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[bookmark: _Toc215772956]1. Identification of the Business Problem
The UK retailers have made sustainability a crucial strategic agenda with the increasing regulatory, environmental and consumer pressures. Supermarkets especially are under growing pressure regarding the packaging that they use, their recycling activities and how they communicate their sustainability promises. As WRAP (2023) and DEFRA (2022) report, even when retailers have proclaimed initiatives aimed at reducing packaging waste, consumers are still less clear on how to recycle, inconsistencies in recycling systems exist across local authorities, and people do not engage in recycling schemes as much as they should. The disconnection between the efforts of retailers and consumer behaviour poses a very serious business issue connected with the efficiency of the retailer-led recycling programmes.
2. Background/Rationale
The largest chain of supermarkets in the UK, Tesco has implemented several types of recycling interventions including the collection points of soft-plastics, clearer labelling and redesigned packaging. Tesco being one of the most powerful retailers in the country is in the centre stage of influencing the recycling performance in the country and consumer sustainability behaviour. Nevertheless, the existing evidence suggests that consumers have a mixed attitude toward Tesco sustainability commitment, and they tend to become confused by recycling labels or misunderstand them, which makes participation in recycling programmes less likely (WRAP, 2023). Based on the academic discussion responses offered in the RMB document, consumers often have to face barriers such as vague directions, lack of confidence in the sustainability statements of retailers, and the lack of information as to what the recycling activities of Tesco imply. This implies that operational recycling processes are not the only business issue as it is also connected to communication, behaviour change and consumer psychology.
This issue has a larger impact on the retail industry as a whole. The studies have shown that perceived convenience, trust and clarity are the key factors that affect how consumers are engaged in recycling (Poortinga et al., 2019). Without complete information or motivation of Tesco customers, the company cannot achieve its environmental goals, which will deteriorate its brand image and lose the chances of improving the relationship with customers via sustainability leadership. The problem is also consistent with the broader national agenda regarding the circular economy and plastics reduction implication written in governmental reforms (DEFRA, 2022).
The available literature on the recycling behaviour is usually dedicated to household waste systems or national policy whereas less research is done on the consumer perceptions of store-specific programmes. This gap is also evident in the RMB responses, which state that there is scanty qualitative and customer-centred information on the recycling strategies used by Tesco, given the degree to which it has affected its suppliers and consumers. The study is thus expected to fill a significant and urgent gap to the Tesco and the retail industry on the whole because it will examine customer perception, obstacles, and behavioural reactions towards recycling efforts of Tesco.
[bookmark: _Toc215772957]3. Research Aim
The aim of this research is to explore how Tesco customers perceive the company’s recycling initiatives and how these perceptions influence consumer recycling behaviour within the UK retail context. This aim is aligned with both industry challenges and academic gaps, and is feasible to investigate through a qualitative desktop study. Informed by the RMB responses, the research objectives have been refined to ensure clarity, coherence and alignment with the business problem. They are Specific, Measurable, Achievable, Relevant and Time-bound, as required. 
[bookmark: _Hlk215772793]4. Objectives
1. To analyze how Tesco customers perceive the company’s recycling initiatives and sustainability messaging.
2. To identify the factors that influence consumer engagement with Tesco’s recycling schemes.
3. To evaluate how communication quality, trust and convenience shape customer participation in recycling activities.
4. To provide recommendations for improving Tesco’s recycling communication and customer engagement strategies.
5. Research Questions
1. How do Tesco customers perceive the company’s recycling initiatives and sustainability communications?
2. What factors influence customer engagement with Tesco’s recycling schemes, such as packaging labels and in-store drop-off points?
3. How can Tesco improve the clarity, accessibility and effectiveness of its recycling practices from a customer perspective?
The questions are all the answers to the gaps and problems found within the RMB document, making the study cover both theoretical and business debates.
[bookmark: _Toc215772958]6. Preliminary Literature Review
The studies on recycling, sustainability communication and consumer behaviour offer significant information on the ways in which customers interpret and respond to the activities of Tesco. There are three sets of literature that are especially relevant.
The initial theoretical prism is based on the frameworks of behavioural theories which include the Theory of Planned Behaviour (Ajzen, 1991) and the Nudge Theory (Thaler and Sunstein, 2008). According to Ajzen, recycling behaviour depends on the attitudes, perceived behavioural control and subjective norms. This implies that consumers can recycle more when Tesco message is clear, and its behaviour is seen to be easy and socialised. The Nudge Theory focuses on choices architecture that has been put in place to encourage recycling e.g. whether recycling bins are visible or not and whether packaging labels are in an intuitive manner or not. Combined, these theories bring to the fore cognitive, social and contextual processes which drive consumer interactions with recycling.
Second, the research on sustainable retailing indicates some serious problems related to consumer trust, confusion and inequalities in the recycling of products. According to WRAP (2023), consumers desire retailers to discard the amount of plastic waste but do not always understand the labels on recycling. Evans et al. (2022) demonstrate that the experienced recycling of plastics in the UK is marked by uncertainty and frustration because of varying local authority regulations. According to Poortinga et al. (2019), convenience and trust have a strong predictive effect on the desire to join the recycling schemes. These findings are supported by the responses of the RMB as it highlights that customers are confused and that Tesco should intensify communication to improve customer interaction. Third, a consumer research gap is evident where retailers are concerned. Although Tesco issues sustainability reports to outline its undertakings (Tesco, 2023), scholarly sources have seldom explored how the customers perceive the efforts undertaken by the company. This divide is brought out clearly in the debate on RMB, where most studies have focused on recycling either under policy or domestic lenses; furthermore, the customer-focused experience at Tesco has not been investigated adequately. Overall, the literature indicates that the recycling behaviour is affected by the cognitive factors, behavioural factors and contextual factors; that consumers are still not certain about the processes of recycling; and that there are gaps in the retailer-specific customer perception. The proposed project will address these gaps by conducting a qualitative thematic analysis of publicly available consumer commentary, sustainability reports and industry publications.


7. [bookmark: _Toc215772959]Research Methodology and Design
This study adopts a qualitative research design based entirely on secondary data sources. This approach is appropriate for several reasons. First, the research questions seek to understand perceptions, experiences and meanings, which are best explored through qualitative methods. Second, the research responses indicate that sustainability perceptions are complex and value-driven, requiring interpretive depth rather than numerical measurement. Third, this study is practical, ethically sound and aligned with the module requirements.
Research Philosophy
The study is based on an interpretivist paradigm and constructivist ontological position. Interpretivism assumes that reality is socially constructed and hence consumer experiences and meanings should not be quantified but interpreted. Constructivism acknowledges that people will generate meanings when they interact with the packaging, communication, marketing and retail practises. This philosophical stance favours the application of qualitative document-based analysis and thematic interpretation.
[bookmark: _Toc215772960]7.1 Secondary Qualitative Data Sources
The study draws exclusively on existing publicly accessible qualitative materials that provide insights into consumer perceptions.
 Inclusion criteria are:
• sources published mainly 2018–2024
• UK-focused retail recycling discussions
• materials containing consumer perspectives or commentary
• documents in English
• qualitative narrative content suitable for thematic analysis
Sources include:
• consumer comments and reviews
• media articles and interviews discussing retail sustainability
• Tesco sustainability documents and policy statements
• environmental NGO publications
• academic research on consumer behaviour and recycling
Exclusion criteria:
• purely quantitative data with no narrative content
• datasets unrelated to UK supermarkets
• technical recycling reports not addressing consumer experience
• marketing materials that lack transparency
[bookmark: _Toc215772961]7.2 Thematic Analysis
Thematic analysis will be used as a method of data analysis, in this case, through the six steps by Braun and Clarke (2006). This is the suitable approach to defining the recurrent patterns, attitudes and barriers in consumer discourses concerning the Tesco recycling efforts. After coding, themes will be built in perceptions of clarity, trust, convenience, communication, behavioural motivations and barriers. This is best practice as described in the RMB responses that suggest that thematic analysis should be used to create credibility and reliability in qualitative research. 
[bookmark: _Toc215772962]7.3 Ensuring Reliability and Validity
Triangulation will be used to increase credibility by using several secondary sources. The reliability will be provided through a systematic documentation of the analytical procedure. The reflexive commentary on the possibility of researcher bias will be used to support confirmability as is suggested in the RMB document. Openness of procedure will also assist in the strength of results.
[bookmark: _Toc215772963]7.4 Limitations
The secondary data restricts the possibility of digging deep into consumer lives. It is also possible to encounter the digital self-selection bias, as those posting online reviews might not be representative of the population. In addition, consumer knowledge can be partial or be founded on the misconception of the Tesco efforts. Such constraints will be factored and arguments will be given sparingly.
[bookmark: _Toc215772964]6.5 Ethical Considerations
No personal identifiers will be gathered, and all the data utilised will be public. The comments of the consumers will be paraphrased to ensure anonymity. Secondary qualitative research will be conducted in line with the ethical standards.
[bookmark: _Toc215772965]8. Business Relevance and Practical Implications
The research is highly practical to Tesco and the retail industry in general. The barriers to recycling behaviour as described in the RMB answers can be determined through customer insights into recycling behaviour to have clearer communication and improved engagement strategies. Knowledge of consumer perception to recycling labels, drop off points and sustainability messages will enable Tesco to optimize its strategy in such a manner that builds trust and involvement. E.g. in case thematic findings indicate that there is a lot of confusion among customers with packaging labels, Tesco can reform its on-pack communication or invest in customer awareness campaigns. In case convenience becomes a challenge, Tesco can look at increasing or changing the location of in-store recycling spots. Enhancing consumer participation in recycling is in line with the CSR undertakings of Tesco, reinforces brand reputation, and sustains national targets. The suggestions based on this research might also enter further cross-industry cooperation, educating ESG reporting and the long-term sustainability strategy of Tesco.
[bookmark: _Toc215772966]9. Plan of Work and Time Schedule
The study will be conducted within a systematic schedule that is in line with the school year. The research stages and time-estimates in the research are as follows:
1. Week 1–2: Finalizing research topic, conducting preliminary reading, and drafting research proposal.
2. Week 3–5: Conducting an in-depth literature review and refining research questions.
3. Week 6: Submitting ethics approval application and designing data collection instruments.
4. Weeks 7–8: Thematic coding and analysis of secondary data.
5. Weeks 9–11: Synthesizing findings and writing full research project.
6. Week 12: Editing, proofreading and final submission.
To illustrate the time schedule graphically with a Gantt chart, the end project will be served with a Gantt chart (below).
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