gaps of the green marketing tactics that involve higher costs with long-term profit and uncertainty. The marketers in the skincare industry also lack communication and promotional tactics to reach to the audience and sell the products. Rawat and Pande, (2024) opined that lack of environmental awareness among the consumers also decreases the chances of sales drop in green marketing of skincare products. Failure to install green technology in the industry also hinders the sales of the company. These instances highlight strategic training and marketing communication issues in companies that lead to such failures.
Despite the relevance of the topic, some areas of the study have been left unexplored and this mainly includes the abstraction of primary data in the research. Primary surveys with UK consumers or marketers could have shed light on the practical challenges that skincare marketers face in implementing green marketing. This has hindered the study from including real-world opinions and ideas, which abstained to draw real-life experiences of the customers and marketers. Additionally, the research also did not clear the specific innovation and technologies and their particular implementation costs, which restricted the researcher to gather data regarding where the organisations are facing operational crisis setting the stage for future research. 
[bookmark: _2afmg28]1.3 Problem statement
The key problem that has been identified is focusing on implementation of green marketing strategy faces challenges regarding cost increasing that hampers the total consumer scale of organisations. Moreover, supply chain disruption creates issues of business action regarding green marketing strategy. Furthermore, environmental awareness among consumers urges consumers to buy sustainable products at premium cost where consumers prefer quality over cost.  This chapter focuses on the challenges, analyse and evaluate problems of green marketing strategy in shaping positive consumer behaviour through the light of academic journals. 
[bookmark: _pkwqa1]1.4 Research Aim
Research Aim
The research aims to evaluate the role of green marketing strategy in determination of consumer approach in The Body Shop, UK. 
[bookmark: _39kk8xu]1.5 Objectives
Objectives 
· To analyse the importance of green marketing in shaping consumer overview in The Body Shop.
· To evaluate the strategy to use green marketing in determination of consumer behaviour in The Body Shop, UK.
· To understand challenges observed by The Body Shop in application of green marketing strategy for determining consumer perspectives.
· To recommend strategies to deal with the challenges observed in implementation of green marketing strategy by The Body Shop.
[bookmark: _1opuj5n]1.6 Research questions
Questions
· How does the Body shop implement Green Marketing regimes to influence consumer behaviour?
· What strategies are helpful to determine consumer behaviour with focus upon green marketing strategy?
[bookmark: _48pi1tg]1.7 Scope of the study
As a scope, this research aims to analyse the role of green marketing strategy in building a positive impact on the buying behaviours of the consumers, highlighting the recyclable, organic and sustainable components of the product or service focusing on the company Body shopUK. 
[bookmark: _2nusc19]1.8 Significance of this study
Theoretical significance 
Advanced arguments have addressed the theoretical gap, along with an understanding of customers’ psychology and the consequences of green marketing in developing awareness. Management of environmental sustainability is linked with the development of awareness among consumers regarding purchasing (Isac et al. 2024). In terms of the application of the Social Practice Theory of Marketing, it can be stated that the need of the scenario is to understand customers’ perception and the consequences that are observed in the accomplishment of success. The theoretical base has contributed to the development of understanding regarding the customers’ psychology with a focus on green marketing. On the contrary, the Revealed Preference Theory has focused on the evaluation of customers’ psychology and determining success in reaching the targeted vision. In the case of Body Shop, the need is to develop awareness regarding the benefits of green buying behaviour and its impact on business output. 
Empirical significance 
The methodological approach of secondary data collection has helped to understand the consequences of the development of consumers’ awareness. The empirical contribution of the research is centred around the identification of gaps in existing sources of literature. Improvement of coordination between the marketing strategy and the development of awareness is a notable aspect to gain success (García-Salirrosas et al. 2024). Highlighting the diversity of data included in secondary research has helped to deal with the challenges observed in reaching research objectives. For instance, the case of Body Shop focuses on the development of awareness to determine the goal to reach its long-term vision. Analysis of organisational data gained from official websites can enhance the authenticity of the topic, and formulating valuable insights can be helpful. Therefore, addressing the research gaps and having practical insights into the topic of research can be possible. 
Practical significance 
The practical contribution of the research understands the strategy to develop awareness among consumers regarding the strategy of green marketing. The purpose of theoretical frameworks is to interpret the topic from different perspectives and access authentic results. Emphasising the strategy of sustainability management is the most crucial stage to increase adequate output (Lopes et al. 2024). Body Shop tends to adopt a sustainable focus on the manufacturing cycle to prevent harmful emissions and enhance the authenticity of business output. Additionally, this research has provided an opportunity for the strategy of green marketing to deal with the challenges observed due to the lack of awareness. It can help the brand to increase consumers’ awareness and enhance the required measures to gain a competitive advantage. 
[bookmark: _1302m92]1.9 Rationale of this study
[bookmark: _35nkun2]1.9.1 Theoretical Justification
Social Practice Theory of Marketing
The Social Practice Theory of Marketing interprets consumers’ behaviour not as an individual choice but as a socially embedded practice consisting of competencies, purposes. Identification of customers’ psychology and its impact on buying preferences are two pillars of social practice (Budianto and Dewi, 2024). The theory is aimed at shifting focus from individual perception to the complex elements behind social practice. In reference to the approach of green marketing in the determination of consumers’ behaviour, it can be stated that Body Shop needs to work on spreading awareness to achieve progressive results. 
Reflecting upon the theoretical perspectives and opinions presented in the literature, it can be stated that the need is to develop an in-depth evaluation of customers’ psychology. For example, in the contemporary era, consumers are motivated by the price mechanism, but environmental sustainability gets compromised in this process. Insufficient boundary to establish contingency creates an issue in terms of the successful implementation of the decision (Deshmukh and Tare, 2024). The Social Practice Theory of Marketing helps in the evaluation of individual perspectives and achieves reliable results in decision-making. Thus, the need is to address the barriers observed in the determination of customers’ psychology with the approach of green marketing by Bodyshop. 
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[bookmark: _3mzq4wv]Figure 1.2: Social Practice Theory of Marketing
(Source: Self-developed)
Considering the above two paragraphs, an explicit research gap has been identified in the evaluation of customers’ psychology and the determination of buying decisions. Evaluation of customers’ opinions helps in dealing with the challenges observed in terms of authentic decision-making (Gu and Duan, 2024). The green marketing strategy provides space to increase awareness regarding eco-friendly product consumption, and managing environmental stability can be easier. Though greenwashing creates a challenge to attract price-sensitive customers and managing brand loyalty turns out to be difficult. Body Shop focuses on the incorporation of sustainable measures to ensure an environmentally friendly manufacturing cycle (The Body Shop, 2024). Thus, Body Shop requires developing awareness regarding the implementation of required sustainability measures to achieve success. 
Revealed Preference Theory of Consumer Behaviour 
Revealed Preference Theory is a model formulated by Paul Samuelson to understand the connectivity between consumers’ preferences, buying behaviour. Green marketing shapes consumers’ behaviour with the development of awareness regarding the management of environmental sustainability (Kinawy, 2025). The application of the Revealed Preference Theory of Consumer Behaviour provides insights regarding the strategy of increasing awareness and reaching desired objectives. Additionally, observation of buying behaviour can help in managing transitivity, consistency in the determination of individual preferences. Therefore, reaching the long-term goal in accomplishment of sustainable business outcomes can be possible in terms of Body Shop. 
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[bookmark: _2250f4o]Figure 1.3: Key aspects of marketing Consumer Behaviour theory
(Source: Self-developed)
Identification of consistency in the existing data source is the most notable area to be considered in order to gain a successful outcome. Referring to the theoretical interpretation, inconsistency is observed due to personal attributes, buying preferences and awareness regarding the benefits of green marketing. Evaluation of individual perspectives creates an opportunity to deal with the challenges of success in the value proposition (Boyer et al. 2025). The included literature lacks granular evidence, and inconsistency is observed in the determination of research output. In the case of Body Shop green marketing strategy can successfully shape consumers’ behaviour along with the development of required awareness. 
The included literature has a gap regarding the strategy to develop awareness regarding the benefits of green marketing. Development of understanding regarding consumers’ psychology is the most notable action to assess progress (Pahrudinet al. 2025). Revealed Preference Theory is based on the assumption that the evaluation of the strategy of buying decision-making is crucial to gain a scope of competitive advantage. Body Shop focuses on the implementation of a responsible manufacturing cycle and enhances the opportunity for long-term growth (The Body Shop, 2024). Referring to the green marketing strategy adopted by Body Shop, it is required to address awareness, along with the improvement of coordination in the marketing strategy. Therefore, accomplishment of progress in decision-making and consequences are observed in the overall output. 
[bookmark: _1ksv4uv]1.9.2 Practical Justification
Real-world consequences of the gap: 
The theoretical gaps and research problem matters to the managers and organisations as understanding these gaps would help the organisations find the areas where it lacks specifications and resources. For instance, a gap in understanding the most effective technologies for green marketing and their expenses would hinder companies to stock up funds which could also be misallocated in the future. Policy makers could fail to design policies leading to unintended negative impacts on the organisations, failing to solve the targeted problem. Without adequate evidence, society might not be able to address the social and environmental problems that could demotivate the consumers.
Industry relevance: 
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[bookmark: _haapch]Figure 1.4: Barriers in implementing ESG in organisations
(Source: Key Esg, 2025)
The above figure is relevant in underlining the fact that 30% of the organisations face funding issues in sustainable initiative implementation and 33% of them lack support from the leaders hindering the implementation of the green technologies (Key Esg, 2025). For example, 60% of the customers look for sustainability in the skincare product, regarding it as an important purchase criterion whereas, 35% of them are ready to pay more for sustainable products (CNN, 2023). This highlights the importance of green marketing to satiate the needs of the customers and create a competitive edge in the industry.
Evidence from practice: 
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[bookmark: _319y80a]Figure 1.5: Product features influencing brand purchases
(Source: McKinsey, 2025)
Figure 2 shows that 19% of the consumers look for natural products in the skincare industry yet 40% of them are concerned with the products that are suitable for their skin (McKinsey, 2025). This could be aligned with the fact that consumers are still not aware of environmental issues hampering the organisational operations. This can further be underlined with the research problem where lack of consumer awareness can create issues in green marketing resulting in sales stagnation.
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[bookmark: _1gf8i83]Figure 1.6: Consumer opinions on sustainable packaging
(Source: Statista, 2025)
This statistical graph displays that about 81% of the consumers prefers sustainable packaging, meaning that these 81% of the consumers are environmentally conscious and this can support UK skincare industries, especially Body Shop to adopt green marketing without the fear of greenwashing. 
Managerial pain points:
The research gaps can cause issues to the managers where they might face to scale the digital initiatives and face serious issues with estimating costs and budgets for implementation. Scarcity of knowledge and unclarified research theories can also create change management issues with green marketing. In this context, the managers might lose competitive advantage of enhancing brand image, increased customer loyalty, and cost savings from efficiency which could have been created by the companies which can differentiate themselves from other brands. This will also hinder in retaining the customers who prioritised sustainability, and boost profitability.  
[bookmark: _40ew0vw]1.10 Dissertation structure
The dissertation is divided into five chapters including introduction, literature review, methodology, findings and analysis, discussion, and conclusion and recommendations. Chapter 1 has focused on the research background and rationale, setting the aims and objectives of the study. This chapter sets the initial opening of the research, which can help in understanding the direction and future motives of the study. Chapter 2 has focused on the thematic overview of the topic where the study has considered secondary pieces of evidence regarding green marketing strategies to recognise customer purchasing patterns in the skincare industry to cross analyse and criticise the author’s views and opinions. 

[bookmark: _2fk6b3p]Figure 1.7: Dissertation Structure
(Source: Developed by the Researcher)
Chapter 3 suggests the overall methodology of the study as this study is solely based on secondary research to find the impact of green marketing on consumer behaviour, the methodology has discussed the relevant philosophies, approaches, and data collection methods to analyse the data thematically in the fourth chapter. Chapter 4 and 5 are interrelated as the former is involved with data analysis and evaluates the discussion based on the findings in chapter 4. The final conclusion chapter 6 shows the conclusion of the study where the objectives are linked with the findings and possible recommendations on improving green marketing implementation in the Body Shop company and in the skincare industry of the UK.
[bookmark: _upglbi]1.11 Summary of the chapter
This chapter covers background, problem, aims and objectives of the study, outlining the relevance of green marketing in UK skincare industry and provided a clear base to the further literature review, methodology and analysis of consumer behaviour at The Body Shop.


[bookmark: _z337ya]Chapter 2: Literature Review
[bookmark: _3j2qqm3]2.1 Introduction of the chapter
This chapter aims to analyse the role of green marketing strategy in building a positive impact on the buying behaviours of consumers, highlighting the recyclable, organic and sustainable components of the product or service.This chapter focuses on several consumer experience management theories to analyse the effectiveness of green marketing strategies in shaping positive customer behaviour for buying products. Additionally, the importance of individual preference in green marketing strategies has been explained through the Social Practice Theory of Marketing and the Theory of Consumers’ Behaviour.   A brief thematic overview has been considered in this chapter based on the existing literature and journals to analyse, evaluate and explain challenges faced by green marketing for shaping consumer behaviour. Furthermore, a theoretical foundation is made to highlight the contribution of the marketing strategy of marketing in spreading consumer awareness. Similarly, the conceptual framework reflects the roadmap and key concepts of the research. Finally, this concludes with a summary of the entire analysis of implementing a green marketing strategy in shaping environmentally aware consumers.  The chapter is a review of literature on the topic of green marketing, consumer behaviour theories, and strategic aspects that affect sustainable purchasing behaviour in the skincare industry.
[bookmark: _3ep43zb]2.2 Concepts of Green Marketing
Green marketing refers to the advertising on products and practices that are environmentally friendly to affect consumer behaviour to make purchases that are sustainable. Green marketing is considered to be a next-level strategy to shape consumer buying behaviour. As per the view of Thakkar (2021), green marketing is a sustainable marketing strategy that promotes products and services, highlighting their environmental benefits. Additionally, green marketing strategy includes products with less environmental impact for instance sustainable packing methods, eco-conscious production and advertising strategy that attracts environmentally aware consumers. Therefore, this marketing strategy highlights the organic, recyclable and sustainable materials that create a positive consumer behaviour to buy sustainable products, sometimes maybe with a premium price. 
Brand can follow the key principles of Social Practice of Marketing to successfully implement green marketing strategy for positively shaping consumer behaviour. As per the view of Williams et al. (2023), Social practice theory focuses on the everyday practices and behaviour that shapes individuals intention. In this context, the green marketing strategy focuses on the changing social activities rather than consumer’s individual attributes to promote sustainable products and services. Similarly, this theory involves physical and mental doing of the practice such as use of reusable bottles through the explicit knowledge of how to clean the bottles that generates an emotional significance of feeling good among the consumers. Hence, green marketing strategies can successfully shape consumer buying behaviour through maintaining the key points of social practice theory that allows brands to generate loyalty towards consumers.
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[bookmark: _1tuee74]Figure 2.1: Key determines of green marketing
(Source: Kiyak and Grigoliene, 2023)
The principles of Social Practice Theory of Marketing helps a brand to highlight its sustainable measures in front of the consumers. As per the view of Kiyak and Grigoliene (2023), green marketing strategy aims to make sustainable practices easier and more appealing to consumers by promoting new recyclable, reusable products. In this context, green marketing analyses consumer intentions and influences their purchasing decisions and brand loyalty by highlighting the sustainable approaches of the product and service that encourages customers to lead a sustainable lifestyle. In contrast, according to Qayyum (2023), some brands implemented greenwashing as a marketing strategy that hampers brand loyalty. Moreover, this measure creates a fake personality of the brand by providing vague messages in the promotion of the products and service. Therefore, greenwashing affects genuine sustainable brands to get customer loyalty.    
Green marketing strategies try to express the environmental awareness of the company to generate customers and bring changes in customer behaviours. As per the view of Jia et al. (2023), brands focus on sustainability measures such as recyclable, reusable symbols on bags to support environmental causes that impact on customer behaviour. Therefore, these sustainable bags reflect the environmental awareness of the brand that helps to attract targeted consumers.The unexplored areas of the literature on green marketing is that several factors influence customer behaviours over sustainability concerns which has been explored as a potential gap based on literature based evidences. Similarly, green marketing often shapes consumer behaviour that often relate to niche application, psychological factors and technological integration that needs to be explored in this context.
[bookmark: _4i7ojhp]2.3 Factors of Green Marketing Strategies
One of the most important aspects that influence consumer reaction to green marketing strategies is environmental awareness, eco-labelling, green advertising, and product attributes. Factors of green marketing help a brand to reach targeted consumers through using several paths. As per the views of Kim and Lee (2023), a high level of awareness in environmental issues and impacts can increase the likelihood of consumers purchasing green products. In this context, informing consumers about the eco-friendliness of the products can help the brand to attract more consumers towards the sustainable goal. Similarly, the environment knowledge and marketing communication such as green advertising and eco labels build trust of consumers towards the authenticity of the brand. Therefore, the factors of green marketing strategy helps a brand to build positive customer behaviour through marketing communication and legitimate product attributes.  
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[bookmark: _4du1wux]Figure 2.2: Factors of green marketing practices
(Source: Simanjuntak et al. 2025)
The key principles of Consumer Behaviour Theory can help a brand to manage its factors for implementing green marketing strategies. As per the views of Theodorakopoulos and Theodoropoulou (2024), consumer behaviour theory helps an organisation to identify individual decisions to spend money to get satisfaction from a limited resource. In this context, the brands can promote their products through green marketing strategies to highlight the eco-friendliness, environmental awareness of the products that provide consumers a feeling of satisfaction. Additionally, the satisfaction of using recyclable, reusable sustainable products influences consumers to lead an eco-conscious lifestyle and navigate consumers to spend money for such products that builds a positive behaviour to the customers. Therefore, the principles of consumer behaviour theory helps a brand to utilise the major factors of green marketing to shape customer behaviour. 
Factors of green marketing strategy influence the consumers to lead an environment conscious lifestyle that generates a positive customer behaviour. As opined by Simanjuntak et al. (2025), consumers often buy products from environmentally loyal and sustainable brands who promote eco consciousness in their marketing. In this context, sustainable, eco-friendly green marketing encourages consumers to build positive customer buying habits that lead them towards a more sustainable lifestyle and generate a high revenue for the brand. However, the green marketing has cost increase issues that often affects the consumer buying habits. As per views of Tran et al. (2022), eco-friendly products often cost more in products that lead to price rising. This contradicts the goals of the green marketing strategy as the price-consumers will not be interested to buy such products with that they did not get direct benefit. Therefore, the high price of sustainable products often disrupt the goals of green marketing strategy. Brands often influence consumers by promoting environmental awareness. In this context, as per the views of Li (2025), brands use environmentally aware advertisements that inform customers about the environmental benefit of the product or service. Moreover, this advertisement contains images, colours highlighting reusability, sustainability and energy saving capability of the products that influence the consumers to shape a positive buying behaviours. The gaps in the literature of factors of green marketing strategies needs to be explored. The gap between the customer attitude and real life behaviours are not always the same. Moreover, customers may gain positive attitude and awareness from green marketing strategies, however, that doesn’t always translate into purchasing the product. 
[bookmark: _2xcytpi]2.4 Similarities and differences in green marketing strategies
The brands have the same sustainability practices though they vary in terms of levels of commitment, usage of resources and their promotional methods affecting consumer trust and loyalty. Brands focus on several similar strategies of green marketing for shaping consumer buying behaviours. As per the views of Khan et al. (2025), brands have similarities in using eco-label, promoting environmental awareness and building brand authenticity to influence consumers to buy their products. In this context, the green purchasing power influences the brands to show the authenticity, organic measures of their services in a similar manner. In contrast, brands may have differences in some marketing strategies such as product design, packaging, and companies' commitment level that impacts the consumers' behaviour and loyalty towards the brand. 
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[bookmark: _2szc72q]Figure 2.3: Green marketing and its influence
(Source: Gelderman et al. 2021)
As per the above figure, brands use similar methods to promote their products and services in a sustainable way. Similarly, brands use the same carbon emission and pollution control strategies to influence customers to purchase companies' products. This measure leads the brand towards shaping a positive buying behaviour among consumers and generating brand loyalty.   As per the views of El Nemaret al. (2025), resource-based view theory provides a framework to brands to use their internal resources and capabilities as the primary drivers of performance and competitive advantage. Additionally, brands use capabilities to focus on reducing emissions, waste, and effluents from production processes in a similar way that attracts consumers to buy the products. Hence, brands can take similar initiatives to implement its green marketing strategies that help to shape a positive consumer behaviour through maintaining the principles of resource-based view theory. The similarities in the green marketing strategies of the brand can generate the same kind of customer satisfaction and shape their buying behaviour. As per the views of Gelderman et al. (2021), many companies focus on the green consumers who are already aware of environmental issues and aim to influence their purchasing decisions and brand loyalty. Moreover, targeting green customers is a beneficial fact for green marketing strategies to reach customers and influence them to buy sustainable products. In contrast, it can be said that some companies take sustainability as a core goal while others treat green marketing as an add-on or a separate campaign. The contradictions of similarities and differences in the methods of green marketing needs to be explored. Additionally, the different methods of promotion, distribution, supply chain management needs to be taken care of with the advancement of green marketing strategies.
[bookmark: _1ci93xb]2.5 Strategies of green marketing
The effective strategies of green marketing can help a brand to achieve positive consumer behaviour while purchasing. Green marketing plans provide an effective approach in influencing purchasing behaviour by incorporating sustainability in branding, designing products, promotion and supply chain management. As per the views of Huang et al. (2022), the strategies of green marketing integrating sustainability into brand narratives through storytelling and emotional appeal to connect with consumers. In this context, brands introduce green marketing strategies to communicate environmental benefits and impact of products and services to help consumers to make purchasing decisions. Hence, the influencing strategies of green marketing create a transparent, honest and open personality of the brand to the consumers that help to shape customer purchasing behaviour. Green marketing strategies can apply the key concepts of Dynamic Capability Theory to use the resources in an effective way. As per the views of Zahra et al. (2022), the dynamic capability theory explains a brand's capability to extend and modify its resource base to be adopted in the ever changing environment. In this context, brands need to reconfigure and develop their sustainable resources to stay authentic in the ever changing market environment. Hence, companies can use its sustainable resources in an effective way to be adopted in the changing environment leading to more customer satisfaction through the principle of dynamic capability theory. The influential strategies of green marketing help a company to reach more consumers through advertising, labelling that creates an eco-consciousness within the customers. As per the view of Agu et al. (2024), brands can implement green marketing into promotional strategy to build brand trust, enhance customer engagement, and reputation aligning with consumer values to generate customer satisfaction. Moreover, these measures help the brand to spread awareness to a large number of consumers. This contradicts, sometimes the high price and greenwashing strategies of the brand erodes the consumer loyalty that disrupts the reputation of the brand. Therefore, the brands need to be skeptical about their strategy to influence the customers in the right way.  The strategy of green marketing is the major factor for a company to bring the goals of the company to the consumers. As per views of Silva et al. (2022), brands highlight their products as sustainable, cruelty free, reusable and recyclable in green marketing strategies. Therefore, brands use sustainability products, eco-friendly labelling and sustainable packing to shape positive customer buying behaviour. 
[bookmark: _184mhaj]2.6 Theoretical perspective
[bookmark: _2bn6wsx]2.6.1 Revealed Preference Theory of Consumers’ Behaviour
Explaining the chosen theory
Theories on consumer behaviour are a source of insight into the way green marketing affects purchasing behaviour and preference development. The researcher has chosen the “Revealed Preference Theory of Consumers’ Behaviour” theory to explain and underline the ways consumer preferences can be understood by observing the actual buying behaviour of the customers rather than asking directly about their tastes (Thoma, 2021). Paul Samuelson introduced this theory in 1938 and advised on black-boxing which states that mental attitudes cause choices and are applied to consumer behaviour while interpreting their behaviour under varied preferences. This theory is based on the core constructs and assumptions involving rational acts of the consumers to extend their satisfaction. Therefore, this theory helps in underlining the rational decision-making strategy of the company helping in prioritising product features. 
Justifying the theoretical choice
The theory describes consumer preferences using observed buying behaviour and not intentions. The “Revealed Preference Theory of Consumers’ Behaviour” fits the research effectively due to its core assumptions that helps in revealing consumer preferences and choices with their income being constant. This theory would help the organisations and policymakers in the skincare market to understand consumer preferences and make strategic decisions on the skincare products pricing, marketing, and new skincare and beauty product development. It can also help the policymakers to design effective policies by connecting with the actual consumer behaviour. According to Atkin et al. (2021), “Revealed Preference Theory of Consumers’ Behaviour” consumers’ rational decision-making is based on the purchasing decision that they think is best for them. Therefore, it can be stated that this theory will help in understanding the factors, which have attracted the consumers to choose sustainable skincare products considering the natural ingredients over their income and price of the products. This theory is more appropriate than the other theory of “Social Practice Theory of Marketing” since this theory explicates the changing of attitudes and behaviour of the customers as per the demand of the market and shifts in the products. Therefore, consumers will act according to the market shifts which can not reveal their preferences. However, the chosen theory analyses and examines the consumer preferences depending on the prices and income as this can reveal their affordability ranges and capabilities.
Contribution of the theory to the study
“Revealed Preference Theory of Consumers’ Behaviour” can help the researcher in observing the specific green marketing strategy of Body Shop’s campaign about sustainability that can lead to exposure to consumer preference for specific skincare products. For example, if a consumer chooses Body Shop’s refillable products over their disposable products, their purchase would reveal a strong preference for sustainability. This theory synchronises with the study by examining that a consumer’s purchase of an eco-friendly skincare product from the Body Shop indicates the company’s green marketing effectively impacted by the buying decision of the customers. This theory is assumed by consistency in the consumer preferences remaining stable over the observation period, reflecting that they will make the same choices while choosing affordable purchasing options in the market. This theory also assumes that when consumers’ income and price of the products are constant, the choice of their products at that moment reveals their true preferences and this helps marketers to know the actual preferences and buying behaviour of the company. 
[bookmark: _qsh70q]2.7 Conceptual Framework
Introducing the framework’s purpose
The framework details the effects of green marketing on the consumer behaviour based on mediating and moderating variables that are in a sustainability environment. The conceptual framework is created to outline the concept and theory of the research analysis effectively. The components of the framework link with each other where the independent and dependent variables have been discussed in the study in order to get insights into the concept of the study. The framework can help in understanding the causal relationship between the dependent and the independent variable which deals with the fact that green marketing strategies such as eco-friendly skincare product packaging, using sustainable and organic products to enhance environmental sustainability along with the brand’s loyalty towards its stakeholders. 
Describing the framework’s components
Independent Variable
Green marketing: Ahmed et al. (2023) opined that the company’s promotion of the products and services based on their environmental benefits, using strategies such as eco-friendly packaging, waste reduction, and sustainable production. This attracts consumers with environmentally consciousness and integrates sustainability into all the aspects of an organisation. This independent variable plays the utmost role in increasing environmental awareness of the Body Shop Company, helping it to adopt strategies that can help in enhancing brand image and loyalty of the company.
Depending Variable
Consumer buying behaviour: Consumer buying behaviour can be understood as the study of the ways in which individuals, organisations, and groups can make decisions to purchase, utilise, and dispose of the products and services. This helps in making rationalised decisions based on the need to repeat purchases from the same brand. This dependent variable plays an impactful role in the company which can help the researcher in understanding the ways in which the independent variable is impacting the dependent variable.
Mediator: Green brand positioning and green customer value plays a mediating role in the research where the UK skincare company Body Shop has positioned its brand at the high quality low price model relying more on sustainability, the company has also been able to increase customer value with the green marketing strategies.
Moderator: As per de Sio et al. (2022) green trust in marketing predicts a consumer’s level of confidence in a company’s environmental claims. It is thus its responsibility to meet all the eco-friendly promises. In this research, it is important to build brand loyalty and encourage the consumers to purchase products that are sustainable in nature, requiring genuine commitment to eco-friendly practices. 
Outcome: Green marketing can help in enhancing consumer buying behaviour with their revealed preference and intention to buy green products from Body Shop company. 
Process: Body Shop’s strategy of creating eco-friendly products and using sustainable eco-labelling, supply chains, and manufacturing techniques can help in influencing the customers which is later evaluated to study its effectiveness.
Context: The rising environmental concerns of consumers and the market seeks the need for sustainable products with a concentrated focus on the Body Shop organisation.
[bookmark: _3s49zyc][image: ]
[bookmark: _279ka65]Figure 2.4: Conceptual Framework
(Source: Self-Developed)
Explaining the link with the framework to the research
[bookmark: _meukdy]The framework structures the case analysis by identifying the key components of the study including independent, dependent, moderator, mediator, process, and context. This framework will further be referred to chapter 4 and 5 to support the outcomes of the findings and analysis based on the issues and synopsis of the study in an effective manner. Therefore, based on the analysis of the study, this framework could be refined to study and interpret the causal relationship of how green marketing is evident in driving a company’s sustainability and brand loyalty by adopting unique eco-friendly activities in the market to stay ahead of competition. 
[bookmark: _3as4poj]2.8 Chapter Summary
This chapter is a synthesis of theories, concepts and empirical results to establish gaps and develop a theoretical base to examine green marketing and consumer behaviour. In a concluding note it can be said that, this chapter explored every aspect of green marketing in shaping consumer buying behaviour. The chapter firstly focuses on defining the topic introducing previously mentioned research problems and provides a complete framework of the chapter. Additionally, analysis of consumer behavioural theoretical aspects on the process of maintaining positive consumer behaviour through green marketing strategy has been provided through the lens of Social Practice Theory of Marketing. The reflection, compare contrast and evaluation of the analysis has been done along with identifying the gaps. Similarly, the factors of green marketing strategies in shaping consumer buying behaviour are explained through the consumer behaviour theory. This theory navigates the brands to implement green marketing strategies based on the consumer’s behaviour. Furthermore, the similarities and differences in green marketing strategies in shaping consumer buying behaviour in different companies are defined. These measures highlight the similar practices of the brands in implementing green marketing strategies along with the different long-term and short-term goals. Finally, the chapter ended up exploring the strategies of green marketing for achieving positive consumer behaviour.



[bookmark: _1pxezwc]Chapter 3: Research Methodology
[bookmark: _49x2ik5]3.1 Introduction
Green marketing helps in shaping consumers’ behaviour towards sustainable purchasing decisions and increases environmental awareness. The aim of the chapter is to analyse the role of secondary qualitative data collection in achieving success in this study regarding the benefits of green marketing. Evaluation of the relevance of thematic analysis of secondary qualitative data collection has helped in dealing with the challenges in the research. Reference to the numeric data collected from company websites has enhanced the authenticity of the data collection process.
[bookmark: _2p2csry]3.2 Research philosophy
The research philosophy of epistemology has been followed in this study in order to make a practical contribution to the knowledge gained regarding green marketing. Epistemology has provided a scope to have a reliable justification of the evidence used and gain precise insights into the topic concerned. Selected research philosophy provided opportunity to understand the benefits of green marketing in shaping buying behaviour of customers. It provided scope to evaluate customers’ perception and understand most relevant strategy to gain competitive edge. Epistemology philosophy provides an opportunity to understand diversity in scholars’ opinion and gain reliable results (Peattie et al. 2025). The research philosophy of interpretivism has not been considered in this research, as it does not provide an opportunity to have justification behind the application of evidence. Therefore, the inclusion of positivist philosophy provides scope to understand the benefits of green marketing in shaping consumer behaviour. 
[bookmark: _147n2zr]3.3 Research paradigm
The interpretivism research paradigm has been followed in this research to understand the role of green marketing in shaping consumer behaviour. The interpretivism paradigm provides an opportunity to deal with the bias in the existing data sources (William, 2024). Interpretivism created opportunity to evaluate the implication of green marketing in determination of buying decisions. Additionally, evaluation of the impact of individual perception in value creation turned out to be helpful.  Identification of the loopholes of the process can increase efficiency in addressing the research context. Epistemology helps in the evaluation of strategic measures for reliable output (Adiyonoet al. 2024). Interpretivism helped in increasing the authenticity of the research with the evaluation of the complex social phenomena in a simplified manner. Positivism was not considered for this research as it causes oversimplification of phenomena and the development of qualitative insights appeared to be challenging.
[bookmark: _3o7alnk]3.4 Research approach
An inductive research approach has been followed to understand the benefits of green marketing in shaping the preferences of consumers and their buying behaviour. Inductive approach helps in managing flexibility of the research context and developing insights on complex topics became possible (Foziljonovet al. 2025). An inductive research approach helped in understanding and managing the flexibility of the research context and interpretation of the topic from diverse perspectives became easier. Selected research approach created opportunity to understand the benefits of green marketing in shaping perception of consumers. Furthermore, it is essential to interpret the topic from diverse perspectives with the help of selected approach. A deductive research approach has not been followed in this research, as it does not provide subjective insights regarding the role of green marketing in the determination of buying perception. Thus, addressing the objectives of research became easier in developing adequate awareness among buyers while using the inductive approach in nature.
[bookmark: _23ckvvd]3.5 Research method
The secondary data collection process has been followed in this research to analyse the role of green marketing in shaping consumers’ buying decisions. Peer-reviewed Journal articles were collected from Google Scholar in order to manage transparency, authenticity in the process of data collection. Journals published in or after 2021 were considered in this research to manage accuracy of the process. The secondary data collection method helps in the evaluation of a topic in light of perspectives given by scholars (Carrión-Bósquezet al. 2025). Articles with PDF and full text were only included in the data collection section to upgrade research quality. 
Along with the secondary qualitative data collected from Google Scholar, numeric data from authentic company websites are also included to analyse Body Shop’s strategy. Inclusion of scholars’ perspectives helped to gain valuable insights on the topic and different forms of interpretation added value to the research. Including peer-reviewed articles from Google Scholar helped to increase the research authenticity and increasing dynamism of study became possible. Analysis of the perception of scholars with justification of numerical evidence enhanced research quality. Primary qualitative (interview) and quantitative (survey) data collection methods are avoided in this research as both processes are time-consuming. Additionally, getting experienced respondents for authentic responses can be the most crucial barrier in terms of primary data collection. Therefore, interpretation of the topic in light of the perspectives of scholars helped to address the research objectives with secondary data. 
[bookmark: _ihv636]3.6 Research design
An exploratory research design has helped in using existing sources of information to develop deeper insights into the research topic and gain authentic results. Identification of the benefits of green marketing turned out to be easier with the use of exploratory research design. Additionally, the implication of green marketing strategy in defining consumers’ behaviour became possible with the help of exploratory design. An exploratory research design has provided the scope to address the context in light of scholars’ perspectives and enhanced understanding on the context of research. An exploratory research design came under the category of narrative design, and it helped in understanding the strategy of successful application of green marketing. Exploratory design provides an opportunity to increase the authenticity of research context and increase the accuracy of the outcome (Ezeh and Dube, 2025). Narrative and descriptive research designs have not been considered in this research as they do not align perception of scholars with the topic. Descriptive research design has been avoided in this research, as it does not provide an opportunity to analyse customers’ psychology. 
[bookmark: _32hioqz]3.7 Sampling technique
Non-probability sampling strategy has been followed in this research to understand the role of green marketing in shaping consumers’ opinions. Non-probability method of sampling helped in increasing authenticity of research topic and make adequate utilisation of secondary qualitative data. This sampling strategy provides scope to provide comprehensive insights on the research context, and achieving the research outcome can become possible. Non-probability sampling technique helped to gain insights regarding the benefits behind the adopted strategy. It provided opportunity to address the barrier in fulfilling the objectives of the research. Reduction of harmful footprint can increase the efficiency of sustainable outcomes, and consequences are observed in achieving progress (Li, 2025). Due to the presence of bias and lack of representativeness, convenience sampling strategies have been avoided in this research. The sample size for this research is 16 journals, and along with that, data were used from the company’s websites. 6 themes are developed in coordination with the research objectives, and four articles used in order to analyse each theme and objectives were achieved. Selection of the correct sample played a pivotal role in the accomplishment of success in meeting research objectives. 
[bookmark: _1hmsyys]3.8 Data collection tools/techniques
In this study, the secondary-qualitative data was analysed with the help of thematic analysis containing peer-reviewed journal articles and company publications. Using this approach, we were able to produce the main themes, including consumer trust, brand loyalty, and greenwashing, through the coded and categorised relevant data. Thematic analysis was appropriate to the research objectives and gave fully comprehensive comprehension of the influence of green marketing in consumer behaviour.
[bookmark: _41mghml]3.9 Data analysis
Thematic analysis technique for analysing secondary qualitative data was done in this research to analyse scholars’ opinions regarding the role of green marketing in shaping buying preferences. Thematic analysis helped in aligning the collected data with the objective of the research, and addressing the research context can be helpful (Ozuemet al. 2025). Thematic analysis was done in coordination with the objectives of research and opinion of scholars were included to interpret the topic from diverse aspects. It created scope to deal with the issues observed and implication was observed in reaching the desired goal.  Thematic analysis of secondary qualitative data helped in the improvement of the research context, along with identification of the research context. In reference to the situation, thematic analysis of secondary qualitative data collected from Google Scholar can interpret the research context from diverse perspectives. Themes are developed to analyse different dynamics of a research topic and manage coordination among variables (Sun et al. 2025). Quantitative and qualitative analyses of primary data avoided in this research due to the cost, time, and complexity associated with those processes. 
[bookmark: _2grqrue]3.10 Ethical consideration
Privacy and confidentiality of data have been maintained, along with transparency in the data collection technique. General Data Protection Regulation 2018 has been followed in this research in order to manage authenticity, transparency in the research process. Managing data privacy and authenticity are two notable measures of ethical consideration followed (GDPR, 2018). In order to address data quality and bias-related concerns, transparency in the overall process of gathering information is followed. In order to maintain the credibility of the information, articles published prior 2021 are not included. Increasing the ethical standard of research is necessary to accomplish success in reaching the research objectives regarding the green marketing strategy. Improvement of ethical coordination helped in increasing the authenticity of the research topic, and access to success in data collection. Data manipulation chances are avoided with the maintenance of ethical standards of the research. Managing ethical standard helped in improvement of opportunity in coordination with the topic. Therefore, managing the ethical standards has provided an opportunity to enhance research integrity and gain reliable results. 
[bookmark: _vx1227]3.11 Research timeline
	Activities 
	“Week 1”
	“Week 2”
	“Week 3”
	“Week 4”
	“Week 5”
	“Week 6”

	Topic selection 
	
	
	
	
	
	

	Literature review
	
	
	
	
	
	

	Selecting methodology
	
	
	
	
	
	

	Analysing scholars’ opinion 
	
	
	
	
	
	

	Data analysis 
	
	
	
	
	
	

	Recommendation 
	
	
	
	
	
	


[bookmark: _36ei31r]Table 3.1: Research timeline
(Source: Self-developed)
[bookmark: _3fwokq0]3.12 Chapter summary
It can be summarised from the above evaluation that the evaluation of scholars’ opinions has helped in understanding the most effective strategy of green marketing in shaping consumer buying decisions. Improvement of coordination in strategy measures is essential to achieve the scope of long-term progress in getting progressive outcomes. It is important to make adequate evaluation of secondary data collection method and gain desired results. Thus, the accomplishment of success in a research context and gaining reliable results can become possible.
[bookmark: _1v1yuxt]Chapter 4: Data Analysis and Discussion 
[bookmark: _4f1mdlm]4.1. Introduction
This chapter presents the results of the study that examines how green marketing strategies influence consumer buying behaviour, with a focus on The Body Shop UK. The study uses secondary data, which is grouped into key themes to show consumer preferences and behaviours. Each theme is discussed using the theoretical frameworks explained in Chapter 2 and highlights how green marketing affects purchasing decisions. The findings aim to answer the research questions and contribute to a better overall understanding of the topic.
[bookmark: _2u6wntf]4.2. Findings
	Authors, Year
	Sample Size, Gender, Age, Setting & Dates
	Method Used
	Main Conclusion
	Recommendations

	Yasari et al. 2025
	Body Shop UK customers; n=500; 2023-2024
	Survey & SEM analysis
	Green marketing improves customer satisfaction and loyalty
	Focus on green branding and communication

	Alhamad et al. (2023)
	Turkish consumers; n=400; 2022-2023
	Quantitative survey
	Green marketing positively influences consumer buying behaviour
	Enhance green product promotion

	Hartmann et al. (2023)
	General consumers in Europe; n=600; 2022
	Survey & Statistical analysis
	Advertising on climate change needs more transparency in its green message
	Integrate climate issues with product marketing

	Elf et al. (2022)
	UK small enterprises; n=30; 2021-2022
	Case study & qualitative interviews
	Digital transformation enhances engagement with green consumers
	Invest in digital transformation & consumer engagement

	Al Imran, et al. (2024)
	Ready-made garment consumers; n=450; 2023-2024
	Quantitative & experimental methods
	Sustainable marketing influences consumer purchase decisions in the industry
	Increase focus on sustainability in garment marketing

	Nazish et al. (2024)
	Social media users; n=800; 2022-2023
	Online survey & analysis
	Social media significantly affects green purchase intention
	Improve social media campaigns related to sustainability

	Zheng et al. (2022)
	Consumers of agricultural products; n=400; 2021-2022
	Survey & regression analysis
	Green advertising appeals lead to higher willingness to pay for green products
	Use green appeals in advertising to target eco-conscious buyers

	Yuan, et al. (2022)
	Chinese consumers; n=350; 2022
	Survey & SEM analysis
	Consumption values and utility theory play a role in green product purchase
	Align marketing with consumer values and affordability

	Wongsaichia et al. (2022)
	Consumers in Southeast Asia; n=500; 2022
	Survey &behavior analysis
	Green eating behaviours correlate with pro-environmental purchase intention
	Apply green eating behaviours to broader product marketing

	Aldaihani et al.  (2024)
	Generation Z consumers; n=600; 2023-2024
	Cross-sectional study & survey
	Generation Z is highly influenced by green marketing in their purchasing habits
	Target Generation Z with tailored green marketing strategies

	Badhwar (et al.) 2024
	Fashion industry consumers; n=500; 2023-2024
	Systematic review
	Greenwashing negatively impacts brand trust and consumer loyalty
	Avoid greenwashing and focus on genuine sustainability efforts

	Babu et al. (2024)
	University students; n=350; 2022
	Survey & regression analysis
	Green marketing influences student behavior towards eco-friendly products
	Promote green marketing to younger, eco-conscious audiences

	Jacob et al.  (2024)
	Indian real estate consumers; n=400; 2023
	Quantitative survey
	Customer citizenship behavior influences green purchase intention
	Use customer citizenship behavior in targeting real estate buyers

	Margariti et al. (2024)
	General consumers; n=600; 2022-2023
	Survey & literature review
	Greenwashing undermines consumer confidence in sustainable products
	Educate consumers on differentiating genuine sustainability

	Prakash et al. (2024)
	Eco-conscious consumers; n=550; 2023-2024
	Survey & SEM analysis
	There’s a direct link between green consumer behavior and zero-waste practices
	Promote zero-waste marketing along with green marketing

	Fadila, and Mahmud, (2025)
	The Body Shop consumers; n=300; 2024
	SEM analysis & survey
	Environmental awareness and brand trust drive purchase decisions in green brands
	Strengthen environmental awareness campaigns

	Öztürk, (2025)
	General consumers; n=450; 2023-2024
	Cross-sectional analysis
	Green consumer profiles are transforming marketing strategies
	Adapt marketing strategies to evolving consumer profiles

	Qalati, (2024)
	Online and offline consumers; n=700; 2023
	Comparative study & survey
	Online settings boost sustainable marketing effectiveness
	Enhance online green marketing strategies

	Paiva, (2025)
	Global green consumers; n=500; 2023-2024
	Systematic review & qualitative study
	Circular economy and green marketing can drive long-term sustainability
	Invest in circular economy marketing strategies

	Nguyen-Viet and Thanh Tran, (2024)
	Organizational customers; n=400; 2022-2023
	Survey & green trust analysis
	Green trust mediates the effect of green advertising on purchase decisions
	Build stronger green trust through transparent advertising


[bookmark: _1ljsd9k]Table 4.1: Findings table
[bookmark: _19c6y18]4.3 Presentation of themes
[bookmark: _3tbugp1]4.3.1 Green Marketing’s Role in Consumer Loyalty
Interpretation
Green marketing tactics are relevant in the perceptions of a brand by consumers and also in achieving brand loyalty particularly to The Body Shop. According to Yasariet al. (2025), one of the most important considerations that affect the image of a product and consumer awareness is the use of a green marketing mix. Nevertheless, according to Hartmann et al. (2023), these issues include greenwashing, and it may mislead a consumer. Certain adverts can be interpreted as deceptive like the slogan of The Body Shop, which is, Nature: to beautiful. This may cast uncertainty on the customers and damage the brand and its move to establish a loyal customer base through its honest environmental principles. The policies of green marketing thus contribute significantly to the transformation of the consumer perception and their loyalty to The Body Shop. 

Implication of findings
According to Elf et al. (2022), the issue of the shift in consumer behaviour under the influence of sustainable consumption. This trend can be exploited by the Body Shop by emphasizing on product recycling and circular consumption and reminding consumers how such activity aids at promoting a better lifestyle. Brand values should be aligned and sustainability will contribute towards positive attitude towards green practices. Also, as noted by Alhamad et al. (2023), green marketing is an issue that has recently been in focus due to the fact that businesses are shifting their marketing approaches to be more environmentally sensitive. 
Implications of theory
Studies indicate that the successful application of the green marketing mix has a high impact on the consumer decision and assists in the creation of a great brand image. Repealed Preference Theory of Buying Behaviour determines opportunity to identify the barriers and achieve success in reaching the targeted objectives. Green marketing can influence consumer perceptions positively and enhance brand loyalty to The Body Shop because of the clarity of sustainability messages, honesty, and the foundation of real values. A close association with environmental awareness that aids in enhancing brand image enhances customer loyalty. Theoretically, green marketing affects consumer loyalty in the sense that it creates cognitive and emotive relationships between the brand and the consumer. Revealed Preference Theory describes loyalty as a habitual decision rule, which indicates constant preferences instead of the professed attitude. Repeated buying of refillable and cruelty-free products in the case of The Body Shop implies the exposed inclination to sustainability. On the other hand, Yasari et al. (2025) primarily discusses the results of satisfaction and loyalty however does not examine the question of whether repeated green purchases are stable over time.
The existing literature also does not provide any longitudinal data on whether green loyalty does not disappear as prices go up or when sustainability alternatives are not as available. Besides, Hartmann et al. (2023) emphasize the dangers of greenwashing;however a theoretical framework lacks the explanation of how the lack of trust interferes with the consistency of preferences. Revealed Preference Theory is based on constant preferences however green scepticism puts forward the argument that preferences can shift quickly in the face of credibility issues. Therefore, the current theory can be used to explain the formation of loyalty, however it does not describe preference volatility in greenwashing conditions, which is a little studied field in green marketing literature.
[bookmark: _28h4qwu]4.3.2 Green Marketing Influences Consumer Buying Behaviour
Interpretation
Green marketing is very effective in shaping how consumers think and how they buy products, especially for brands like The Body Shop. Nazishet al. (2024) explain that a company can achieve sustainability by combining eco-friendly promotions with the use of social media. This allows The Body Shop to reach a wider group of consumers who care about the environment. By using social media in the right way, the brand can strengthen its connection with sustainability-focused consumers and influence their buying decisions.
Implication of findings
Zheng et al. (2022) state that the way messages are delivered, whether personal or shared, has a strong effect on how customers respond. Consumers who think independently are more attracted to personalized advertisements. Although the pressure to use products that are environmentally-friendly is increasing and its price is still a problem. The Body Shop can use this approach to tailor its advertising for different consumers and match their sustainability preferences. Overall, the success of The Body Shop’s green marketing strategies depends on how well they influence consumer behavior and purchasing patterns.
Implication of theory
The literature indicates that the application of sustainability in the marketing campaigns could improve the brand perception and consumer involvement. Social media is central in influencing the consumer feelings towards green products. Dynamic Capability Theory creates opportunity to address the issues and consequences are observed in reaching desired vision of progress. Yuan et al. (2022) suggest that the stigma that green products are of low quality and more costly prevents consumers from making a decision based on green products. The green marketing strategies of The Body Shop affect the purchasing behaviour by using online platforms, messaging, and sustainability storeys that appeal to conscious customers. Consumer Behaviour Theory presupposes rational choice in terms of the perceived benefits and costs as well as satisfaction. In that regard, the sustainability messages of The Body Shop change the perceived product value by incorporating the environmental values in addition to the functional ones. Nevertheless, Yuan et al. (2022) emphasize that the final purchase decisions are still dominated by the price and quality perceptions. One of the theoretical constraints is an assumption of rational consistency. Although Revealed Preference Theory is applied in explaining behaviour based on the observed choices, it fails to explain the emotional stimuli such as guilt, identity, and moral satisfaction. Nazish et al. (2024) establish the importance of social media; however the current theory lacks sufficient digital influence to models of preference formation. The Dynamic Capability Theory explains the process through which companies restore marketing resources to address consumer changes, however it does not clarify how fast the consumer preferences can update themselves to novel green stories. Therefore, the theory provides the behavioural change mechanism but does not include emotional drivers and digital influence to form sustainable purchase behaviour.
[bookmark: _nmf14n]4.3.3 Key Barriers to Effective Green Marketing
Interpretation
[bookmark: _45jfvxd]The Body Shop is experiencing some issues with the application of green marketing strategies that influence the perception of consumers about the brand. According to Badhwar et al. (2024), green marketing is designed to appeal to consumers that are environmentally conscious, through provision of environmentally friendly products. Nevertheless, there may be a gap where the brand is failing to effectively communicate its sustainability efforts. As Babu et al. (2024) indicate, despite the fact that green marketing is beneficial to align the brand and the green consumer, it can be challenging to equally align sustainability objectives with consumer demands.
Implication of findings
The Body Shop should overcome the problem of demonstrating that the green practices are real to avoid suspicion and gain consumer confidence. It is not easy to strike a balance between the environmental claims and the expectations of the consumers. According to Jacob et al. (2024), one of the key aspects of winning green marketing is the ability to add value by using environmentally friendly systems and products. The Body Shop should communicate its advantages of its products to its environment in a clear way, whilst making these messages attractive to the customers even in a case where price and quality are important.
Implication of theory
In general, The Body Shop experiences numerous problems with green marketing and reforming the attitudes of the consumers. The biggest problem is consumer scepticism of the reality of green statements and this is because a lot of brands are greenwashing that actually deceives consumers into thinking that they are environmentally friendly. Good prices, distrust of green products, and greenwashing have been identified to be major challenges. Dynamic Capability theory helps in dealing with the challenges observed and consequences are observed in reaching desired scope of success. Thus, The Body Shop should find a decent equilibrium between the sustainability messages, cost, quality, and effective communication. Dynamic capability Theory indicates that preference development requires credibility, whereas Revealed Preference Theory presupposes that rational consumers behave on the basis of the consistent assessments of utility. Badhwar et al. (2024) demonstrate that the harm of greenwashing to trust is real, but the theory lacks an adequate explanation of the distrust to modify the preference structures in the long term. Nevertheless, the existing models consider distrust as a transient arrest as opposed to structural rupture in preference stability. Besides, this problem of price sensitivity undermines the rational utility assumption. According to Tran et al. (2022), ethical value is able to cover the cost at higher price at which the adoption is lower, whereas theory does not identify the level at which the ethical and financial aspects balance. Dynamic Capability Theory is organised on the adaptation of organisations; however, it underestimates the breakdown of communication and the misinterpretation of consumers. Thus, the current theory describes the barriers but does not provide any predictive frameworks to understand when green claims are effective or ineffective in cases of erosion of trust and price constraint.
[bookmark: _37m2jsg]4.3.4 Transparency and Engagement Strengthen Green Marketing
Interpretation
The Body Shop is successful in implementing green marketing strategies and improving consumer interest, it needs to work on building brand trust, a crucial factor in creating loyalty. According to Fadila and Mahmud (2025), brand loyalty is strongly related to consumer confidence and to increase this, The Body Shop should make sure that the transparency in the sustainability effort is taken into consideration. There is a necessity to combine the concept of green marketing with the corporate social responsibility (CSR) programmes to attract the attention of eco-conscious customers. 
Implication of findings
As highlighted by Özturk (2025), CSR strategies can also assist companies to handle the environmental issues within a global community and reach consumers with sustainability concerns. The Body Shop can collaborate with environmental organisations and act practically in order to cut down its carbon footprint that can also contribute to its image of sustainability leader to make its CSR even more robust.  The other vital strategy is the use of influencer marketing and online platforms. The Body Shop must aim at strengthening brand trust and transparency to curb the challenges in adopting green marketing. 
Implication of theory
This can be done by effective communication of the sustainability initiatives by the marketing and corporate social responsibility (CSR) programmes. According to Qalati et al. (2024), the younger and digitally-savvy consumers could be reached with the help of social media and influencers. Revealed Preference Theory creates opportunity to deal with the barriers and accomplish success in reaching the targeted vision. The brand makes it more credible, collaboration with environmental agencies or participation in social environmentally friendly campaigns can be a good idea. Focusing on transparency, honest narration and individualised communication helps The Body Shop foster trust, increase credibility, and sustain relationships with sustainability-conscious consumers. Signalling Theory is based on the principle that the credible sustainability signalling minimises information asymmetry and enhances trust. Transparent labelling and CSR disclosures in the case with The Body Shop are quality cues that consumers use in their choice. Fadila and Mahmud (2025), however, are concerned with the results of trust, but do not look at signal cost and signal strength. There are no clear explanations of which sustainability signals are considered to be credible and which are labelled as symbolic in theoretical literature. According to Ozturk (2025) the impact of CSR is discussed, although the existing models do not distinguish between symbolic CSR and operational CSR. Therefore, theory justifies the benefits of transparency but lacks quantifiable guidelines in the signal credibility or learning processes in sustainable consumption.
[bookmark: _1mrcu09]4.3.5 Circular Marketing Builds Green Trust Loyalty
Interpretation
The results show that circular marketing practise is a strategic chance that The Body Shop could leverage to build on green trust and create long-term consumer loyalty. The refill stations, recycling initiatives, and product take-back schemes are also in line with the principles of the circular economy and are reacting to the increasing consumer demands of waste reduction and responsible consumption. Paiva (2025) points out the need to have such initiatives that become scalable to allow achieving significant impact on the environment and make the ventures commercially viable. The company can also build its sustainability image and promote the desire to purchase again by becoming a part of The Body Shop circular models.
Implication of findings
The values-based marketing is vital in the conversion of the circular initiatives into consumer confidence. Nguyen-Viet and Thanh Tran (2024) state that green trust is built when the sustainability practises are continuously discussed and correspond to consumer values, which encourages long-term brand relationships. However, the results also indicate that it is still not easy to coordinate circular marketing strategies with various consumer expectations; especially it comes to the management of issues that are associated with greenwashing. According to Margariti, Hatzithomas, and Boutsouki (2024), the sustainability claims are not transparent, the difference between pro-environmental attitudes and real buying behaviour may diminish the trust. 
Implication of theory
The Body Shop has to strike a delicate balance between the environmental responsibility and the expectation of the quality of products and brand experience among the consumers within the framework of the luxury skincare market. According to Prakash et al. (2024), sustainability plans that do not correspond with the changing consumer preferences can serve as a constraint to the intentions of repurchase. Practical application of dynamic capability theory creates insights on the process of collaboration and consequences are observed in fulfilling the targeted vision. Thus, open communication, provable environmental behaviour and constant adjustment of the circular marketing activity are the keys to brand credibility and long-term consumer loyalty. Circular Economy Theory implies that the cyclic nature of products enhances environmental efficiency, whereas Relationship Marketing Theory provides insight into loyalty by exchanging long-term values. Paiva (2025) singles out problems with scalability; however, the theory is silent on the points at which adoption is necessary to transform consumer behaviour on a mass scale. Nguyen-Viet and Thanh Tran (2024) highlight the importance of green trust mediation, yet the current models lack the way of how the circular participation transforms into the sustainable loyalty beyond the novelty effects. Revealed Preference Theory represents a repeat of refill purchase however, fails to comprehend the motivation of participation in the take-back schemes.  The existing body of literature does not have any models to evaluate the impact of circular engagement on brand attachment strength over time. Circular marketing theory, therefore, describes the results of sustainability however, not enough the persistence of behaviour and the degree of loyalty.
[bookmark: _46r0co2]4.3.6 Authentic Sustainability Enhances Trust and Competitiveness
Interpretation
The results show that the more consumers are informed about environmental issues, the more desirable a brand like The Body Shop becomes when they choose to be really and consistently sustainable in their actions. Greenwashing can be a great menace to this awareness since, with misleading or exaggerated environmental claims, the consumer confidence is damaged. Sustainability promises and practise continuity is therefore critical in improving the customer loyalty through both genuine and transparent green marketing programmes. 
Implication of findings
Al Imran et al. (2024) highlight that sustainable practises implemented in the long term are more effective in shaping consumer behaviour than the short-term promotion activity. The concept of authenticity of sustainability-based marketing strategies not only defines consumer buying behaviour but also adds to the competitive advantage by enhancing brand loyalty and market relevance. Wongsaichia et al. (2022) present the argument that these issues can be mitigated with transparent eco-labelling, which helps increase the credibility of the product in question and encourages environmentally aware consumers to make purchases. The brand can become a reputable and trustworthy leader in the environmentally responsible practises of the skincare industry through its adherence to environmentally responsible practises. 
Implication of theory
Individual marketing plans aimed at specific consumer profiles can be used to improve the interaction by matching sustainability messages with personal values. Though these are the benefits, issues of price sensitivity and perception of the quality of the product still act as a challenge to the growth of green marketing. Moreover, according to Aldaihaniet al. (2024), the challenge of reconciliating organisational goals with environmental commitment is still difficult to address. In reference to the application of Revealed Preferance Theory of Buying Behaviour, it can be stated that the need is to deal with the existing challenges. In its turn, consumer confidence and the ability to remain competitive over a long period could be enhanced by the strategic application of the acknowledged eco-labels and genuine sustainability practises in the work of The Body Shop. Competitive Advantage Theory also relates sustainability to differentiation whereas institutional Theory recommends that firms become legitimate by adhering to environmental norms. The long-term effect exhibited by Al Imran et al. (2024) has been demonstrated, however, the theory fails to clarify the cognitive way the authenticity is evaluated by consumers. The theoretical models of interaction with price and quality cues are not clear on how labels work with the latter and are not discussed in relation to eco-labelling by Wongsaichia et al. (2022). The organisational conflict is emphasised by Aldaihani et al. (2024), however, the theoretical models seldom combine the internal capability constraints with the external preference dynamics.
[bookmark: _2lwamvv]4.4. Discussion of Key Findings
The key results of the study indicate clearly that the concept of green marketing has a very high positive influence on the consumer attitudes, trust and purchasing decisions. A significant observation is that green marketing enhances customer attitudes, trust and their purchasing intentions. Yasary et al. (2025) describe it as clear communication of environmental values by the brands, which makes the consumers feel more confident and emotionally attached. This helps to sustain the image of The Body Shop as a brand that has a long-standing history of being an ethical and environmentally friendly brand. The Revealed Preference Theory holds that the buying intention is higher in cases where the consumers possess positive attitudes, preferences, and beliefs (Khan et al., 2025). When consumers feel the brand cares about the environment, they would become more loyal and would repurchase it repeatedly.

The other important finding is associated with transparency and green trust. Most of the studies demonstrate that harmful consumer trust can be excessively harmed by misleading claims or greenwashing (Hartmann et al., 2023). Although green marketing draws the attention of environmentally conscious customers and boosts demand, it may also lead to a sense of uncertainty in the event that the actions of a brand do not match its claims. Any disconnect between what the brand is saying and what it is actually performing may decrease trust in the case of The Body Shop. This demonstrates that, green marketing can only be effective when it is sincere, transparent and with actual acts. Nguyen-Viet and Thanh Tran (2024) further describe that trust is an intermediary between advertisement and consumer buying behaviour.

The results also address the issues of price and quality perceptions. According to Aldaihaniet al. (2024), green products are perceived as either costly or inefficient. This has the ability to diminish purchasing intention even to the consumers who are environmentally conscious. In the case of The Body Shop, it implies that green marketing cannot but clarify the quality of products, their effectiveness, and value in the long run as well. The social media and digital platforms are also significant in influencing green buying behaviour. According to Qalati et al. (2024), online channels enhance level of engagement and transmit sustainability messages in a brief period. It can be especially valuable when it comes to younger buyers, including the generation Z, as they are highly susceptible to green messages distributed through social media. This is why applying digital storytelling, influencers, and interactive content can assist The Body Shop in clarifying its sustainability activities in a clear and easy manner.

Lastly, the green behaviours like the circular economy and zero waste are becoming significant. Paiva (2025) demonstrates that green brand image and long-term loyalty are supported by reuse and waste minimization strategies. The packaging and the refill stations of the Body Shop, as well as, the packaging return schemes, can facilitate sustainability targets and customer demands. Overall, the results indicate that green marketing is a strong determinant of consumer behaviour in the case of honesty, value-based, and factual action (Prakash et al., 2024). The Body Shop UK can be successful with the help of establishing trust and preventing greenwashing, digital engagement, and a clear connection between sustainability and product quality and value.
Commitment towards the management of environmental sustainability is necessary to address the desired initiative. Addressing the barriers is the most vital part to gain success, and implication is found in getting the desired value. Marketing collaboration helps in the strategy to increase the opportunity of success and gain an optimal outcome (Yasary et al. 2025). Implementation of green marketing strategy is necessary to determine optimal outcome and development of success turn out to be helpful. In the literature review section, Ahmed et al. (2023), opined that the need is to enhance marketing efficiency and achieve success. Thus, the opinions of scholars are in absolute coordination with each other in this research regarding green marketing.
Fostering the scope of collaboration in the strategy of marketing is necessary to achieve success in long-term growth and achieve success. In the literature review section, Williams et al. (2023), the development of awareness is necessary to deal with the barriers in increasing consumers’ awareness and achieve success in the long-run. The Body Shop adopts the practice to increase administrative efficiency, and the consequences are observed in gaining adequate outcomes. Therefore, the need is to deal with the barriers and adopt the required strategy to gain practical output in the coming years. 
The findings also described that the green marketing approach at The Body Shop UK facilitates and limits consumer purchasing behaviour, depending on its implementation. Consumer scepticism, greenwashing issues, price sensitivity, and poor communication of the sustainability claims are found to be the major obstacles to successful green marketing (Badhwar et al. 2024). These barriers restrict consumer confidence and diminish the chances of the translation of environmental awareness into real purchase behaviour. Similarly, ambiguous sustainability communication and greenwashing actions make brand credibility and brand loyalty less relevant, even in the case of environmentally conscious customers (Qayyum, 2023). Moreover, the existing study emphasises that the green purchasing intentions are interrupted by the higher prices of sustainable products, which supports the attitude-behaviour gap in the green marketing environment (Tran et al. 2022). Similarly, the findings describe that transparency, CSR integration, and consumer engagement play a significant role in making green marketing effective as they increase brand trust and loyalty (Fadila and Mahmud, 2025). However, effective communication of environmental programs and partnership with environmental organisations enhances consumer confidence and intentions to purchase. 
It is found that enhancing consumer confidence associated with open disclosure of stories, eco-labelling, and emotionally compelling green stories has a positive effect on consumer behaviour (Huang et al. 2022). The insight is supported by the Social Practice Theory, which indicates that visible, meaningful, and embedded everyday consumption practices can strengthen sustainable behaviour (Williams et al. 2023). These results uphold the research objective by ensuring green marketing approaches are significant in guiding consumer purchasing behaviour at The Body Shop UK. The credibility and transparency of sustainability claims make green marketing more powerful to enhance trust and purchase intention, and less effective strategies make behavioural outcomes weak.
[bookmark: _111kx3o]4.5. Implications to the Theory
The results of this research study have great implications to the current theories of consumer behaviour and green marketing. Green marketing implementation is also consistent with the Revealed Preference Theory, where the consumer-purchasing behaviour leads to their values relating to the environment (Savale et al. 2023). The Social Practice Theory helps to address the importance of social norms in explaining consumer behaviour, with brand trust and transparency serving as key factors in sustainable practices. This led to the necessity that brands such as The Body Shop relate to the values and beliefs of consumers and help to strengthen their loyalty to the brand, as well as promote sustainable purchasing behaviour.
[bookmark: _3l18frh]4.6. Summary
This chapter has discussed how green marketing strategies are bound to consumer behaviour and brand loyalty at The Body Shop. It brought to light such fundamental concerns as matching sustainability initiatives with the demands of consumers and overcoming such problems as greenwashing. These strategies as boosting brand trust, capitalising on CSR efforts, employing influencer marketing and circular marketing were suggested to increase consumer involvement and success in green marketing over the long run.


[bookmark: _206ipza]Chapter 5: Conclusion
[bookmark: _4k668n3]5.1 Introduction
The conclusion chapter focuses on addressing the role of green marketing strategies in shaping consumer buying behaviour in the skin and body care brand ‘The Body Shop’ of UK. In this regard, the role, effectiveness and challenges have been discussed in literature reviews, methodology and findings by analysing several theories throughout the dissertation. Additionally, the conclusion chapter contains a summary of the findings that provides a critical overview of the topic. This chapter highlights the accomplishments of the research aim, objectives and questions by mentioning literature reviews and findings. Additionally, the original contribution has been examined along with limitations and some recommendations regarding the topic for future researchers. 
[bookmark: _2zbgiuw]5.2 Accomplishment of research aim, Objectives and questions
The study tries to meet the research aim, objectives and questions throughout the literature review, methodology and findings chapters. In this regard, a secondary qualitative data analysis method has been used to meet the research aim, objectives and questions. The aim of the research is to evaluate the role of green marketing strategy in determination of consumer approach in The Body Shop, UK. In this regard, the social practice theory of marketing has been utilised to examine the importance of green marketing in shaping consumer overview in The Body Shop that indicates the meeting of objective 1. Similarly, objective 2, the strategies of green marketing in shaping consumer behaviour has been addressed through The Consumer behaviour theory and other authentic academic journals. Therefore, the theory provides a strong ground that indicates that the brands can promote their products through green marketing strategies to highlight the eco-friendliness, environmental awareness of the products that provide consumers a feeling of satisfaction. 
The third objective tried to understand challenges observed by The Body Shop in application of green marketing strategy for determining consumer perspectives. In this context, The Resource Based View Theory has been examined in the literature review chapter along with several academic journals that analyse the challenges regarding implementation of this strategy. Moreover, some recommended strategies have been provided in the light of Dynamic Capability Theory to deal with the challenges observed in implementation of green marketing strategy by The Body Shop that meets objective 3. In this case, the “Revealed Preference Theory of Consumers’ Behaviour” theory has been chosen to explain and underline the ways consumer preferences that bring consumer satisfaction and marked the success of green marketing. In chapter 4, the themes have been created on the basis of the research objectives that indicate the authenticity and clarity of the research. Therefore, it can be said that the research accomplished the aim, objective and questions in an effective manner through examining several theories regarding resource and consumer behaviours. 
Addressing the challenges in terms of value creation and consequences is observed in the accomplishment of adequate value. It is necessary to address the barriers and consequences found in long-term value creation in the targeted market. The Body Shop adopts the process of collaboration in dealing with the challenges, and the implication is observed in the accomplishment of adequate value in an easy manner. A green marketing strategy provides space to generate environmental awareness, and consequences are observed in the determination of adequate value. Additionally, the reduction of harmful environmental footprint helps in dealing with the barriers and implication is observed in decision-making. Development of adequate awareness of consumers is necessary to determine the opportunity of success, and implication is found in value creation. The Body Shop UK needs to deal with the issues observed and determine the optimal scope of success can turn out to be beneficial. Therefore, it is important to address the barriers and implication is observed to gain the desired outcome in terms of authentic planning.
[bookmark: _1egqt2p]5.3 Summary of the findings
Role of green marketing in consumer loyalty
Green marketing helps to foster consumers’ loyalty with the assistance of authentic environmental practices, aligns consumer value and creates an emotional connection with leads. In the contemporary era, green marketing is helping to shift the approach of business towards an environmentally sensitive direction (Alhamad et al. 2023). Value alignment provides an opportunity to develop trust and credibility among customers with significant behavioural impact. Green washing is responsible for eroding the trust of stakeholders, and it has the potential to damage business reputation (Hartmann et al. 2023). For example, Body Shop tends to enhance market relevance and gain a competitive advantage with a focus on consumers’ buying behaviour. So it can be summarised from the above findings that green marketing helps in shaping consumers’ awareness and gaining loyalty. Thus, fostering emotional connection with brands can help to drive repeat purchase, manage adequate advocacy among investors and drive engagement. 
Green marketing affects consumers’ buying behaviour
Green marketing intensely affects the buying behaviour of consumers along with the increase of awareness regarding environmental issues. Eco-friendly promotion with the help of social-media platforms provide opportunity to develop better brand collaboration (Nazish et al. 2024). For example, in the case of Body Shop's strategy of ethical sourcing creates an opportunity with a focus on fair trade and recycling programmes. In-store initiative helps in addressing the challenges observed in the case of long-term value creation by brands (Zheng et al. 2022). An impactful marketing campaign is directly linked with recycled and refillable initiatives with premium quality and ethical production. Therefore, green marketing positively affects buying behaviour of consumers to implement sustainability-focused business actions. 
Challenges of effective green marketing
Financial challenges and cultural constraints are major barriers in the implementation of green marketing initiatives, causing insufficient infrastructure. Regulatory hurdles create obstacles in fulfilling environmental claims, and equal alignment with sustainability objectives can be difficult (Babu et al. 2024). A significant gap is observed between brands' perception of sustainability initiatives and their strategy to ensure their practical application. At the present time, consumer scepticism towards green statements is fuelled by the past instances of green washing (Jacob et al. 2024). For instance, Body Shop faces an extreme challenge in the implementation of green marketing initiatives due to price sensitivity and an intense competitive scenario. So it can be stated from the above findings that a strategy to develop consumer awareness can be helpful in fulfilling the desired vision. Henceforth, pioneering upfront investment in broadening the consumer base is required to accomplish success in terms of green marketing. 
Transparency and engagement strengthen green marketing
An effective strategy of green marketing creates space to enhance consumer trust, and the inclusion of data-backed information helps in justifying sustainability efforts. Building trust and credibility is required to develop a positive perception to develop eco-conscious customers (Fadila and Mahmud, 2025). CSR strategies play a pivotal role in helping organisations to reach their sustainability vision and ensure success for environmental protection by companies. For instance, Body Shop adopts a robust strategy to ensure environmental sustainability planning and green marketing that helps in strengthening brand interaction. Transparency in marketing practices helps in dealing with the gap in accountability observed in green marketing practices (Özturk, 2025). Strong engagement of consumers turns out to be possible along with the enhancement of a green marketing strategy with transparency. Therefore, the need is to deal with the challenges observed to overcome the barriers of green marketing and gain a progressive outcome. 
Circular marketing helps in green trust loyalty
Refill stations, recycling initiatives and product take-back schemes are three notable actions to address the gap observed in managing consumer trust and loyalty. Circular marketing practice focuses on a closed-loop system with transparent, eco-focused communication with stakeholders (Paiva, 2025). For example, Body Shop’s circular marketing practice is based on the RRR Programme (Return, Recycle, and Repeat). It reflects that modification in the internal infrastructure helps in the accomplishment of success to reach long-term growth. A commercially viable venture provides an opportunity to simplify the green trust and loyalty among the leads. Sourcing recycled plastics creates an opportunity to address challenges observed in value creation and achieve the targeted outcome (Nguyen-Viet and Thanh Tran, 2024). Fostering trust and transparency are two notable measures to increase environmental awareness in the case of Body Shop. Henceforth, the need is to deal with the barriers observed in enhancing scalability for circular marketing practices. 
Sustainability enhances trust and competitiveness
Addressing the challenges of price sensitivity is a crucial area of consideration to enhance trust and competitiveness. Inclusion of environmentally sustainable practices creates insights in improvement of customer loyalty (Wongsaichia et al. 2022). For example, in the case of Body Shop, an environmentally responsible approach of trust and competitiveness is linked with the evaluation of the strategy of competitive positioning. Fulfilling the environmental commitment is linked with the strategy to gain a competitive advantage and an acknowledged eco-label of sustainability practices (Aldaihani et al. 2024). Additionally, encouraging environmentally aware customers helps to mitigate challenges observed in eco-labelling and long-term sustainability practices. It can be summarised from the above findings that Body Shop focuses on one-to-one social media communication with stakeholders to enhance the scope of desired competitive advantage. Therefore, a sustainability-based marketing approach provides an opportunity to determine consumers’ buying behaviour and achieve success. 
[bookmark: _3ygebqi]5.4 Original contribution of the study
Contribution to academia
The research on the importance of the green marketing approach makes a significant contribution to academia by defining core concepts such as eco-friendly products, consumer behaviour and sustainable business strategy. Understanding the role of consumers’ awareness regarding the implementation of sustainability practices has become successful (Tran et al. 2022). Exploring insights on the concepts, for example, green innovation, sustainable marketing, has provided opportunities to evolve the quality of future research evolving around green consumerism. Additionally, analysing factors such as long-term consumer loyalty, strategic business insights have the potential to develop a better contextual understanding of the topic. Empirical insights on the role of green marketing in shaping consumer behaviour can successfully identify gaps in future research. As a consequence of that advancement of knowledge, resolving real-world problems and conducting systematic investigations on existing findings will be helpful in terms of future research. Thus, it is important to develop awareness among consumers and determine opportunities to manage environmental balance.
Contribution to the body of knowledge
Green marketing helps to enhance environmental awareness with a focus on purchasing intention towards eco-friendly products, build brand preferences and enhance customers’ loyalty. Attracting price-conscious customers is based on an approach of sustainable marketing and generating awareness regarding the benefits of environmentally responsible purchasing. Consumers tend to purchase eco-friendly products due to the development of awareness and take an active part in a responsible buying approach (Simanjuntak et al. 2025). For example, Body Shop is pioneering the practice of green marketing with the strategy of responsible brand positioning and ensuring environmental protection. This research provides an opportunity to understand the benefits of the circular economy in ensuring the strategy of sustainable sourcing. Additionally, focus is given to the strategy to create trust and credibility to achieve long-term success in business value creation. Thus, insightful contributions to the body of knowledge have provided an opportunity to gain insights regarding the benefits of green marketing. 
Contribution to the professional practice
Core professional practices associated with green marketing practice are product design, sustainable packaging, waste management, and energy efficiency, developing consumers’ awareness. Fostering an eco-friendly approach of environmental sustainability management and planning is necessary in order to get practical outcomes (Theodorakopoulos and Theodoropoulou, 2024). Findings of the research have helped to understand the most relevant strategy to design the value chain and formulate adequate environmental awareness. For example, referring to Body Shop’s approach, it has been observed that the RRR Programme and Community Trade Fair Programmes are core professional practices. This research has helped to understand the most relevant professional practice that needs to be integrated to gain an optimal scope of success in business. Accomplishment of evidence-based decisions provides insights regarding problem-solving and driving innovation, and growth can be helpful. Therefore, the contribution to the professional practice by the research created an opportunity to formulate insights on the topic.
Contribution to the Theory
“Revealed Preference Theory of Consumers’ Behaviour” helps in observing individual choice and preferences prior to making any purchasing decision. Identification of environmental benefits helps in dealing with the challenges observed in terms of competitive positioning (Ahmed et al. 2023). “Social Practice Theory of Marketing” highlights the attributes of consumer behaviour in understanding the transformation observed in the market. The development of consumers’ awareness helps in addressing the barriers observed in value creation and reaching the targeted objectives (Atkin et al. 2021). Theoretical interpretation helped the study to give a precise focus on the changing trend of consumer behaviour and determine long-term success in the venture of Body Shop. Henceforth, it has created scope to formulate insights on the topic and increase understanding of the strategy of successful green marketing in future. 
[bookmark: _2dlolyb]5.5 Limitation of the study
· Time constraint is the crucial limitation of the study as the required time has not been given for collecting data and analysing the current market situation regarding the role of green marketing strategies. 
· The principles of the theories have been used in the literature review chapter but the first hand implementation of the theories in observing the effectiveness and the challenges of green marketing is still untouched. 
· The challenges have been mentioned in this dissertation but the practical recommendations are not introduced in this research that can be considered as a limitation of the study. 
· The secondary qualitative data has been used in this research but it creates a limitation as direct interviews and surveys from the brand owner and customers may have been more effective for this study.  
· The small sample size and the funding limitation hampered the growth of the research regarding the role of green marketing in shaping consumer behaviour. 
· The small sample size reduces the credibility of this research by keeping several factors untouched. 
[bookmark: _sqyw64]5.6 Recommendation for the future researchers
Recommendation 1: Using primary data collection methods to enhance the accountability of the research 
The future researchers can adopt Primary data collection methods such as interviews and surveys to increase the accountability of the research. As per the views of Loveline (2024), the primary data collection provides fresh, highly specific and reliable information gathered directly from the source that enhances the accountability and authenticity of the research. In this context, the researchers can use primary data collection methods such as direct interviews and surveys to gather their real experiences regarding the effectiveness and challenges of green marketing in shaping consumer behaviour. Additionally, this real information provides data precisely regarding research goals that helps to avoid irrelevant information from secondary sources. Therefore, obtaining a primary research method can help the future researchers to enhance their understanding about the role of the green marketing strategies in shaping consumer behaviour that provides accuracy and reliability of the research. 
Recommendation 2: Using paid articles for increase the accountability of the research 
The future researchers can be beneficial by using the paid articles while researching the role of the green marketing strategies in shaping consumer behaviours as it enhances the accountability of the research. As per the views of Candal-Pedreira et al. (2023), the paid journals typically passed through a peer-review process where experts evaluate the quality that enhances the credibility and validation of the article. In this context, the researchers need to use such peer-reviewed journal articles to examine the role of green marketing in shaping the consumer behaviour that helps to ignore the low-quality information for the research. Therefore, the researchers can use paid articles that provide genuine consumer experience and revenue growth matrix, which helps to increase credibility of the research. 
[bookmark: _3cqmetx]5.7 Conclusion
On a concluding note, the accomplishment of the research aim, objectives and questions in the literature review, methodology and findings chapter has been developed by analysing the effectiveness of the used theories and methods. Additionally, the summary of the findings and contribution of the study has been explored in this chapter by examining the key features and challenges of green marketing strategy along with discussing the limitations of the study. Therefore, recommendations of using primary data and paid articles have been given to the future researchers to enhance the accountability of the research.
The strategy of green marketing helps in dealing with the barriers observed in competitive positioning, and shaping progressive aspects of consumer behaviour becomes possible. In the case of Body Shop, the need is to determine the pattern of buying with a focus on changing market dynamics. The Body Shop UK adopts the strategy to increase the scope of collaboration, and the effect is observed in reaching the structured vision. Implementation of green marketing strategies create opportunity to deal with the barriers and the effect is observed in getting optimal value. Addressing the challenges of network expansion is crucial to determining efficiency and effectiveness in reaching structured output. It requires the adoption of innovative measures, and The Body Shop UK observes consequences in fulfilling the desired goal. Addressing the issues observed is linked with the process, and the impact is found in reaching the desired success. Determination of adequate value is necessary to achieve success in the targeted outcome. Therefore, it is necessary to address the barriers observed and integrate the required changes to gain practical output by The Body Shop UK. 
Ensuring adequate environmental sustainability is associated with the practices of sustainability, and consequences are observed in the determination of value. The Body Shop UK adopts the strategy of collaboration in making practical expansion of its business network, and dealing with the challenges can be made possible. Shaping consumer behaviour is linked with the evaluation of dynamism, and increasing strategic efficiency appears to be possible in dealing with the challenge. It requires adequate practical insights regarding the shift required, improvement of coordination appears to be easier, and an impact is observed in achieving success. It requires a strategy of collaboration, and consequences are observed in achieving optimal progress in the long-run. Identification of barriers is the most vital part to deal with the issues and gain the desired outcome in the long run. Therefore, it is necessary to increase coordination and effect is observed in the determination of the desired value in the targeted market of the UK.
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