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Abstract 
The aim of this dissertation is to critically evaluate how Fast-Food brands in the UK are adopting sustainable marketing practices to reduce environmental impact. As fast-food brands are continuously facing pressure to decrease environmental impacts and fulfil changing consumer expectations, sustainable marketing is becoming an integral part of the UK fast-food industry. Considering this fact, this study has focused on examining how sustainable marketing practices by UK fast food brands influence consumer purchasing behaviour. Moreover, Theory of Planned Behaviour, Signalling Theory and Stakeholder Theory has been underpinned which demonstrates that sustainability practices encourage customers to purchase while misleading sustainability claims can weaken signalling progress and reduce trust.  Outlining the research objectives and questions, this study has sought to discuss the fast-food brand's sustainability practices, customer perception and challenges faced by brands in executing sustainability practices. Methodologically, this research has adopted a positivist philosophy, as this study focused on collecting primary data from consumers who purchase fast food. 

In particular, the findings indicated that sustainable marketing practices have a favourable relationship with purchase intention. Based on customer responses, customers show positive perceptions and attitudes towards fast-food brands' sustainable practices, which encourage them to purchase products from these brands. However, findings suggest that unclear sustainable practices by fast-food brands develop customer scepticism, which weakens their trust in brands. Thus, Greenwashing/ scepticism reduces customer confidence to make a purchase from a fast-food brand. 
Overall, the study highlighted that sustainable practices and positive customer perceptions are crucial components in influencing customer purchase intention; however, sustainability practices require greater transparency about environmental practices. Therefore, credible and transparent sustainability initiatives not only enhance business performance but also shape customer perception in terms of purchasing products.   
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[bookmark: _Toc241174984]Glossary
	Term
	Definition

	Sustainable Marketing Practices 
	Environmental and social marketing practices while fulfilling comers needs. 

	Consumer Perception 
	The way customers evaluate and interpret a brand’s sustainability-related activities. 

	Greenwashing 
	Presenting false and misleading claims about the company's sustainability and environmental performance. 

	Scepticism
	Customers doubt whether a company's sustainability practices are accurate and genuine. 

	Purchase Intention 
	Customer willingness to purchase a product or service. 

	Sustainable Packaging 
	Designing packaging that reduces environmental impact by using recycling and reusables materials. 





[bookmark: _Toc241174985]Chapter 1: Introduction 
[bookmark: _Toc241174986]1.1 Background of the research
Sustainability is the practice of utilising resources in a responsible and eco-friendly manner. Sustainability is meant by the process of without running out of resources or causing harm (Grancea et al., 2025). Sustainable marketing involves creating and promoting products that meet the marketers' customers' needs, all while minimizing damage to the environment and maximising social good. The consumer demand for sustainable marketing practices has risen due to the increasing awareness of the phenomenon of climate change (Yadav, 2024). The fast-food sustainability market is gaining momentum in the UK via the 'marketing of sustainability' and solutions such as sustainable packaging and ethical sourcing of raw materials. The fast-food sustainability marketing is on the rise in the UK, emphasised in the ‘marketing of sustainability' and through solutions such as promoting sustainable packaging and ethical sourcing. In recent years, so many issues involving the fast-food industry have come up, ranging from the wrong sources of food to the amount of sustainable packaging, to the excessive use of energy, to waste. Responsible marketing is important in monitoring the true and evolving needs of customers, keeping track of their convenience, value and sensory satisfaction, to generate value for the customers and secure value back (return) in the future (Grancea et al., 2025). 
58 % of consumers preferred to switch to fast-food brands that are sustainable (World Metrics, 2026). This means that sustainability matters a great deal in influencing buyers. Fast-food companies are implementing sustainable marketing initiatives such as using biodegradable materials, using plant-based materials, sourcing ethical ingredients, authorising circular economy initiatives and engaging in green messaging. The fast-food industry will execute a more sustainable marketing approach and will see positive financial results and improve consumer trust (Watson, 2023). For instance, some brands of fast food are using a sustainable approach in marketing, including: McDonald's, which has created a reaching campaign to highlight its commitment to “Mission Possible,” a strategy aimed at sustainability within the company, to the community, and to the environment; Taco bell, which launched a campaign centred on chocolate milkshakes; and Subway has garnered global awareness for its pledge to go green (Philip, 2021). 
[bookmark: _Toc241174987]1.2 Problem statement
The fast-food industry is facing a number of difficulties as it tries to make use of sustainable marketing practices. Companies within the fast-food sector face such challenges as high costs of going green, customers who are sensitive to price, and the difficulty of complying with legislation against greenwashing (Nugraha, 2024). According to waste statistics published by the UK government, the country produces approximately 2.3 million tons of plastic packaging waste (GOV.UK, 2023). This suggests that it is necessary for fast-food businesses to enhance their systems and start using sustainable marketing techniques. However, the effectiveness of the sustainable marketing strategies depends largely on customer trust and scepticism. According to a report, UK adults perceive misleading sustainable claims (KPMG, 2023). This indicates that insufficient transparency in sustainable marketing reduces the effectiveness of the strategy. In addition, 54% of the UK population refuses to purchase products from companies making false sustainable claims. For instance, being committed to the zero net emissions goal by 2040, McDonald's still struggles to achieve sustainability in its operations because of a number of problems related to carbon emissions and the damage dealt to consumer trust (McDonald, 2026). Balancing sustainability with costs is not an easy task since beef production is amongst the leading sources of greenhouse gases, which creates a problem of greenwashing (Balch, 2025). In addition, being committed to developing recyclable packaging systems, the brand still has to figure out how to involve its customers, recycling companies and local recycling facilities (McDonald’s, 2026).  This creates a gap between sustainability claims and actual practices, increasing the risk of greenwashing.

[bookmark: _Toc241174988]1.3 Research aim and objectives
Aim
To critically evaluate how Fast-Food brands in the UK are adopting sustainable marketing practices to reduce environmental impact.
[bookmark: _heading=h.165cpihcgzuj]
Objectives
· To analyse sustainable practices adopted by fast-food brands in the UK to reduce environmental impact.
· To evaluate consumers' attitudes toward sustainable marketing practices adopted by UK fast-food brands
· To identify challenges faced by fast-food brands in implementing sustainable campaigns. 
[bookmark: _Toc241174989]1.4 Research questions
· How fast-food brands in the UK are adopting sustainable marketing practices to reduce environmental impact? 
· How do customers perceive the adoption of sustainable marketing practices by fast-food brands in the UK? 
· What are the challenges that fast-food brands in the UK face in adopting sustainable marketing practices?
[bookmark: _Toc241174990]1.5 Rationale and significance of this research 
As the concern on the environment grows, sustainable business practice plays a significant role and benefits are seen such as minimising carbon emissions and effective waste management. The 2025 report shows more than 64% of UK customers in Gen Z and over 55% in the millennial generation considering only buying from brands that are sustainable and ethical. More than 64% of Gen Z and 55% of millennial customers in the UK say they only buy from sustainable and ethical brands (Statista, 2025). This represents a change in consumer value; UK youth do not want to back companies that could have a negative effect on the environment. 
[image: ]
[bookmark: _Toc240921627]Figure 1: Sustainable and ethical buying behaviour among different
[bookmark: _heading=h.f4nnxrajguwa](Source: Statista, 2025)
A report has found that in the UK 62% of all consumers are willing to pay more for fast food they know is sustainably sourced. This reiterates how vital sustainable marketing is to relate fast foods to sustainable behaviour, even under a situation of deception. All these are fast food companies that try to carry out ecological marketing programmes and have caused some doubts among the consumers about the information communicated. According to the findings 41% of the consumer experienced confusion because of the different sustainability claims of fast-food chains (World Metrics, 2026). It reveals a clear trust deficit among consumers with the market: there is consent to fast-food companies adopting more ethical marketing globally; however, based on the conflicting claims they're not all sure of fast-food companies' intentions to promote sustainable marketing in the market. This research is important as it intends to explore the practices of sustainable marketing adopted by the fast-food brands of the UK and its impact on consumers' perceptions. The results will help academics develop their knowledge and bring them recommendations to fast food brands to improve consumer confidence and enhance environmental sustainability. Furthermore, the results of this study are socially significant in that it is related to the concern for environmental sustainability on a broader level.
[bookmark: _Toc241174991]1.6 Scope of this research
This research aims to explore how fast-food brands in the United Kingdom which have adopted sustainable marketing practices affect consumer purchasing behaviour. The work centres on sustainable marketing practices, such as sustainable packaging, sustainable sourcing, waste reduction, carbon reduction programmes, plant-based product promotion and green communication. It investigates the role these practices can play in determining consumers' intentions to buy, brand perceptions, willingness to pay, brand loyalty, and actual buying behaviour. The study is conducted in the UK and examines elements of environmental awareness, perceived authenticity, trust and greenwashing concerns of fast-food consumers. The research will be based on secondary sources, predominantly academic and industry oriented, that will be used to review and critically appraise the existing evidence. The study does not provide a detailed analysis of the operational sustainability performance of fast-food firms nor consider markets outside the UK.
[bookmark: _Toc241174992]1.7 Structure of this research
The research is divided into six main parts. Firstly, the introduction chapter lays the foundation of the sustainable marketing concept in the context of the UK fast-food industry and introduces the research problem, its rationale and its significance, as well as the research aim, objectives and questions. Chapter two will be literature review where previous articles that are associated with the topic are evaluated critically. Next, the third chapter methodology, contains information on the approach, research philosophy, data collection, sampling and data analysis process. Next the fourth chapter will be the findings section that will present results in a tabular and graphical format.  Fifth chapter critically analyses the results, identifies areas of research questions, and contrasts between theoretical frameworks. Lastly, the sixth chapter conclusion provides a summary of the main findings, answers the research questions, points to limitations, and recommends future studies.


[bookmark: _Toc241174993]Chapter 2: Literature Review
[bookmark: _Toc241174994]2.1. Introduction 
This chapter examines the concept of sustainable marketing and sustainable practices implemented within the fast-food industry, which influence the purchasing intention of consumers. The literature review section has been evaluated by focusing on multiple related studies. Further, through a theoretical framework, literature gap, and conceptual framework, four hypotheses have been created providing justification of the data collected and analysed.   
[bookmark: _Toc241174995]2.2 Sustainable practices adopted in the UK by the fast-food brands impact on environmental factors
Sustainable practices have become increasingly important within the fast-food industry because food production, packaging, energy use, transportation and waste generation contribute to environmental pressure. According to Caccialanza, Cerrato and Galli (2023), sustainability practices of food organisations reflect as a key driver in supporting sustainable transition as well as embrace organisational commitment to business right ways in managing climate change consequences. Cheng and Leong (2023) examine adoption of carbon reduction practices within fast-food brands, highlighting food waste reduction as a significant initiative for reducing environmental impact and greenhouse gas emissions. Their study suggests that reducing food waste can contribute to resource conservation and emissions reduction. However, Levesque et al. (2024) highlight that environmental and economic benefits of food-waste reduction vary as per the category of food and the specific intervention adopted. Fast-food brands can adopt portion control, customer awareness initiatives, improved meal distribution and targeted waste-reduction strategies to reduce food waste and associated environmental impacts (Guimaraes et al. 2024). The study found that biodegradable food waste can significantly maximise the economic and environmental benefits. This indicates that fast-food brands should identify high-impact food categories and adoption of targeted waste-reduction and manageable sustainable practices is necessary to achieve environmental benefits. Moreover, packaging represents another area of sustainable practice, which fast-food brands are increasingly attempting to reduce environmental impact through ethical recycling, composting and packaging approaches (Versino et al. 2023). According to Hemachandra and Pettigrew (2024), it is demonstrated that the environmental performance of packaging cannot be determined by whether a material is labelled recycled or sustainable. It highlights that packaging should be evaluated not only by how recyclable it is, but also by how well it protects food and prevents food waste. However, Paiva and Ugaya (2024) argue that packaging can sometimes provide environmental benefits by protecting food, extending shelf life and reducing food waste. Therefore, replacing conventional packaging with alternative materials is not necessarily the most sustainable solution if the new material provides weaker food protection and increases food waste. This indicates that balancing material sustainability, recycling, food protection and waste prevention are necessary to gain overall environmental benefits.  
[bookmark: _Toc241174996]2.3 Consumer Perceptions of Sustainable Marketing Practices in the UK Fast Food Brands
Consumer perception plays a significant role in determining the effectiveness of sustainable marketing practices in influencing consumers’ purchasing behaviour. According to Boermans et al. (2024), consumers with higher environmental awareness are generally more likely to respond positively to sustainable marketing because consumers value sustainability as an important factor in their purchasing decisions. They recognise the environmental benefits of ethical sourcing, packaging recycling, and carbon-reduction initiatives, as these practices demonstrate a brand's commitment to environmental sustainability. However, according to Maasz, Kroll and Lingenfelder (2024), environmentally conscious consumers continue to prioritise price, and discounts, with sustainable measures serving as basic expectations rather than the primary reason for purchasing decisions. The study suggests that environmental awareness does not necessarily influence consumers to prioritise sustainable attributes in purchasing decisions. This indicates that environmental awareness alone does not influence positive consumer perception towards sustainable marketing practices. Sustainable practices, along with other factors which positively affect consumer benefits, are significant for encouraging consumer perception. According to Fang (2024), authentic and transparent sustainability communication enhances consumers' perceptions of sustainable marketing practices by increasing trust in the brand's environmental claims, eventually building purchase intentions. However, Lisboa, Vitorino and Antunes (2022) stated that companies confronted consumers’ “attitude-behaviour gap” due to organisational failures in managing pro-environmental values and attitudes. As a result, buyers may be conscious and concerned towards their choice of food brands' environmental practices. In this regard, Timmons, Whelan and Kelly (2024) found that consumers have the ability to identify greenwashing. The study argues that educating consumers about greenwashing increased their ability to identify misleading claims, resulting in the reduction of consumer trust and purchasing intention towards sustainable marketing. This highlights that consumer perceptions of sustainable marketing practices in UK fast-food depend not only on transparent communication but also on the consumer's ability to identify the credibility of sustainable claims. Consumer scepticism and greenwashing can negatively influence purchasing intention by reducing trust and eventually generating negative word-of-mouth (Promalessy and Handriana, 2024). Therefore, customer scepticism can influence consumer perceptions by making customers question the credibility of sustainability claims, particularly when fast-food brands fail to provide clear evidence of their environmental performance. 
[bookmark: _Toc241174997]2.4 Challenges and barriers to implementing sustainable marketing campaigns in UK fast-food brands 
The implementation of sustainable marketing in the fast-food industry faces financial, operational, consumer and communication-related challenges and barriers. Levesque et al. (2024) highlighted various factors that can hinder the implementation of food-waste reduction strategies. According to the study, the implementation of sustainable marketing campaigns depends on multiple organisational factors which businesses must consider, including both environmental benefits and practical feasibility. Sustainable implementation is influenced by the resources and operational capabilities of businesses. However, Singh et al. (2024) provide a broad perspective by examining the barriers associated with sustainable marketing. The study highlights the barriers related to financial investment, technological requirements, employee involvement and implementation complexities. As discussed by Harding et al. (2026), policy acceptability also creates challenges for companies in promoting digital advertising by considering sustainable practices. This argues that these implementation challenges and barriers hinder sustainable marketing campaigns, which negatively impact the efficiency of resources, waste management and organisational performance. Therefore, this indicates that sustainable marketing in UK fast-food brands may face broader challenges than determining the feasibility of environmental initiatives. Moreover, according to LEE, Young and Barkemeyer (2026), cost is another major barrier to sustainable implementation, where price sensitivity creates a barrier to the wider adoption of sustainable marketing for food consumption, increasing the significance of product price. However, Duckworth et al. (2022) argue that the perspective of consumer willingness supports sustainable products. It is found that customers are willing to pay a premium for products which carry sustainable information, particularly sustainable sourcing claims. CSR can also create implementation challenges because fast-food brands must balance environmental and social responsibilities with financial objectives and the expectations of different stakeholders (Khatter, 2025). Conversely, Soodan et al, (2026) illustrated that many organisations fail to synchronise a large volume of digital information which leads to delays in promoting eco-friendly claims in the market. This indicates that cost is not necessarily a significant barrier to implementing sustainable marketing and brand loyalty. The challenges for UK fast-food brands are not higher cost but the perception of consumers on the value of sustainability benefits to justify a higher price.   
[bookmark: _Toc241174998]2.5 Theoretical framework
[bookmark: _heading=h.cpxnz5b5yipv]Theory of planned behaviour
The theory of planned behaviour states that individuals' purchasing behaviour is determined by behavioural intention, which is influenced by three key constructs: attitude, subjective norms and perceived behavioural control (Ajzen, 2020). Consumers develop a favourable attitude towards fast-food brands when they perceive sustainable marketing practices are beneficial for the environment. The positive initiative of a sustainable approach increases consumers’ willingness to purchase from brands that demonstrate genuine environmental responsibility (Liu and Jiang, 2024). Consumers who hold a positive attitude towards sustainability, which develop strong intentions to purchase the product. Peers and social media influence the consumer and encourage them to support environmentally responsible fast-food brands by promoting sustainable consumption as desirable behaviour. As environmental awareness increases in the UK, consumers' expectations surround responsible consumption and choose brands that align with sustainability values. Factors such as product affordability, accessibility, availability of sustainable options and convenience determine consumers’ action on environmental intentions. Therefore, the theory suggests that sustainable marketing initiatives are most effective when consumers perceive sustainable products as accessible, affordable and convenient. 
Challenges and weaknesses of the theory of planned behaviour
This theory emphasises rational decision-making but may not fully capture emotional, moral and habitual influence, indicating that consumers may have positive attitudes towards sustainability without converting the intentions into actual purchasing behaviour. (Kim and Kuo, 2022). Moreover, this theory may not sufficiently capture external and contextual factors that influence sustainable purchasing decisions. Another weakness concerns perceived behavioural control, where TPB assumes that consumer perceptions of their ability to perform a behaviour contribute to behavioural intention and behaviour. However, they may perceive that they have control over sustainable purchasing while facing external restrictions (Barbera and Ajzrn, 2020).  

[bookmark: _heading=h.w9wx80ofpax0]Signalling theory
Signalling theory states that organisations communicate credible information to reduce information asymmetry between business and consumer (Connelly et al., 2025). When consumers have limited knowledge about a company’s actual environmental performance, an information asymmetry occurs, and therefore they rely on the signals communicated to access sustainability credentials. The fast-food brands use various communication methods, such as eco-labels, certifications, recycling packaging, and ethical sourcing, to demonstrate environmental responsibility and build trust (Cook et al., 2023). In the UK, as consumers become increasingly environmentally conscious, they expect brands to provide credible and transparent evidence of sustainability performance, which reduces customer scepticism. Consumers evaluate authenticity by measuring environmental outcomes and the availability of verified sustainability information, enhancing the importance of transparent communication in building trust (Eyada, 2024). This indicates that credible sustainability communication reduces uncertainty, strengthens consumer trust and enhances brand loyalty. However, greenwashing issues and misleading claims weaken the signalling process and reduce the confidence of consumers, developing scepticism and increasing negative word-of-mouth. Therefore, signalling theory provides an appropriate explanation of how authentic sustainability communication strengthens consumer trust and purchasing behaviour, and misleading claims undermine credibility.   
Challenges and weaknesses of signalling theory
One major weakness of this theory is the assumption that signals are credible. It suggests that signals help receivers distinguish between higher and lower quality organisations. According to Steigenberger, Garz and Cyron (2024), the central concept of signalling theory can become unclear when the theory is applied across different organisational contexts. Moreover, it emphasises that the effectiveness of a signal depends on its credibility and the costs associated with producing it. Another limitation is the problem of information overload and signal complexity. UK fast-food brands often communicate multiple sustainability messages, which could create difficulty for consumers to distinguish and determine which signals are meaningful or reliable. 

[bookmark: _heading=h.s3hzhcvypht5]Stakeholder theory
The stakeholder theory states that organisations gain value from different stakeholders and aim to generate multiple benefits through business ethics, marketing and organisational management (Mahajan et al., 2023). This theory provides an understanding about how UK fast-food brands respond to societal pressure by adopting green practices and how communicating these efforts influence customer loyalty and purchasing decisions. Consumers act as a key stakeholder in sustainable development processes who expect ethical sourcing, reduced packaging waste and honest and transparent sustainable claims (Mancuso et al., 2021). This influences brands to put effort in following sustainable development approaches and rescue environmental footprints of their operations, exhibiting social responsibility and balancing profit to satisfy the stakeholder which includes customers. Moreover, transparency in sustainable marketing generates brand credibility, which impacts customer decisions to buy the product. This influences customer satisfaction by driving the trust for the brand, reducing customer scepticism. Whereas the owner, as an essential stakeholder, plays an important role in reducing scepticism and enhancing the long-term value of consumers by bridging financial priorities and adopting social responsibilities. By incorporating sustainability, fast-food brands comply with the current consumer values and benefit to generate brand image and market position (Liu, Jiang, 2024). Therefore, stakeholder theory shows brands gain an advantage by balancing the needs of stakeholders, which include customers, to build long-term trust and loyalty by communicating honest green practices.   
Challenges and weaknesses of stakeholder theory 
A major limitation of stakeholder theory is the difficulty of balancing conflicting stakeholder interests. According to Chernyi and Uotila (2024), stakeholder management involves addressing multiple interests, which can create difficult managerial decisions when stakeholder priorities conflict. Another limitation is that it can create challenges in managerial decision-making because considering many stakeholder interests may make strategic decisions more complex (Talan et al. 2024). Fast-food companies may face pressure from consumers to adopt a sustainable approach while investors and other stakeholders may prioritise profitability and efficiency. 
[bookmark: _Toc241174999]2.6 Conceptual framework 
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[bookmark: _Toc240921628]Figure 2: Conceptual framework
[bookmark: _heading=h.n7yk5wwkfi4b](Source: Adopted from Watson et al., 2024 and Asim et al., 2022)
The conceptual framework explains how sustainable marketing practices, including sustainable packaging, ethical sourcing, carbon reduction, green communication and corporate social responsibility (CSR), act as the independent variables influencing consumer behaviour. The theory of planned behaviour is relevant to the purchasing intention of customers as it highlights how consumers’ attitude, subjective norms and perceived behaviour control influence behavioural intentions (Ajzen, 2020). The sustainable marketing practices may increase consumers’ environmental awareness, which is the first mediating variable. Greater environmental awareness may encourage consumers to pay close attention to sustainability-related activities and evaluate whether the claims are genuine. The evaluation influences perceived authenticity, which is another mediating variable, as consumers are more likely to respond when claims are credible and authentic (Dangelico, Ceccarelli and Fraccascia, 2024). Perceived authenticity can contribute to the development of a positive brand image and stronger consumer trust, which is also a mediating variable. Therefore, environmental awareness, perceived authenticity, brand image and consumer trust act as interconnected mediating variables that sustain sustainable practices and influence consumer behavioural outcomes. The effect of these relationships varies depending on several moderating variables, including consumer scepticism, greenwashing perception, price sensitivity and convenience. Consumers may have strong environmental awareness, perceive sustainable claims as authentic and trust fast-food brands. However, consumer scepticism or greenwashing perception may reduce the positive influence of sustainable marketing claims by raising doubts about credibility. Similarly, price sensitivity may weaken consumers’ behavioural intentions and be perceived as expensive, while convenience may influence positive attitudes into actual purchasing decisions. Conversely, lower scepticism and affordable prices may strengthen the positive effect of environmental awareness, authenticity, brand image and trust on purchasing intention and brand loyalty (Riva et al. 2024). The dependent variables are purchasing intention and brand loyalty, which reflect the consumers’ behavioural outcomes. These reflect consumers’ willingness to purchase from fast-food brands and maintain a positive relationship with the brands. Therefore, the framework provides a comprehensive explanation of how, why and under what conditions sustainable marketing practices influence consumer behaviour.  Further, the signalling theory explains how green communication, ethical sourcing, carbon reduction, and CSR act as signals that reduce the information gap between fast-food brands and consumers (Connelly et al., 2025). But perceived authenticity, brand image, and consumer trust encourage consumers to respond to these signals. The stakeholder theory supports the role of CSR, ethical sourcing and carbon reduction in addressing stakeholder expectations (Mahajan et al., 2023). CSR and green communication strengthen stakeholder engagement, which act as independent variables and eventually enhance brand loyalty and purchasing intention (Viet, Tran and Ngo 2024). 
[bookmark: _Toc241175000]2.7 Hypothesis 
H1- Sustainable marketing practices by UK fast-food brands create a positive influence on consumer purchasing intention.  
Sustainable marketing practices, such as recycling packaging, ethical sourcing, and reduction of carbon emission, positively shape consumers’ attitude towards environmentally responsible brands. Sustainable marketing practices strengthen consumers’ attachment to fast-food brands, which influence consumers’ intention to purchase sustainable products (Watson and Perrigot, 2023). It also aligns with the theory of planned behaviour; as favourable attitudes of consumers enhance consumer behaviour to purchase sustainable products. 
H2 - Consumer perception of sustainable marketing influences purchasing behaviour.
Consumers perceive sustainability initiatives as genuine and beneficial, which develops positive purchasing behaviour. Consumers’ perception of sustainability is influenced by environmental awareness, authenticity and responsibility. Environmentally conscious consumers respond more positively to sustainable practices, while authentic marketing enhances purchasing decisions (Boermans et al, 2024).  
H3 - Consumer scepticism and greenwashing negatively influence consumer purchasing intention. 
Consumer scepticisms rise when customers perceive sustainable claims as misleading and do not support credible evidence. Perceived greenwashing increases brand avoidance and negative word-of-mouth, and scepticisms reduces consumer trust and confidence in the brand’s sustainable marketing, weakening credibility (Sajed et al. 2024). Therefore, consumers’ perception of greenwashing tends to create scepticism, which negatively impacts the purchasing intention of consumers. 
[bookmark: _Toc241175001]2.8 Literature gap
The existing literature, Cheng and Leong (2023) and Levesque et al. (2024) focuses on food-waste reduction and environmental intervention. Moreover, Hemachandra and Pettigrew (2024) and Versino et al. (2024) focus on the environmental impacts and sustainability of food packaging. Duckworth et al. (2022) highlight the influence of sustainability labels on food choice, while Boemans et al. (2024) and Fang (2024) examined environmental awareness, green authenticity, greenwashing, trust and purchasing intention. However, these studies are focused across different contexts, countries and consumer groups with limited focus on UK fast-food consumers. There are limited research integrating sustainable packaging, ethical sourcing, carbon reduction, green communication and CSR. Thus, there are limited examination of their effects on purchasing intention and brand loyalty through environmental awareness, perceived authenticity, brand image and consumer trust. This study addressed the gap by examining these relationships, considering consumer scepticism, greenwashing, price sensitivity and convenience as moderating factors.  
[bookmark: _Toc241175002]2.9 Conclusion
Based on the above discussion, it can be concluded that sustainable marketing practices by fast-food brands in the UK play a significant role in shaping customer behaviour. It is found that the integration of CSR in sustainable marketing practices enhances consumer purchasing intentions, satisfaction, and loyalty. When consumers perceive sustainable marketing as genuine and valuable during the decision-making process, they develop a favourable attitude, enhancing the purchasing intention. However, Fast-food brands are facing major challenges in adopting sustainable marketing due to increasing scepticism among customers. As a result, environmentally conscious customers develop a favourable perception when the circular economy principle is integrated, as they demonstrate evidence for sustainability and reduce scepticism. 








[bookmark: _Toc241175003]Chapter 3: Methodology
[bookmark: _Toc241175004]3.1 Introduction
The research methodology provides a systematic framework for selecting appropriate methods to investigate the research problem, aligning with the research aim and objective. It guides the research process by providing a clear and systematic structure for designing studies, sampling, analysing information and outcomes, simultaneously addressing the research questions (Adoye, 2024). The study used the Research Onion framework to structure the methodological decisions, including research philosophy, research approach, strategy, sampling, data collection and analysis (Alturki, 2021). The framework ensured the chosen philosophy, approach, strategy, sampling, data collection and data analysis were interconnected and appropriate for addressing the research aim and questions, supporting consistency and coherence throughout the study. The positivist philosophy and the deductive approach were adopted to measure the UK consumers’ perception of sustainable marketing practices using evidence from the literature review. The quantitative survey was used to collect primary data, which was analysed by SPSS software through descriptive, correlation and regression processes to identify patterns and relations. Moreover, ethical principles were considered to ensure the credibility and reliability of the research study as the aim of this research is to critically evaluate how Fast-Food brands in the UK are adopting sustainable marketing practices to reduce environmental impact.
[image: ]
[bookmark: _Toc240921629]Figure 3: Research onion
[bookmark: _heading=h.9mcsuuqk3woc](Source: Wiley Online Library, 2021)
[bookmark: _Toc241175005]3.2 Research philosophy 
The research study used a positivist research philosophy because it aims to obtain measurable evidence of consumers’ perceptions of suitable marketing practices adopted by UK fast-food brands. This helped to evaluate sustainable marketing in the UK fast-food sector yields empirical, measurable and objective outcomes. From an epistemological perspective, this study aligns with positivism and relies on knowledge grounded in observable, measurable evidence rather than interpretation. Therefore, consumer perception was measured using a structured questionnaire, allowing responses to be converted into numerical data and statistics. Positivist philosophy was suitable for primary quantitative research to examine patterns in consumer attitude towards a sustainable approach and environmental marketing claims (Aguzzoli et al, 2024). This philosophy supports a structured questionnaire, which can be systematically measured and statistically analysed while maintaining the research objective and reducing the influence of subjective interpretation. The expected outcomes include statistical proof of green marketing impacts, measurable consumer trust levels, verified brand transparency footprints and driving sales. 
Interpretivism was not appropriate for the research study because the study aims to measure consumer perception using primary quantitative data rather than analysing individual experiences or subjective interpretation. Interpretivism explains objective reality as being constructed through the meaning and experiences of individuals, which does not align with the epistemological stances regarding the research aim and research approach, hindering the outcomes (Fischer, 2025). 
[bookmark: _Toc241175006]3.3 Research approach
A deductive research approach was appropriate for this research study because it was based on existing theories and academic literature regarding sustainable marketing and consumer behaviour. The deductive approach provided a structured and systematic research process, helping to maintain consistency in data collection and reduce subjectivity. This approach helped to produce objective, measurable findings by analysing the existing assumptions about sustainable marketing and consumer behaviour. This analysis helped to identify patterns in UK consumers' perceptions, attitudes and purchasing intentions. This helped to determine whether the theoretical expectations are supported by the quantitative evidence relating to the topic, and whether claims made by UK fast-food brands about sustainability are backed by real proof (Casula, Rangaranjan and Shields, 2020). 
An inductive approach was not used in this research study because it moves from specific observation to broader patterns, concepts, or theoretical explanations. This is not appropriate for this research study because it examines consumer perception using primary quantitative data rather than developing new theory from experiences (Barroga et al., 2023). 
[bookmark: _Toc241175007]3.4 Research strategy 
The research study used a survey research strategy as it involves systematically collecting information from a sample of individuals through structured questions, which is appropriate for measuring attitudes, perceptions, knowledge and behaviour (Ponto, 2015). This helped to investigate consumers' perceptions of suitable marketing practices among UK fast-food brands, aligning with the research aim. The online survey helped to reach a large number of UK consumers within limited time and financial resources, which highlights the feasibility of this research strategy. The survey strategy addressed the three research questions relating to awareness of sustainable packaging, recycling, food waste reduction and how consumers recognise sustainable claims by UK fast-food brands. The survey question measured trust in environmental claims, perceived environmental responsibility, attitudes towards sustainable marketing and purchasing intention by addressing consumer perception. The collected numeric data included demographic characteristics, awareness levels, perceived credibility of sustainability claims, attitudes towards sustainability practices and intention to purchase. This helped to analyse how much sustainable marketing is positively influencing consumer purchasing intention. This enables consistent measurement across respondents through careful questionnaire design and validation, which improves data quality, aligning with the research aim of evaluating the adoption of sustainable marketing by fast-food brands in the UK (Zimba and Gasparyan, 2023).  Eventually, the data are analysed using frequencies, percentages, and means, while analysing relationships between variables. Thus, the survey strategy provides measurable evidence directly aligned with the research question, enabling the study to identify broader patterns. 
[bookmark: _Toc241175008]3.5 Sampling 
The research study used purposive sampling because it was appropriate for obtaining information from participants who met specific criteria rather than selecting individuals randomly (Campbell et al., 2020). The non-probability sampling technique aligns with the research aim, as it enables the deliberate selection of participants with relevant experience of UK fast-food brands and their marketing practices. It supported the research objective, focusing especially on how customers perceived the adoption of sustainable marketing practices by UK fast-food brands (Tajik, Golzar and Noor, 2025). The need for participants with relevant experience in the fast-food sector is important because the research examined the customer perceptions of sustainable marketing practices. 
The inclusion criteria include participants aged 18 years and above, currently living in the UK and who have purchased food from a fast-food brand in the UK within the previous 12 months. A 12-month reference period was selected because it provides a sufficiently broad timeframe to capture consumers with relevant purchasing experience and potential variations in purchasing behaviour across the year. However, in survey research, longer reference periods can increase the risk of recall bias (Qualtrics, 2020). The primary quantitative data for this study was collected through an online questionnaire. The questionnaire was designed using an online survey platform, with consent, screening questions, demographic questions and closed-ended questions related to sustainable marketing and consumer purchasing behaviour. The participants were required to confirm if they met the inclusion criteria. The criteria included being 18 years of age and above, currently living in the UK, and having purchased fast food within 12 months. Eligible participants then completed the main questions using a five-point Likert scale. The survey link was distributed online through appropriate social media platforms and other relevant online channels to the targeted population. The online questionnaire is suitable for quantitative data collection because it enables the collection of data quickly and cost-efficiently, providing flexibility and convenience to participants (Regmi et al., 2016). The exclusion criteria include respondents below 18 years of age, who are not currently living in the UK and have not had fast-food purchasing experiences. Moreover, representatives of fast-food brands were also excluded to focus specifically on customer perception. 
Random sampling and snowball sampling were not appropriate for this research study. Random sampling requires a suitable sampling frame from which members of the target population can be randomly selected (Zrineh, Usta and Alwawi, 2026). In addition, snowball sampling relies on existing participants referring to other people from their networks, which creates selection and network bias, as participants are more likely to recommend people with similar experiences (Ting et al., 2025). Therefore, purposive sampling was more appropriate to create a strong relationship between the sampling technique and the primary quantitative questionnaire related to the research aim of examining consumer perception of sustainable marketing practices. 
[bookmark: _Toc241175009]3.6 Data collection 
The research used primary quantitative data collected via a structured online questionnaire, consistent with a positivist philosophy and a deductive approach. Primary quantitative data was appropriate because the study aimed to measure consumer perception and identify patterns across a defined group rather than secondary narratives (Barroga et al. 2023). Primary data was collected through a structured online questionnaire containing closed-ended questions from strongly disagree to strongly agree. For example, the questionnaire measured consumers’ awareness of sustainable practices through statements such as “I am aware that UK fast-food brands use sustainable or recycled packaging” and “I notice sustainability-related advertisements or messages from UK fast-food brands”. It also examined purchasing behaviour through the statement “sustainable marketing practices influence my choice of fast-food brand”. The questionnaire was developed as an instrument from the research questions and findings from existing academic literature on sustainable marketing and consumer behaviour. This questionnaire measured the awareness of consumers towards sustainable marketing practices, perception of sustainable packaging and attitudes toward environmentally responsible fast-food brands (Ranganathan and Caduff, 2023). The closed-ended questionnaire with a Likert scale was distributed online among UK consumers aged 18 years or above to a target sample of 100. Although 107 responses were collected initially, the analysis was conducted based on the first 100 eligibles and complete responses as per the planned sample size. The remaining seven responses were not included in the SPSS dataset as the required sample size had already been met. Online distribution was cost-effective and time-saving as it does not require paper use and managing the audience (Gaworski and Dasko, 2026).  The collected responses were subsequently exported for quantitative statistical analysis.
Secondary data collection was not used in this research study because it has the potential for research bias and pre-existing interpretation (Baldwin et al., 2022). Therefore, secondary data collection could increase the possibility of misinterpreting pre-interpreted information and may not provide specific evidence regarding consumer perception. Further qualitative data collection was not used as it does not align with the research objective of producing numerical and statistical analytical evidence from UK fast-food consumers. 
Moreover, conducting the online survey through the questionnaire enabled the study to collect multiple relevant information about consumers. For example, one of the survey questions included the frequency level of consumers in purchasing food from UK fast-food brands, where respondents shared their purchasing frequency. Similarly, the survey also collected information about the most demanded UK fast-food brands, such as Domino’s and KFC, along with the awareness level of ethically sourced ingredients and sustainability-related advertisements or messages. It also collected the level of consumers’ positive attitude towards the fast-food brands that adopt sustainable practices. Therefore, collecting this relevant information further helped the study to conduct data analysis through SPSS.
[bookmark: _Toc241175010]3.7 Data analysis 
The quantitative data for this research study were collected through a primary questionnaire, which was analysed using statistical analysis using SPSS software, focusing on descriptive, regression and correlation analysis. Statistical analysis turns raw data into clear facts, enhancing clear choices for decision-making, spotting, grouping, and testing ideas in finding patterns. This helped to gain some regard to the gap between corporate claims and actual execution, demonstrating fair environmental awareness. It summarised respondent’s characteristics and their perceptions of sustainable practices. Moreover, regression was analysed to examine the relationships between green communication and consumers’ perceptions (Siregar, 2025).  It helped to assess factors such as sustainable packaging, environmental communication, and responsible sourcing associated with consumer purchasing intention or positive perception of fast-food brands. This considers regression coefficients, which enable systematic examination of the relationship between dependent and independent variables (Tanni, Patino and Ferreira, 2020). In addition, correlation analysis determined the relation between sustainable marketing practices in association with consumer perception, trust attitude and purchasing intention.  

3.7.1 SPSS
Statistical Package for the Social Sciences (SPSS) was used to analyse the quantitative data collection in this study. The SPSS software was used to analyse descriptive statistics such as means, standard deviation and correlations SPSS software provides an efficient and systematic approach to analyse quantitative data by organising large dataset conduct descriptive analysis and perform correlation and regression analysis examining relationships accurately (Rahman and Muktadir, 2021). Through SPSS software, it helped to examine the dependent and independent variables by summarising the model diagnostic statistics (Shahrul and Mohamed, 2024). It improved consistency by analysing all valid responses, reducing manual calculation errors and supported transparent reporting. By calculating the correlation coefficient from the dataset, SPSS software helped to conduct correlation analysis accurately and systematically.  

3.7.2 Descriptive analysis
The quantitative data collected through the primary questionnaire were analysed using SPSS software. Descriptive analysis was used to summarise and present the characteristics of the respondents and their perceptions of sustainable marketing practices. It includes measures such as frequencies, percentages, means and standards deviations. Descriptive analysis helped to identify overall patterns in consumer awareness, attitudes towards sustainable practices, trust and purchasing intentions (Ma, 2020). This analysis provided a clear overview of respondents’ views regarding practices such as sustainable packaging, green communication and responsible sourcing. It helped to identify general trends and variations in consumer perceptions and provide a basis for further statistical analysis. Therefore, the findings supported a clear understanding of how consumers perceived sustainable marketing practices among UK fast-food brands.  

3.7.3 Hypothesis testing 
The study also conducted several analysis techniques to test hypotheses. For instance, it used simple regression and multiple regression analysis methods in Chapter 4 to statistically assess the established hypotheses. According to the opinion of Zapf, Wiessner and König (2024), regression analysis provides a statistical framework to test hypotheses, where the study also applied this by considering consumer purchase intentions as the dependent variable. Whereas sustainable marketing practices, consumer perception, and greenwashing scepticism were the independent variables. Moreover, in this analysis, coefficient values also played significant roles, as coefficient values considered as the estimated effect size, where t-tests determine whether the independent variable has a statistically significant relationship with the dependent variable (Zapf, Wiessner and König, 2024). 
Therefore, conducting the hypothesis testing through regression analysis further provides the foundation to determine the extent to which sustainable marketing practices, consumer perception, and greenwashing scepticism influence purchase intention.

3.7.4 Goodness of fit analysis     
This analysis was applied in this study to assess how well the statistical model represented the relationship between consumer perception, sustainable marketing practices, greenwashing/scepticism, and consumer purchase intention across the fast-food sector of the UK. In this regard, Plevris et al. (2024) stated that this analysis method looks at the differences between variables by comparing values, along with comparing collected sample data against the known continuous distributions. As common types of this analysis, the study applied the Kolmogorov-Smirnov Test and Shapiro-Wilk Test to check whether a small sample of data follows a normal distribution. Therefore, the analysis provided a significant basis for assessing the suitability of the proposed conceptual relationships and interpreting the empirical findings in Chapter 4.
[bookmark: _Toc241175011]3.8 Ethical consideration
[bookmark: _heading=h.rfkgalnoe9lo]Ethical considerations are important in this research study as the research is based on primary quantitative data, which directly collects information from participants through a questionnaire. The ethical considerations included social responsibility, integrity, and honesty for data management, responsible use of resources and respect for human rights. In addition, voluntary participation, anonymity, confidentiality, informed consent and avoidance of harm to the participants have been maintained while conducting the research (Ajemba and Arene, 2022). UK GDPR guidance was maintained, emphasising that informed consent should include information about intended data use, potential sharing and participants’ withdrawal (GOV UK, 2018). Moreover, confidentiality was maintained by avoiding unnecessary personal information such as name, address and phone numbers as per current ethical guidance of UK GDPR and UK Data Protection Act 2018 (GOV UK, 2025). 
In addition, ethical approval was obtained from the institutional research ethics committee before primary data collection was conducted. The research began after the approval was secured, ensuring the proposed consent, data collection and management procedures were reviewed against institutional requirements. Moreover, password protection, strong encryption, restricted access and safe physical storage are maintained. Along with strong security measures, the data were stored in Google Drive, meeting ethical standards to remove personal identification (Miller, Lipscomb and Hornik, 2024).  
[bookmark: _Toc241175012]3.9 Chapter summary
[bookmark: _heading=h.r731t3rd2ioj]Based on the presented research methodology, it can be concluded that the research study has adopted a suitable research design to examine how UK fast-food brands are adopting sustainable marketing practices and how consumers perceive these practices. The study adopted positivism philosophy focusing on obtaining objective and measurable evidence through primary quantitative data. The research onion framework was used to structure and guide the methodological decisions, which provided a systematic pathway for designing the research and ensuring that each methodological choice aligned with the research aim and questions. Under ethical considerations, formal ethical approval was obtained before primary data collection commenced, along with informed consent, anonymity, confidentiality and responsible data management.


[bookmark: _Toc241175013]Chapter 4: Data Analysis and Discussion 
[bookmark: _Toc241175014]4.1 Introduction 
The following chapter highlights the analysis and findings collected from the primary quantitative data gathered through the structured questionnaire. The purpose of the chapter is to systematically investigate consumer responses about sustainable marketing practices adopted by UK fast-food brands and their relationship with consumer purchasing intention. The collected responses are analysed using SPSS Statistics to generate objective and statistically supported findings. The analysis begins with data screening, followed by descriptive statistics to summarise the key study variables. Reliability and normality analyses are then conducted to evaluate the consistency and distribution of the data. Pearson’s correlation analysis is used to examine associations between the variables, while simple and multiple regression analyses assess the predictive relationships between sustainable marketing practices, customer perception, greenwashing scepticism and purchase intention. Regression diagnostics and hypothesis testing are presented to determine whether the proposed relationships are statistically supported. Finally, theoretical and practical implications demonstrate the alignment between findings and discussion of the overall study. 
[bookmark: _Toc241175015]4.2 Data screening and validity
4.2.1 Eligibility screening
This screening process was conducted to ensure that participants are relevant to the research objectives. In this study, the eligibility screening was applied to the questionnaire in three conditions. These were: respondents were required to be aged 18 years or above, participants needed to be currently living in the UK, and they had purchased food or beverages from UK fast-food brands within the previous 1 year. These criteria were significant for this research, as through this process, the research examines consumer responses to sustainable marketing practices within the UK fast-food sector (Idnay et al., 2024). Therefore, the process ensured that the dataset is eligible and the responses were retained for the subsequent statistical analysis.   
 
4.2.2 Response screening
A total of 107 responses were received, of which 100 valid responses were considered for this research, where the responses were initially reviewed for ensuring that the dataset was suitable for statistical analysis. The analysis had provided a particular attention to the completeness of the questionnaire responses to meet the requirements of the study. 
	Measure 
	Result 

	Valid responses 
	100

	Sustainable marketing practices 
	100

	Consumer perception 
	100

	Greenwashing/ Scepticism 
	100

	Purchase intension 
	100

	Measurement scale 
	Five-point Likert scale 

	Statistical software 
	IBM SPSS Statistical 


[bookmark: _heading=h.mu1cb9k8yu2v]Table 1: Summary of the dataset
(Source: Analysis of primary survey data)
The above-mentioned table highlights overall data screening, where the final dataset therefore contained 100 consumer responses, used for further descriptive, correlation, and regression analyses.  
[bookmark: _Toc241175016]4.3 Descriptive Analysis 
This analysis was conducted to obtain the overall responses provided by the 100 UK consumers, where the analysis measured sustainable marketing practices, consumer perception, purchase intention, and greenwashing scepticism.  
Therefore, the descriptive analysis was initially calculated for establishing the general response pattern across the four principal constructs (Mishra et al., 2019).  

4.3.1 Sustainable Marketing Practices (SMP)
Descriptive statistics highlight positive perceptions of sustainable marketing practices among respondents, where the mean score of sustainable packaging (SMP_PACK) was lowest (3.43) with the highest standard deviation of 1.249 among the four items. Thus, the comparatively low score suggests that the perceptions of sustainable packaging are less favourable. Alternatively, SMP_SOURCE and SMP_ADS generated moderate values of 3.59, SD = 1.016 and 3.72, SD = .996, respectively. Similarly, sustainable environmental practices (SMP_ENV) recorded the highest mean value of 3.84, SD = .961, which indicates that respondents generally recognised environmental efforts by UK fast-food brands, especially in relation to broader environmental practices. Therefore, the produced mean values suggested that rather than sustainable packaging, consumers considered sustainable environmental practices more effectively. 

4.3.2 Consumer Perception (PER)
PER was measured through three items, which collectively produced positive mean scores, where perceived authenticity (PER_ATT) recorded the highest value of mean and standard deviation (M = 3.88, SD = .988) within the construct [Refer to Appendix 4]. Similarly, consumer trust (PER_TRUST) produced a mean value of 3.78 (SD = .960), which was followed by brand perception (PER_BRAND) with the mean score of 3.69 (SD = .971). Considering the results, it is found that the relatively similar standard deviations suggest a moderate degree of variation in consumer responses. Therefore, the overall descriptive analysis for consumer perception demonstrates that respondents tended to hold favourable perceptions of sustainable marketing activities, which highlights a reasonably positive level of trust and attitudes towards the sustainability-related activities across the UK fast-food brands.    

4.3.3 Greenwashing Scepticism (SCEPTICISM) 
It recorded a mean score of 3.73 and a standard deviation of 1.004 [Refer to Appendix 4]. Since responses were measured using a five-point Likert scale, the mean indicates that respondents showed a moderate degree of scepticism towards sustainability claims communicated by UK fast-food brands. The standard deviation, which is slightly above 1, also points to considerable variation in individual responses. This result indicates that consumers did not hold a completely consistent view; although some appeared willing to accept sustainability claims, others remained cautious and may have questioned their credibility before accepting them fully.

4.3.4 Purchase Intention (PI)
It was measured through five items, where ethical sourcing (PI_SFOURCE) generated the highest mean scores (3.86, SD = 1.015), whereas food-waste consideration (PI_WASTE) recorded the lowest mean scores (3.71, SD = .988) among the constructs. The result suggests a positive tendency towards sustainability-related purchasing considerations, particularly ethical sourcing, where variation in scores indicates that not all consumers are influenced equally by sustainability.  
Consequently, the overall descriptive analysis demonstrated moderately positive responses across variables and also reflects differences between specific aspects of sustainable marketing and purchasing behaviour. It suggests that purchase intention is further influenced by sustainable practices and consumer perception regarding sustainable packaging, food-waste reduction, and ethical sourcing. This analysis provides a significant and strong foundation for further correlation and regression analyses.  
[bookmark: _Toc241175017]4.4 Reliability Analysis 
This analysis was conducted to analyse whether questionnaire items used to measure the main constructs are sufficiently consistent with one another (Friederich and Lazarova-Molnar, 2024). Based on the 100 valid consumer responses, the study also applied Cronbach’s Alpha to the three main multi-item constructs, such as SMP, PER, and PI. 

	Reliability Statistics


	Cronbach's Alpha
	N of Items

	.850
	4



[bookmark: _Toc240921630]Figure 4: Cronbach’s Alpha Value of Sustainable Marketing Practices
 (Source: Analysis of primary survey data)

	Reliability Statistics

	

	Cronbach's Alpha
	N of Items

	.819
	3




[bookmark: _Toc240921631]Figure 5: Cronbach’s Alpha Value of Consumer Perception
 (Source: Analysis of primary survey data)

	Reliability Statistics


	Cronbach's Alpha
	N of Items

	.881
	5



Figure 6: Cronbach’s Alpha Value of Purchase Intention
 (Source: Analysis of primary survey data)


	Construct 
	Items
	Cronbach’s Alpha
	Interpretation

	Sustainable Marketing Practices 
	4
	0.850
	High reliability 

	Consumer Perception 
	3
	0.819
	Good reliability 

	Purchase Intention 
	5
	0.881
	High reliability 

	Greenwashing Scepticism 
	1
	N/A
	Single item measure


Table 2: Reliability analysis summary
(Source: Analysis of primary survey data)
The construct of sustainable marketing practices (SMP) included 4 items, which produced a Cronbach’s Alpha of 0.850 [Refer to Table 2]. It indicates a high level of internal consistency between the four items, which suggests that they provide a reliable measure of the perceptions of consumers of sustainable marketing practices by the fast-food brands in the UK. The study also conducted Cronbach’s Alpha for consumer perception (PER), which recorded a value of 0.819, denoting good internal consistency, indicating that the three items (PER_ATT, PER_BRAND, PER_TRUST) are sufficiently related. 

The analysis highlights that purchase intention (PI) was measured through 5 items and recorded a Cronbach’s Alpha of 0.881, which indicates the highest reliability score among the three multi-item constructs. Hence, the result represents a strong level of reliability across the items used to capture consumers’ purchase intentions regarding sustainability. However, greenwashing scepticism (SCEPTISM) was assessed separately, as it was measured using a single questionnaire item, where Cronbach’s Alpha was not applicable to a single variable because internal consistency cannot be analysed for a single-item measure (Taber, 2018). Therefore, the reliability analysis provided a strong foundation that the multi-item constructs were measured consistently, where the produced Alpha values suggest that the measures were sufficiently reliable for the correlation and regression analyses.          
[bookmark: _Toc241175018]4.5 Normality Assessment 
This analysis was undertaken to discover whether the variables used in the correlation and regression analyses showed an approximately normal distribution. 
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[bookmark: _Toc240921633]Figure 7: Normality assessment
[bookmark: _heading=h.4ufukl1f7qd1](Source: Analysis of primary survey data)
The assessment used graphical methods, including histograms, normal Q-Q plots, detrended normal Q-Q plots, Kolmogorov-Smirnov, and Shapiro-Wilk tests.  


4.5.1 Sustainable marketing practices (SMP_SCORE)
[image: ]
[bookmark: _Toc240921634]Figure 8: Histogram for SMP_SCORE
[bookmark: _heading=h.asg9t8qeqtz5](Source: Analysis of primary survey data)
[image: ]
[bookmark: _Toc240921635]Figure 9: Q-Q plot for SMP_SCORE
[bookmark: _heading=h.b160y1ycebat](Source: Analysis of primary survey data)
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[bookmark: _Toc240921636]Figure 10: Detrended normal Q-Q plot of SMP_SCORE
[bookmark: _heading=h.pv33ylt7psry](Source: Analysis of primary survey data)
For sustainable marketing practices, the Normal Q-Q plot highlights that the plotted points lie comparatively close with the diagonal references line which suggests data nearly follow a normal distribution. Additionally, in the Detrended normal Q-Q plot, the SMP_SCORE remains relatively close to the zero-reference line, indicating limited deviation. Thus, overall normality assessment shows that the distribution of SMP_SCORE is considered sufficiently close to normal for the planned analysis, as the responses were concentrated around the middle-to-upper part of the scale. 
4.5.2 Consumer perception (PERCEPTION_SCORE)
[image: ]
[bookmark: _Toc240921637]Figure 11: Histogram for PERCEPTION_SCORE
[bookmark: _heading=h.yqsy9ouk787q](Source: Analysis of primary survey data)
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[bookmark: _Toc240921638]Figure 12: Q-Q plot for PERCEPTION_SCORE
[bookmark: _heading=h.8680rdl2wso2](Source: Analysis of primary survey data)
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[bookmark: _Toc240921639]Figure 13: Detrended normal Q-Q plot of PERCEPTION_SCORE
[bookmark: _heading=h.tia8diilw1be](Source: Analysis of primary survey data)
The result from the histogram reflects the generally favourable perceptions reported by respondents. The Normal Q-Q plot demonstrates a relatively close alignment with the diagonal reference line, which indicates that PERCEPTION_SCORE is nearly normally distributed. The detrended Q-Q plot also suggests that the points are distributed around the reference line while indicating some minor deviations but does not indicate a substantial distributional problem. Therefore, PERCEPTION_SCORE demonstrates an acceptable distribution for the subsequent statistical analysis [Refer to Figure 11, 12, and 13]. 
4.5.3 Greenwashing (GREENWASH_SCORE)
[image: ]
[bookmark: _Toc240921640]Figure 14: Histogram for GREENWASH_SCORE
[bookmark: _heading=h.ou6uog3n4tka](Source: Analysis of primary survey data)
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[bookmark: _Toc240921641]Figure 15: Normal Q-Q plot for GREENWASH_SCORE
[bookmark: _heading=h.b80tj2kssb15](Source: Analysis of primary survey data)
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[bookmark: _Toc240921642]Figure 16: Detrended normal Q-Q plot of GREENWASH_SCORE
[bookmark: _heading=h.ooro6k4eavyb](Source: Analysis of primary survey data)
The histogram indicates that responses are distributed across the scale, with a greater concentration around the middle and higher response categories. Whereas the Normal Q-Q indicates a closer alignment between observed points and diagonal references lime, signifying data that are consistent with normality. Moreover, the Detrended Q-points indicate a limited departure from normality, as they remain comparatively close to the reference line. Therefore, it suggests that GREENWASH_SCORE does not display a sufficiently serious departure from normality to prevent its inclusion in the planned analyses [Refer to Figure 14, 15, and 16]. 
4.5.4 Purchase intention (PURCHASE_SCORE)
[image: ]
[bookmark: _Toc240921643][bookmark: _heading=h.ibkdkh2rzetd]Figure 17: Histogram for PURCHASE_SCORE
 (Source: Analysis of primary survey data)
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[bookmark: _Toc240921644]Figure 18: Q-Q plot for PURCHASE_SCORE
[bookmark: _heading=h.9o367iuxqoqp](Source: Analysis of primary survey data)
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[bookmark: _Toc240921645]Figure 19: Detrended normal Q -Q plot of PURCHASE_SCORE
[bookmark: _heading=h.e90rrbneyla9](Source: Analysis of primary survey data)
The histogram indicates that responses are significantly centred around middle-to-higher values of the scale despite showing an extremely inconsistent distribution. The Normal Q-Q plot shows a minor distribution at the lower and upper ends of the distribution, although it shows the strongest alignment. Further, in the Detrended normal Q-Q plot, the points show slight deviations from the reference lines, however the variations show limited patterns which suggest a distribution is not significantly influenced. Hence, the normality assessment for purchase intention shows that as responses are mainly concentrated around the middle-to-higher end of the scale, PURCHASE_SCORE appears sufficiently approximately normal for correlation and regression analysis.

4.5.5 Implications for analysis 
The normality tests suggest statistically substantial departures from perfect normality across the variables. Nevertheless, skewness remained within a moderate range, and the graphical results showed no serious distributional concerns. On this basis, the data were judged adequate for the proposed correlation and regression analyses. This is important because regression mainly focuses on the normality of residuals, which were examined separately through the subsequent diagnostic procedures conducted in the analysis to determine how sustainability-related practices influence customer purchase intention.
[bookmark: _Toc241175019]4.6 Correlation Analysis 
Pearson’s Correlation analysis was undertaken for examining the strength and direction of the relationships between sustainable marketing practices, purchase intention, consumer perception, and greenwashing scepticism. The analysis was based on the 100 valid consumer responses and it was conducted before regression analysis to establish whether meaningful linear associations existed between the variables.  
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[bookmark: _Toc240921646]Figure 20: Correlation analysis
[bookmark: _heading=h.8w5ymy24cj8q](Source: Analysis of primary survey data)
As shown in Figure 18, the significance values produced by SPSS, which reported the p value of .000, significantly contributed by showcasing that all four variables were positively and significantly correlated with one another. 

4.6.1 Sustainable marketing practices and consumer perception  
The findings revealed a significant positive correlation between sustainable marketing practices and consumer perception (r = .736, p < .001). In practical terms, respondents who were more favourable to the UK fast-food brands’ sustainability efforts were more likely to have a positive perception of those brands. The relatively high correlation suggests a close link between sustainability-related activities and consumers’ overall evaluation of a brand. Such activities may include environmental initiatives, sustainability-based promotion, responsible sourcing, and environmentally considerate packaging. Therefore, the result supports the relevance of sustainable marketing practices within the study, as favourable views of these activities coexist with stronger consumer perceptions. However, the findings should be interpreted cautiously. Correlation only shows an association between the variables and does not prove that sustainable marketing practices in themselves cause changes in consumer perception for this particular sample alone. 


4.6.2 Sustainable marketing practices and purchase intention 
The strongest association between sustainable marketing practices and the study variables was observed for purchase intention (r = .802, p < .001) [Refer to Figure 20]. This indicates a strong positive relationship, suggesting that respondents who viewed fast-food brands as more committed to sustainable marketing were also more likely to express an intention to purchase from them. This finding is particularly relevant to the research, as it suggests that sustainability considerations may have a meaningful connection with consumers’ purchasing intentions in the UK fast-food sector. In practical terms, consumers with more favourable perceptions of sustainable marketing practices generally reported stronger purchase intentions. However, the correlation alone does not establish that sustainable marketing causes consumers to purchase more. Therefore, regression analysis is required to examine whether sustainable marketing practices remain a significant predictor of purchase intention when other variables are considered.

4.6.3 Sustainable marketing practices and greenwashing scepticism 
Sustainability-related marketing practices also showed a significant positive relationship with greenwashing scepticism (r = .707, p < .001). This indicates a strong association between the two variables, suggesting that respondents who perceived higher levels of sustainable marketing activities were also more likely to express scepticism towards environmental claims. From a practical perspective, this finding implies that consumers do not automatically accept sustainability messages at face value. While they may recognise and appreciate the efforts communicated by fast-food brands, they may still question whether these claims genuinely reflect business operations and environmental performance. This result is important because it demonstrates that favourable perceptions of sustainability can exist alongside a cautious attitude towards corporate claims. Consequently, the findings add a further dimension to the study by showing that consumer support for sustainability does not necessarily eliminate concerns regarding the authenticity and credibility of environmental marketing messages.

4.6.4 Consumer perception and purchase intention 
Conducting the correlation analysis also highlighted a strong, significant, and highest interconnection between consumer perception and purchase intention (r = .819, p < .001) [Refer to Figure 20]. Thus, the result suggests that respondents who have more favourable perceptions of UK-fast food brands also tend to report stronger intentions for purchasing from them. This particular finding is relevant to the research objectives, as it suggests that customer perception may play a pivotal role in translating sustainability-related evaluations into purchasing intentions (Kozik-Kołodziej, 2026). Empirical literature also supports these findings, Chapter 2 already discussed that consumer perception directly shapes purchase intention by evaluating products’ value and trustworthiness before buying (Lingenfelder, 2024; Boermans et al., 2024). Therefore, these correlation findings summarised positive attitudes of consumers towards a brand, with authenticity and trust closely associated with consumers’ willingness to choose or continuously buy from the brand.        
4.6.5 Consumer perception and greenwashing scepticism 
Although the result highlights a weak correlation between these two variables (r = .682, p < .001), it still highlights a strong positive relationship. The findings therefore indicate that more favourable consumer perceptions were associated with higher levels of scepticism towards sustainability claims. It means brands’ positive perception does not appear to decrease concerns about the credibility of their sustainability communication, which is relevant in a fast-food market where sustainability messages might influence consumer expectations and brand image.   
4.6.6 Purchase intention and greenwashing scepticism 
A positive correlation between purchase intention and greenwashing scepticism was seen in the results (r = .757, p < .001), representing respondents reporting higher levels of scepticism for stronger purchase intention. Also, the positive association also indicates that consumers may continue to purchase even while demanding evidence and transparency regarding environmental claims (Schiaroli, Fraccascia and Dangelico, 2024). Therefore, the findings from the data analysis suggest that rather than necessarily discouraging purchase intention, greenwashing also influences sceptical consumers to purchase when environmental claims are supported by greater transparency and credible evidence. 


4.6.7 Key summary 
Overall, the findings of the correlation analysis support the proposed relationship examined in the research. From an alternative perspective, the relatively high correlation also suggests that the variables are closely related, which makes it significant to investigate their individual predictive effects through multiple regression. However, conducting the correlation analysis is significant to determine whether each variable makes a unique contribution to purchase intention when other predictors are considered equally. Therefore, this must be viewed as a significant preliminary stage to measure the association between variables. 
[bookmark: _Toc241175020]4.7 Simple Regression Analysis 
This analysis was conducted to explore whether independent variables, such as sustainable marketing practices, consumer perception, and greenwashing scepticism individually predicted purchasing intention of consumers towards UK fast-food brands. Three separated regression models were used to assess 100 UK consumers’ responses, which allowed the study to examine the individual contribution of each predictor (Akomodi, 2025).   
4.7.1 Sustainable marketing practices and purchase intention 
[image: ]
[bookmark: _Toc240921647][bookmark: _heading=h.zi3vfroyavzm]Figure 21: Model summary
 (Source: Analysis of primary survey data)
Completing the first simple regression analysis produced an R value of .802, R² = .643, and an adjusted R² value of .640 [Refer to Figure 21]. This generated result highlighted a positive relationship between these two variables, that means sustainability marketing practices individually explained around 64.3% of the variance in purchase intention. 
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[bookmark: _Toc240921648]Figure 22: ANOVA
[bookmark: _heading=h.6hpwcdxgbtfk](Source: Analysis of primary survey data)
The produced ANOVA result also denoted that the regression model was statistically significant (F = 176.661, p < .001), which further provided evidence of a positive relationship between SMP and PURCHASE. 
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[bookmark: _Toc240921649]Figure 23: Coefficient
[bookmark: _heading=h.totgrkibw1oh](Source: Analysis of primary survey data)
SMP produced a coefficient of B = .781, β = .802, t = 13.291, p < .001. Therefore, the result indicates that higher perceptions of sustainable marketing practices were correlated with higher purchase intention. This result significantly and statistically supported H1 by proposing that sustainable marketing practices by UK-fast-food brands positively influence consumer purchasing intention.  


4.7.2 Consumer perception and purchase intention 
[image: ]
[bookmark: _Toc240921650]Figure 24: Model summary
[bookmark: _heading=h.z9onthuo1f1d](Source: Analysis of primary survey data)
The second simple regression model examined the association between consumer perception and purchase intention, which reported an R value of .819 with R² = .670, an adjusted R² = .667, p < .001. It means consumer perception individually explained around 67.0% of the variation in purchase intention. 
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[bookmark: _Toc240921651]Figure 25: ANOVA
[bookmark: _heading=h.ug2opzkglqzc](Source: Analysis of primary survey data)
The above-mentioned results demonstrate that the regression model was statistically significant with the F value of 199.260, p < .001, indicating substantial explanatory value in predicting consumers’ purchase intention. 
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[bookmark: _Toc240921652]Figure 26: Coefficient
[bookmark: _heading=h.hhqmvtb1gc28](Source: Analysis of primary survey data)
The produced Coefficient value (B = .844, β = .819, t = 14.116, p < .001) highlighted a positive relationship, which indicates that more favourable consumer perceptions were associated with stronger purchase intentions. Moreover, the significant p-value and high beta value provide strong support for H2 by suggesting that the perception of customers on authenticity, trust, and brand image might be particularly relevant when considering purchasing intention in the fast-food context in the UK.    
4.7.3 Greenwashing scepticism and purchase intention
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[bookmark: _Toc240921653]Figure 27:Model summary
[bookmark: _heading=h.xa4go1ucgwk3](Source: Analysis of primary survey data)
The third regression examined whether greenwashing scepticism predicted purchase intention, whether the produced R value of .572, R² = .572, an adjusted R² value of .568. It suggests that greenwashing scepticism individually accounted for approximately 57.2% of the variance in purchase intention.     
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[bookmark: _Toc240921654]Figure 28: ANOVA
[bookmark: _heading=h.r4yptk2db5m3](Source: Analysis of primary survey data)
Also, conducting the ANOVA analysis through the simple regression analysis demonstrated a significant value (F = 131.157, p < .001), suggesting that greenwashing scepticism has a statistically strong relationship with consumers' intention that explains variation in consumers’ purchasing intention. 
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[bookmark: _Toc240921655]Figure 29: Coefficient
[bookmark: _heading=h.yf2nr8dys58h](Source: Analysis of primary survey data)
Although the coefficient value was statistically significant, it showcases a positive outcome rather than a negative one (B = .648, β = .757, t = 11.452, p < .001). Thus, the findings summarised that although greenwashing scepticism has a statistically significant relationship with purchase intention, prodigy the positive coefficient does not support the proposed negative direction of H3. It suggests that consumers may remain interested in purchasing from UK fast-food brands while questioning the credibility of sustainability claims. 
4.7.4 Summary 
The three simple regression models were statistically significant, demonstrating that sustainable marketing practices, consumer perception, and greenwashing scepticism were strongly associated with consumers’ purchase intention towards UK fast-food brands. The results support H1, as sustainable marketing practices explained 64.3% of the variance in purchase intention. Similarly, H2 was also supported by 67% of consumer perception, which represents the strongest explanatory power among the three predictors. However, despite greenwashing scepticism significantly predicting purchase intention, its positive coefficient was inconsistent with the negative direction proposed in H3. Overall, the findings of the simple regressions suggest that consumers’ purchasing behaviour is shaped by brand credibility and sustainable practices, while scepticism towards greenwashing does not prevent consumers from purchasing.    
[bookmark: _Toc241175021]4.8 Multiple Regression Analysis 
This analysis was conducted to examine the combined influence of sustainable marketing practices, consumer perception, and greenwashing scepticism on consumers’ purchase intention towards UK fast-food brands. Unlike the simple regressions, this model allowed the study to explore three predictors and assess their contribution to purchase intention (Zapf, Wiessner and König, 2024).  
4.8.1 Model summary 
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[bookmark: _Toc240921656]Figure 30: Model summary
[bookmark: _heading=h.p0zk6raqjhku](Source: Analysis of primary survey data)
The multiple regression analysis showed a strong overall relationship between the predictors and purchase intention, with an R value of .885. The model produced an R² of .784 and an adjusted R² of .777, indicating that the three predictors collectively accounted for 78.4% of the variation in consumers’ purchase intention. After taking the number of predictors into consideration, the adjusted result suggests that 77.7% of the variance was still explained by the model. This relatively high level of explanatory power indicates that sustainable marketing practices, consumer perception and greenwashing scepticism are collectively important in understanding purchase intention within the sample. Compared with the individual simple regression models, the multiple regression model explained a greater proportion of variance. This suggests that purchase intention is likely to reflect the combined influence of several sustainability-related factors rather than being shaped by a single aspect of consumers’ evaluations.


4.8.2 ANOVA 
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[bookmark: _Toc240921657]Figure 31: ANOVA
[bookmark: _heading=h.i0oy649809x9](Source: SP Analysis of primary survey data)
The ANOVA findings show that the overall regression model was statistically significant. The analysis reported a regression sum of squares of 57.288, compared with a residual sum of squares of 15.792, giving a total sum of squares of 73.080. The regression had 3 degrees of freedom, while the residual had 96 degrees of freedom. These values produced an F-statistic of 116.082 and a significance level of p < .001. The result confirms that the regression model offers a statistically significant explanation of differences in purchase intention. Put simply, when sustainable marketing practices, consumer perception and greenwashing scepticism are examined together, they significantly contribute to predicting purchase intention. Therefore, the likelihood that this overall relationship is simply due to sampling variation is very small. The findings provide strong evidence that the sustainability-related factors considered in this study are relevant to consumers’ purchasing intentions.


4.8.3 Coefficient
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[bookmark: _Toc240921658]Figure 32: Coefficient
[bookmark: _heading=h.udhovxz8xqqf][bookmark: _heading=h.ayr698998hto] (Source: Analysis of primary survey data)
	Predictor
	B
	β
	t
	p
	Decision

	Sustainable marketing practices
	.317
	.325
	4.229
	< .001
	Supported

	Consumer perception
	.424
	.411
	5.524
	< .001.
	Supported

	Greenwashing scepticism
	.211
	.246
	3.452
	.001
	Not Supported


Table 3: Coefficient
(Source: Analysis of primary survey data)
The coefficient analysis helps to show how each predictor contributed to purchase intention when the other variables were taken into account. Sustainable marketing practices had a positive and significant effect, with B = .317, β = .325, t = 4.229 and p < .001. Consumer perception showed the largest contribution, recording B = .424, β = .411, t = 5.524 and p < .001. This makes consumer perception the strongest predictor in the model based on its standardised beta. Greenwashing scepticism was also positively associated with purchase intention, with B = .211, β = .246, t = 3.452 and p = .001. Overall, all three predictors made statistically significant positive contributions. In particular, the coefficient for sustainable marketing practices suggests that, even after controlling for consumer perception and greenwashing scepticism, higher levels of perceived sustainable marketing were linked with stronger purchase intention among respondents in the sample.
4.8.4 Summary
The multiple regression model was statistically significant, F = 116.082, p < .001, explaining 78.4% of the variation in purchase intention. When the three predictors were considered together, each showed a positive contribution. Consumer perception emerged as the strongest predictor (β = .411, p < .001), followed by sustainable marketing practices (β = .325, p < .001) and greenwashing scepticism (β = .246, p = .001). These results suggest that all three factors are relevant to purchase intention among the UK consumers surveyed here. However, the positive relationship found for greenwashing scepticism does not match the negative relationship expected in H3. This difference is important and will need to be considered when assessing the hypotheses later in the chapter.
[bookmark: _Toc241175022]4.9 Regression Diagnostic Results 
Regression diagnostics were undertaken to assess whether the assumptions underlying the multiple regression model. Conducting these analyses are significant, as they help to establish the interpretation of the relationship between sustainable marketing practices, greenwashing scepticism, purchase intention, and consumer perception. 
4.9.1 Multicollinearity
It was assessed by considering tolerance and VIF statistics that are mentioned in the multiple regression model’s coefficient table [Refer to Figure 32]. The tolerance value for SMP_SCORE was .380, for PERCEPTION_SCORE was .406, and for GREENWASH_SCORE was .089, with corresponding VIF values of 2.631, 2.465, and 2.255, respectively. The result indicates that although predictors demonstrate some level of shared variance, all VIF values remain below the commonly applied threshold of 5. (Kim, 2019). This reflects that multicollinearity is not severe enough which confirms the reliability of the regression estimates.
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[bookmark: _Toc240921659]Figure 33: Collinearity diagnostics
[bookmark: _heading=h.vhgu10turl3t](Source: Analysis of primary survey data)
Moreover, the collinearity diagnostics further showed a maximum condition index of 17.386, which remains a moderate level of serious multicollinearity. Therefore, the overall result suggests that multicollinearity was not sufficiently severe to undermine the regression model.       
4.9.2 Residual normality
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[bookmark: _Toc240921660]Figure 34: Residual statistics
[bookmark: _heading=h.jyhhmsf47oq](Source: Analysis of primary survey data)
The residual normality diagnostics indicate broadly satisfied regression assumptions, where the residual mean was 0.000 with an SD value of .399 and standardised residuals ranged from -3.896 to 2.343. This means the difference between the actual purchase intention scores (reported by consumers) and predicted purchase intention from sustainable marketing practices, greenwashing, and consumer perception was effectively zero. 
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[bookmark: _Toc240921661]Figure 35: Histogram
[bookmark: _heading=h.r6wgsobgpnzf](Source: Analysis of primary survey data)
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[bookmark: _Toc240921662]Figure 36: Normal P-P plot
[bookmark: _heading=h.1fj9arib8jdh](Source: Analysis of primary survey data)
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[bookmark: _Toc240921663]Figure 37: Scatterplot
[bookmark: _heading=h.2rlfplr0kt6o](Source: Analysis of primary survey data)
While the histogram of the standardised residuals demonstrated a broadly bell-shaped distribution centred on zero, the normal P-P plot and scatterplot showed most observations reasonably close to the diagonal line, supporting approximate residual normality. Hence, the overall result provides reasonable support for homoscedasticity, linearity, and residual normality in the regression. The regression diagnostics therefore support that the relationships between sustainable marketing practices, consumer perception, greenwashing scepticism, and purchase intention might be interpreted with reasonable confidence.    
[bookmark: _Toc241175023]4.10 Hypothesis Testing summary
To test each hypothesis, the study conducted multiple regression analysis to determine whether sustainable marketing practices, greenwashing scepticism, and consumer perception significantly influence the purchasing intention of consumers towards UK fast-food brands. Conducting multiple regression analysis is essential to test hypotheses, as it examines the unique contribution of each independent variable while controlling for other predictors. 
	Hypothesis
	Proposed relationship
	Statistical evidence 
	Decision 

	H1
	Sustainable marketing practices positively influence purchase intention of consumers. 
	β = .325, p < .001
	Supported

	H2
	Sustainability-related consumer perception positively influences consumer purchase intention. 
	β = .411, p < .001
	Supported

	H3
	Greenwashing/scepticism negatively influences consumer purchase intention. 
	β = .246, p = .001
	Not supported


[bookmark: _heading=h.zfw09e9taqi]Table 4: Summarised decision of hypotheses
 (Source: Analysis of primary survey data)
Considering the above-mentioned table, H1 proposed that sustainable marketing practices positively influence consumer purchase intention, where the multiple regression coefficient (β = .325, p < .001) clearly supports H1. The result indicates that stronger perceptions of sustainable practices are significantly associated with higher purchase intention while the effects of consumer perception and greenwashing scepticism are controlled (Duarte et al., 2024). Therefore, the findings from the data analysis support H1 by strengthening the importance of sustainability-related activities of UK fast-food brands, especially where consumers identify these practices as part of the brands’ overall offerings. 
Similarly, H2 proposed a positive and significant relationship between consumer perception and purchase intention, where this hypothesis is strongly supported by the generated regression coefficient value (β = .411, p < .001) [Refer to Figure 32]. The result supports H2 by suggesting that the perceptions and attitudes of consumers regarding brand and trust are pivotal in shaping their purchasing intention (Wang et al., 2023). Therefore, sustainable practices may have greater value when consumers consider and perceive them credible. 
H3 proposed that greenwashing/scepticism would negatively influence purchase intention, where the result showed a statistically significant relationship, but the coefficient was positive rather than negative (β = .246, p = .001). Thus, the findings do not support H3, as it suggests that higher levels of reported scepticism were correlated with higher levels of purchase intention within the sample.    
Collectively, two of the three hypotheses were supported, where sustainable marketing practices and consumer perception both highlighted significant positive impacts on consumer purchase intention. Although greenwashing/ scepticism was statistically significant, it suggested the opposite direction on that proposed by H3. Consequently, the findings provide a strong foundation for the subsequent integrated discussion of how consumer interpretations and effective sustainable marketing practices shape purchasing behaviour across the UK fast-food sector.             
[bookmark: _Toc241175024]4.11 Integrated discussion of findings 
4.11.1 Overview of key findings 
This section emphasises the main findings associated with the research aim of assessing how sustainable marketing practically influences customer purchase intention in the UK fast-food sector. This evaluation focused on three explanatory variables, including Sustainable Marketing Practices, Consumer Perception, and Greenwashing/ Scepticism. Particularly, the multiple regression model has reflected significant explanatory power, which is valued at 78.4% of the variance in consumer purchase intention. The findings suggested sustainable practices and customer perception are positively related with the customer's purchase intention, which demonstrates that H1 and H2 are supported. However, it is found that greenwashing/ scepticism is statistically positively associated with purchase intentions, which remains hypothetically inconsistent, signifying that H3 was not supported.    
4.11.2 Sustainable Marketing Practices and Purchase Intention 
The findings reflected that sustainable marketing practices have a positive relationship with purchase intentions. As evidence, sustainable marketing practices have revealed a strong positive correlation with customer purchase intention (r = .802, p < .001). Additionally, simple regression highlights that sustainable marketing practices produced a coefficient of β = .802, p < .001. Therefore, it demonstrated that customers' perceptions towards sustainable marketing practices were favourable, which increased their willingness to purchase. However, as customer perceptions and greenwashing scepticism were examined in relation to sustainable marketing practices, the coefficient reduced to β = .325, p < .001. This suggests how customers perceive and evaluate a fast-food brand in terms of making purchase decisions. 
These statistical findings are compatible with the results in the literature review. This indicates that sustainable sourcing, sustainable packaging, and environmental communication are important factors for emphasising the sustainable practices of fast-food brands (Herbes et al., 2024). Consequently, this demonstrates that the genuine environmental responsibility of fast-food brands influences customers’ positive attitudes towards brands and develops their willingness to purchase products, particularly when sustainable practices are relevant and credible. Therefore, the overall results suggest that sustainable marketing practices have a substantial positive relationship with purchase intention, signifying H1 is supported.   
4.11.3 Consumer Perception and Purchase Intention 
Considering H2, consumer perception resulted in a strong relationship with purchase intention. In particular, the findings demonstrated a strong positive correlation between customer perception and purchase intention (r = .819, p < .001).  Additionally, with a value of β = .819, p < .001, simple regression also showed a positive relationship, while 67% of the variance in purchase intention was presented by consumer perception. It signifies that customers' perceptions and attitudes contribute crucial factors in sustainable practices that are highly related to customer willingness to purchase products from UK fast-food brands. 
This supports the discussion of literature reviews, which suggest that customers' perceptions are the most important factors for fast-food brands in influencing customers' decisions to purchase. Nevertheless, the incorporation of sustainable practices does not always generate positive customer responses towards brands because customers consider genuine and credible environmental practices (Martínez et al., 2025). Unclear sustainable practices and communication by fast food brands are less effective in influencing customer purchase decisions, as they develop customer scepticism. Therefore, customer perception in relation to sustainable practices contributes to developing trust in fast-food brands, which increases their purchase intention, demonstrating that H2 is supported. 

4.11.4 Greenwashing/ Scepticism 
In relation to H3, the findings for greenwashing scepticism denote an unexpected result, where a positive association was found between greenwashing/ scepticism and purchase intention (r = .757, p < .001). Similarly, the simple regression also highlighted a significant positive effect (β = .757, p < .001). However, in multiple regression, while sustainable marketing practices and consumer perception were controlled, greenwashing/ scepticism remained a strong positive predictor (β = .246, p = .001). Thus, statistical significance alone does not support the hypothesis, instead, the positive coefficient suggests that higher reported scepticism was associated with higher consumer purchase intention. Considering the overall findings, which are related with greenwashing/ scepticism, it is interpreted that sceptical consumers may pay more attention to evaluate brands, and their sustainability claims more carefully, while still purchasing when claims appear enough convincing (Virkus and Klein, 2026). 
From a critical perspective, the above interpretation does not establish casualty, where the findings should also be treated cautiously, as scepticism was measured using a single item, which limits the measurement depth. Therefore, H3 is not supported in its hypothesised negative direction.      
 
4.11.5 Overall critical synthesis 
As the multiple regression model was statistically significant with the value of F = 116.082, p < .001, it explained 78.4% of the variance in consumer purchase intention, where consumer perception was the strongest predictor (β = .411), followed by sustainable marketing practices and greenwashing/scepticism. Therefore, the overall interpretation supports that rather than UK fast-food brands’ sustainable practices, consumer perception is more significant in influencing their purchase intention. It directly supports the aim of the study by demonstrating that sustainable marketing and consumer responses are closely aligned to purchase intention.   
[bookmark: _Toc241175025]4.12 Theoretical and practical implications 
4.12.1 Theoretical implications 
The generated findings from the data analysis also provide theoretical support for Signalling Theory, as sustainable practices and communication provide signals through which consumers assess a brand’s environmental responsibility and credibility (Connelly et al., 2025). Alternatively, the positive greenwashing scepticism coefficient (β = .246, p = .001) contrasts with the framework’s expected negative influence. However, the findings also proved support for the Theory of Planned Behaviour by reflecting that positive consumer perceptions are closely related with purchase intention (Bosnjak, Ajzen and Schmidt, 2020). It is particularly relevant to the framework’s emphasis on subjective influences, perceived behavioural control, and attitudes, as sustainable marketing practices might encourage favourable attitudes towards environmentally responsible fast-food brands in the UK. 
The findings also highlighted that sustainable practices positively influence consumer purchase intention (β = .325, p < .001). It supports Stakeholder Theory by indicating that, as a valuable stakeholder, responding to consumer expectations for transparent sustainability and ethical sourcing strengthen consumer relationships and trust (Khalufi et al., 2025). Therefore, the findings extend theoretical understanding by demonstrating that sustainable marketing practices, especially consumers’ perceptions of trust, credibility, and sustainability are significant in translating responsible business practices.         
4.12.2 Practical implications for the UK fast-food sector 
The produced findings from the data analysis provide several practical implications for UK fast-food brands that are more likely to influence consumers’ purchasing intention through sustainable marketing. For example, fast-food brands in the UK should consider consumer perception, trust, and authenticity, as consumer perception was the strongest predictor of purchase intention (β = .411, p < .001). Thus, marketers should strengthen credibility by using clear and evidence-based sustainability claims, which should be supported by credible certifications to increase consumers’ trust (Poulis et al., 2026). Also, brands must integrate their sustainability into their actual business operations by fostering sustainable packaging, carbon reduction, responsible waste management, and ethical sourcing, which can attract and engage eco-conscious consumers while influencing their purchase intention (Siuda and Grębosz-Krawczyk, 2025). 
Also, fast-food brands should recognise greenwashing concerns and consumer scepticism by providing accessible and transparent information about sourcing and packaging, as the positive findings regarding scepticism highlights the significance of understanding sceptical consumers’ preferences (Siuda and Grębosz-Krawczyk, 2025). Therefore, the findings not only align with theoretical concepts, it also provides evidence-based support for UK fast-food brands.        
[bookmark: _Toc241175026]4.13 Overall chapter discussion 
By using a primary quantitative analysis method, the chapter examined the significant influence of consumer perception, sustainable marketing practices, and greenwashing/ scepticism on consumer purchase intention towards UK fast-food brands. The findings from several analyses conducted, including the multiple regression model, provided strong evidence that sustainability-related factors are relevant to consumer purchasing decisions (F = 116.082, p < .001). Among all the predictors, the findings highlighted consumer perception as the strongest contributor, followed by sustainable marketing practices, and greenwashing/ scepticism. Therefore, the results demonstrated that implementing sustainable practices is not only sufficient to influence purchase intention, developing consumers' trusts is also important (Khalufi et al., 2025). Besides this, the findings also aligned with the conceptual framework, as sustainable practices are linked with consumer outcomes through several factors, such as perceived authenticity, trust, environmental awareness, and brand image. 
However, the findings also highlighted the unexpected and positive relationship between purchase intention and greenwashing/scepticism that did not support H3. Overall, the chapter discussed credible sustainability practices integrated with positive consumer perceptions, which contributes to stronger purchase intention.     
[bookmark: _Toc241175027]4.14 Summary of the chapter 
The overall chapter presented statistical findings from 100 UK consumers regarding sustainable marketing practices and their purchase intention towards UK fast–food brands. The data analysis included data screening, descriptive analysis, reliability and normality assessment, correlation analysis, simple and multiple regression analysis, and diagnostic testing, where the measurement scales highlighted acceptable internal consistency among selected variables. Conducting the correlation and regression analyses showed significant positive relationships between consumer perception, sustainable marketing practices, greenwashing/scepticism, and purchase intention. Moreover, while multiple regression findings explained a significant variance in purchase intention with consumer perception as the strongest predictor, it supported H1 and H2, whereas H3 was not supported in its hypothesised negative direction. The findings were further discussed through theoretical concepts, which also demonstrates the significance of sustainable practices, effective communication, and favourable consumer perceptions in influencing purchase intention within the UK fast-food sector.      


[bookmark: _Toc241175028]Chapter 5: Conclusion and Recommendation 
[bookmark: _Toc241175029]5. 1 Introduction 
This chapter summarises data-driven outcomes based on the research on the influence of Sustainable Marketing Practices by UK Fast Food Brands on Consumer Purchasing Behaviour. Examining this topic, the chapter synthesises the main insights regarding customer perception and their purchasing behaviour, while also demonstrating the challenges faced by the UK fast food brands. In particular, this shows how the research objectives have been achieved, pinpointing the study limitations and providing a practical recommendation for the UK fast-food brands. Furthermore, it focuses on implications for future studies to determine the opportunities to improve understanding of sustainable marketing practices in the UK fast-food sector.  
[bookmark: _Toc241175030]5.2 Summary of Key Insights 
The research has synthesised that sustainable marketing practices have become an integral part of the UK fast-food sector, which has a great influence on consumer purchasing behaviour. It showed that brands have adopted sustainable marketing practices through ethical sourcing, sustainable packaging, and food-waste reduction and carbon reduction initiatives, which demonstrate perceived authenticity, increase brand image and customer trust, acting as a mediating variable. However, high green implementation costs and price sensitivity are major challenges for fast food brands to adopt green practices, while greenwashing generates negative word-of-mouth that reduces customer trust and purchase intention. Thus, the effectiveness of sustainable marketing practices not only depends on customer trust but also depends on customers' scepticism. To support the discussion, Theory of planned behaviour has been applied which shows the positive customer attitudes towards environmental practices are associated with purchase decisions.  Signalling theory demonstrates that customers evaluate fast-food brands based on sustainability information. Lastly, stakeholder theory suggests that fast-food brands must prioritise several stakeholders, for instance, customers to reduce scepticism about sustainability claims and create value for businesses. Most importantly, environmental awareness alone does not influence customer perception positively while other factors such as price and convenience significantly influence fast-food purchase decisions. 
Based on the methodological foundation, the research has adopted positivist philosophy, as it followed a quantitative research approach to collect primary data from 100 respondents, which allows for understanding consumer attitudes towards sustainable marketing of fast-food brands. The collected data has been analysed through SPSS, which presented more comprehensive outcomes on the relationship between sustainable marketing practices, customer perception, greenwashing, and purchase intention.
The findings demonstrate that sustainable environmental practices had a mean value of 3.84, while customer perception, as per consumer trust, holds a mean value of 3.78. It showed a positive customer view towards the fast-food brand’s sustainable marketing, which influences customers’ purchase intention. Purchase intention and greenwashing are interconnected, as a customer's negative perception influences their purchase decision, yet maintaining transparency about sustainability claims can encourage their willingness to purchase. 
Therefore, overall research findings demonstrated that sustainable practices are highly associated with customer attitudes towards eco-friendly practices of fast-food companies.           
[bookmark: _Toc241175031]5.3 Research objectives Achieved 
Findings for research objectives 1
The research objectives focus on analysing how UK fast-food brands use sustainable practices to reduce environmental impact. The literature showed that carbon reduction, sustainable communication, ethical sourcing, and green packaging practices of fast-food companies address ecological impacts significantly. Implementing sustainability practices enhanced the fast-food companies' commitments to reducing greenhouse gas, and managing climate change consequences. Moreover, the statistical outcomes reflecting sustainability marketing practices received the highest mean score, which reflected that customers recognised fast-food companies' sustainability efforts in terms of reducing environmental impact. Hence, it can be stated that objective 1 has been achieved, which suggests that the UK fast-food sector must create actual ecological value through sustainable practices.    
Findings for research objectives 2
The research outcomes revealed that consumers’ perception of sustainable marketing practices adopted by UK fast-food brands are positive. This highlighted that customers responded positively to sustainable marketing, which influences their purchase decision by increasing trust in the brand. It significantly supports Hypothesis 2: consumer perception of sustainable marketing influences purchasing behaviour. It was also found that customer perception has a stronger relationship with purchase intention, as customer perception independently accounted for nearly 67.0% of the variation in purchase intention. Moreover, sustainable brand communication builds trust; however, misleading claims and signalling can weaken customer attitudes towards sustainable marketing. Hence, objective 2 was achieved, which sought to evaluate customer attitudes towards UK fast-food brands ‘sustainable practices.   
Findings for research objectives 3
The research findings demonstrate that fast-food organisations face challenges in transitioning towards green practices. The literature identifies that technology requirements, employee involvement, and financial constraints remain significant barriers. Despite this, due to increasing customer scepticism, brands face challenges in adopting sustainable marketing. Therefore, objective three is achieved, which looks for challenges and barriers to implementing sustainable marketing campaigns in UK fast-food brands. It recognises that fast food companies not only face operational and financial challenges, but also that sustainable campaigns remain less effective due to customer concern. 
[bookmark: _Toc241175032]5.4 Limitation of the study 
While the study highly relies on quantitative data using a cross-sectional survey, reflecting that the data cannot capture customer perception over the long-term. Additionally, quantitative data provides a limited understanding of customers' perceptions towards sustainable practices, while adopting qualitative responses can offer more detailed insights into customers' attitudes (Oranga and Matere, 2023). The collected data from a small-sample size (100 respondents) limits the possibility of generalising findings from the broader UK population. Furthermore, the relationship of Greenwashing/ Scepticism with customer purchase intention was not examined effectively, as the results found a positive relationship, which is inconsistent with H3. Despite that, this study was less focused on assessing the effect of sustainable marketing practices on customer trust and brand loyalty.   
[bookmark: _Toc241175033]5.5 Recommendation 
5.5.1. Brand must use evidence-based sustainability communication approaches 
UK fast-food brands must adopt more particular and transparent sustainability practices as customers prioritise sustainable fast-food brands. As seen, nearly 42% of UK customers have moderate trust in sustainability logos with high scepticism about eco-labels (Fernandes, 2024). In terms of communicating with customers, fast-food brands must provide measurable information about their sustainability claims, such as percentages of recycled materials and food waste reduction. As stated by Pavón Losada et al. (2025), providing clear, honest, and transparent information about food products and their packaging helps to build customer trust in brands, which significantly influences their purchase decision. This recommendation is relevant for fast food brands, as the above findings showed that customers perception is highly correlated with purchase intention. However, sometimes customers may have less knowledge to determine the information's accuracy; hence, brands must make sustainable communication simple and must use green certification (Wei et al., 2024). Hence, fast-food brands can strengthen customer trust and reduce specifications that shape their perception towards purchase.    
5.5.2. Brand must adopt sustainable practices by considering affordability and convenience 
To influence the customers' purchasing behaviour through sustainability initiatives, fast-food businesses must consider affordability and convenience. In the UK, nearly 68% of customers showed their attitudes towards sustainable food choices, while taste and price remain significant factors in making purchase decisions (Sustainable Food Business, 2025). Considering this, fast-food businesses must implement sustainable marketing approaches in their business by prioritising other factors such as product availability, price, and convenience. As findings show that sustainable practices correlate with customer perception, this recommendation would be appropriate for UK fast-food brands. However, maintaining affordability and convenience in sustainable practices can increase operational cost; thus, the company must strengthen supplier collaboration, which helps to fulfill sustainable demands by reducing production costs (Simon, 2025). Therefore, considering these factors within sustainability would support favourable customer attitudes in terms of influencing actual purchasing behaviour.  
5.5.3. Fast-food brands must focus reducing environmental impact 
UK fast food brands must strengthen their sustainability practices by focusing on reducing ecological impacts. Nearly 45% of customers consider food brands' commitments towards sustainability and reducing their carbon footprint an important factor in spending money (Walton, 2022). Statistical findings show that consumers genuinely recognise the environmental efforts of fast-food brands. Hence, strengthening sustainability practices by focusing on reducing food waste, using recycled materials, and sustainable packaging would not only help to reduce environmental impact but also attract more eco-conscious customers and influence their purchasing decisions (Hussain Akhter and Maktedar, 2024). However, determining the effectiveness of environmental efforts can be complex. Hence, fast-food brands must establish environmental performance indicators such as the percentage of carbon emissions and reduction in food waste, which helps them to report progress against their sustainability targets.       
[bookmark: _Toc241175034]5.6 Implication for further research 
Future studies must focus on using broader samples to gain more detailed outcomes while also enhancing their generalisability. Additionally, the research must collect qualitative data from UK fast-food brand customers, which will allow researchers to gather deeper insights from the customers on how sustainable marketing practices influence their purchasing decisions (Neupane et al., 2026). Despite that, future research can analyse fast food and sustainable practices in other countries, practices which help to determine how sustainable practices influence purchasing behavior across different markets.     
[bookmark: _Toc241175035]5.7 Chapter Summary 
The chapter mainly concludes that sustainable marketing approaches of UK fast-food brands have a strong influence on customer perception and their purchase decisions. Brands' sustainable practices increase customer trust, but misleading information about sustainability claims weakens their confidence in brands. Furthermore, fast-food brands must consider affordability and cost while adopting sustainability practices, and they should implement more sustainable practices and sustainable communication to strengthen customer trust by reducing uncertainty and influencing purchase decisions. 
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[bookmark: _Toc241175038]Appendix 1: Survey Questionnaire
Section 1: Consent and Screening
1. Are you aged 18 years or above?

· Yes 
· No

2. Do you currently live in the United Kingdom?

· Yes
· No

3. Have you purchased food or beverages from a UK fast-food brand within the last 12 months?

· Yes
· No

4. I have read the participant information and voluntarily agree to participate in this research.

· Yes, I agree
· No, I do not agree

Section 2: Consumer Profile
5. How frequently do you purchase food from UK fast-food brands?

· Several times a week
· Once a week
· Two or three times a month
· Once a month
· Less than once a month

6.What is your age group?

· 18-24
· 25-34
· 35-44
· 45-54
· 55 or above
· Prefer not to say

7.Which UK fast-food brand do you purchase from most frequently?

· McDonald's
· KFC
· Burger King
· Subway
· Domino's
· Greggs
· Other

8. Section 3: Awareness of Sustainable Marketing Practices

· I am aware that UK fast-food brands use sustainable or recyclable packaging. 
· I am aware that some UK fast-food brands use ethically or sustainably sourced ingredients. 
· I notice sustainability-related advertisements or messages from UK fast-food brands. 
· I believe that UK fast-food brands are making efforts to reduce their environmental impact. 

9.Section 4: Consumer Attitudes Towards Sustainable Marketing

· I have a positive attitude towards fast-food brands that adopt sustainable practices. 
· Sustainable practices improve my perception of a fast-food brand. 
· I trust sustainability claims when fast-food brands provide clear evidence to support them. 
· Concerns about greenwashing make me sceptical about sustainability claims made by fast-food brands. 

10.Section 5: Influence on Consumer Purchasing Behaviour 

· Sustainable marketing practices influence my choice of fast-food brand. 
· I am more likely to purchase from a fast-food brand that uses sustainable packaging. 
· I am more likely to purchase from a fast-food brand that demonstrates efforts to reduce food waste. 
· I am more likely to purchase from a fast-food brand that uses ethically or sustainably sourced ingredients. 
· I would consider switching to a fast-food brand with stronger sustainability practices. 
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Appendix 3: SPSS Output

Descriptives
	Descriptive Statistics

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	SMP_PACK
	100
	1
	5
	3.43
	1.249

	SMP_SOURCE
	100
	1
	5
	3.59
	1.016

	SMP_ADS
	100
	1
	5
	3.72
	.996

	SMP_ENV
	100
	1
	5
	3.84
	.961

	PER_ATT
	100
	1
	5
	3.88
	.988

	PER_BRAND
	100
	1
	5
	3.69
	.971

	PER_TRUST
	100
	1
	5
	3.78
	.960

	SCEPTICISM
	100
	1
	5
	3.73
	1.004

	PI_CHOICE
	100
	1
	5
	3.72
	1.129

	PI_PACK
	100
	1
	5
	3.62
	1.062

	PI_WASTE
	100
	1
	5
	3.71
	.988

	PI_SOURCE
	100
	1
	5
	3.86
	1.015

	PI_SWITCH
	100
	1
	5
	3.79
	1.018

	Valid N (listwise)
	100
	
	
	
	



Reliability of Sustainable Marketing Practices (SMP)

	Case Processing Summary

	
	N
	%

	Cases
	Valid
	100
	100.0

	
	Excludeda
	0
	.0

	
	Total
	100
	100.0

	a. Listwise deletion based on all variables in the procedure.



	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.850
	4







	Item Statistics

	
	Mean
	Std. Deviation
	N

	SMP_PACK
	3.43
	1.249
	100

	SMP_SOURCE
	3.59
	1.016
	100

	SMP_ADS
	3.72
	.996
	100

	SMP_ENV
	3.84
	.961
	100

	
Item-Total Statistics

	
	Scale Mean if Item Deleted
	Scale Variance if Item Deleted
	Corrected Item-Total Correlation
	Cronbach's Alpha if Item Deleted

	SMP_PACK
	11.15
	6.432
	.703
	.813

	SMP_SOURCE
	10.99
	7.505
	.703
	.805

	SMP_ADS
	10.86
	7.677
	.685
	.813

	SMP_ENV
	10.74
	7.790
	.696
	.810



	Scale Statistics

	Mean
	Variance
	Std. Deviation
	N of Items

	14.58
	12.448
	3.528
	4



Reliability of Perception 

	Case Processing Summary

	
	N
	%

	Cases
	Valid
	100
	100.0

	
	Excludeda
	0
	.0

	
	Total
	100
	100.0

	a. Listwise deletion based on all variables in the procedure.



	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.819
	3




	Item Statistics

	
	Mean
	Std. Deviation
	N

	PER_ATT
	3.88
	.988
	100

	PER_BRAND
	3.69
	.971
	100

	PER_TRUST
	3.78
	.960
	100



	Item-Total Statistics

	
	Scale Mean if Item Deleted
	Scale Variance if Item Deleted
	Corrected Item-Total Correlation
	Cronbach's Alpha if Item Deleted

	PER_ATT
	7.47
	2.999
	.665
	.757

	PER_BRAND
	7.66
	2.974
	.696
	.725

	PER_TRUST
	7.57
	3.116
	.653
	.769



	Scale Statistics

	Mean
	Variance
	Std. Deviation
	N of Items

	11.35
	6.250
	2.500
	3



Reliability of Purchase Intention 

	Case Processing Summary

	
	N
	%

	Cases
	Valid
	100
	100.0

	
	Excludeda
	0
	.0

	
	Total
	100
	100.0

	a. Listwise deletion based on all variables in the procedure.



	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.881
	5






	Item Statistics

	
	Mean
	Std. Deviation
	N

	PI_CHOICE
	3.72
	1.129
	100

	PI_PACK
	3.62
	1.062
	100

	PI_WASTE
	3.71
	.988
	100

	PI_SWITCH
	3.79
	1.018
	100

	PI_SOURCE
	3.86
	1.015
	100

	
Item-Total Statistics

	
	Scale Mean if Item Deleted
	Scale Variance if Item Deleted
	Corrected Item-Total Correlation
	Cronbach's Alpha if Item Deleted

	PI_CHOICE
	14.98
	11.676
	.713
	.857

	PI_PACK
	15.08
	11.893
	.742
	.849

	PI_WASTE
	14.99
	12.172
	.770
	.844

	PI_SWITCH
	14.91
	12.972
	.606
	.880

	PI_SOURCE
	14.84
	12.095
	.755
	.847

	
Scale Statistics

	Mean
	Variance
	Std. Deviation
	N of Items

	18.70
	18.455
	4.296
	5



Descriptives

	Descriptive Statistics

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	SMP_SCORE
	100
	1
	5
	3.65
	.882

	PERCEPTION_SCORE
	100
	1.00
	5.00
	3.7833
	.83333

	PURCHASE_SCORE
	100
	1.00
	5.00
	3.7400
	.85918

	GREENWASH_SCORE
	100
	1.00
	5.00
	3.7300
	1.00358

	Valid N (listwise)
	100
	
	
	
	




	Case Processing Summary

	
	Cases

	
	Valid
	Missing
	Total

	
	N
	Percent
	N
	Percent
	N
	Percent

	SMP_SCORE
	100
	100.0%
	0
	0.0%
	100
	100.0%

	PERCEPTION_SCORE
	100
	100.0%
	0
	0.0%
	100
	100.0%

	GREENWASH_SCORE
	100
	100.0%
	0
	0.0%
	100
	100.0%

	PURCHASE_SCORE
	100
	100.0%
	0
	0.0%
	100
	100.0%



	Descriptives

	
	Statistic
	Std. Error

	SMP_SCORE
	Mean
	3.65
	.088

	
	95% Confidence Interval for Mean
	Lower Bound
	3.47
	

	
	
	Upper Bound
	3.82
	

	
	5% Trimmed Mean
	3.68
	

	
	Median
	3.75
	

	
	Variance
	.778
	

	
	Std. Deviation
	.882
	

	
	Minimum
	1
	

	
	Maximum
	5
	

	
	Range
	4
	

	
	Interquartile Range
	1
	

	
	Skewness
	-.508
	.241

	
	Kurtosis
	-.149
	.478

	PERCEPTION_SCORE
	Mean
	3.7833
	.08333

	
	95% Confidence Interval for Mean
	Lower Bound
	3.6180
	

	
	
	Upper Bound
	3.9487
	

	
	5% Trimmed Mean
	3.8333
	

	
	Median
	4.0000
	

	
	Variance
	.694
	

	
	Std. Deviation
	.83333
	

	
	Minimum
	1.00
	

	
	Maximum
	5.00
	

	
	Range
	4.00
	

	
	Interquartile Range
	1.00
	

	
	Skewness
	-.848
	.241

	
	Kurtosis
	.921
	.478

	GREENWASH_SCORE
	Mean
	3.7300
	.10036

	
	95% Confidence Interval for Mean
	Lower Bound
	3.5309
	

	
	
	Upper Bound
	3.9291
	

	
	5% Trimmed Mean
	3.7778
	

	
	Median
	4.0000
	

	
	Variance
	1.007
	

	
	Std. Deviation
	1.00358
	

	
	Minimum
	1.00
	

	
	Maximum
	5.00
	

	
	Range
	4.00
	

	
	Interquartile Range
	1.00
	

	
	Skewness
	-.533
	.241

	
	Kurtosis
	-.232
	.478

	PURCHASE_SCORE
	Mean
	3.7400
	.08592

	
	95% Confidence Interval for Mean
	Lower Bound
	3.5695
	

	
	
	Upper Bound
	3.9105
	

	
	5% Trimmed Mean
	3.7867
	

	
	Median
	4.0000
	

	
	Variance
	.738
	

	
	Std. Deviation
	.85918
	

	
	Minimum
	1.00
	

	
	Maximum
	5.00
	

	
	Range
	4.00
	

	
	Interquartile Range
	1.40
	

	
	Skewness
	-.738
	.241

	
	Kurtosis
	.442
	.478










	Tests of Normality

	
	Kolmogorov-Smirnova
	Shapiro-Wilk

	
	Statistic
	df
	Sig.
	Statistic
	df
	Sig.

	SMP_SCORE
	.106
	100
	.007
	.962
	100
	.006

	PERCEPTION_SCORE
	.193
	100
	.000
	.928
	100
	.000

	GREENWASH_SCORE
	.236
	100
	.000
	.881
	100
	.000

	PURCHASE_SCORE
	.149
	100
	.000
	.947
	100
	.001

	a. Lilliefors Significance Correction
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Correlations 

	

	
	SMP_SCORE
	PERCEPTION_SCORE
	PURCHASE_SCORE
	GREENWASH_SCORE

	SMP_SCORE
	Pearson Correlation
	1
	.736**
	.802**
	.707**

	
	Sig. (2-tailed)
	
	.000
	.000
	.000

	
	N
	100
	100
	100
	100

	PERCEPTION_SCORE
	Pearson Correlation
	.736**
	1
	.819**
	.682**

	
	Sig. (2-tailed)
	.000
	
	.000
	.000

	
	N
	100
	100
	100
	100

	PURCHASE_SCORE
	Pearson Correlation
	.802**
	.819**
	1
	.757**

	
	Sig. (2-tailed)
	.000
	.000
	
	.000

	
	N
	100
	100
	100
	100

	GREENWASH_SCORE
	Pearson Correlation
	.707**
	.682**
	.757**
	1

	
	Sig. (2-tailed)
	.000
	.000
	.000
	

	
	N
	100
	100
	100
	100

	**. Correlation is significant at the 0.01 level (2-tailed).



Regression

	Descriptive Statistics

	
	Mean
	Std. Deviation
	N

	PURCHASE_SCORE
	3.7400
	.85918
	100

	SMP_SCORE
	3.65
	.882
	100



	Correlations

	
	PURCHASE_SCORE
	SMP_SCORE

	Pearson Correlation
	PURCHASE_SCORE
	1.000
	.802

	
	SMP_SCORE
	.802
	1.000

	Sig. (1-tailed)
	PURCHASE_SCORE
	.
	.000

	
	SMP_SCORE
	.000
	.

	N
	PURCHASE_SCORE
	100
	100

	
	SMP_SCORE
	100
	100




	Variables Entered/Removeda

	Model
	Variables Entered
	Variables Removed
	Method

	1
	SMP_SCOREb
	.
	Enter

	a. Dependent Variable: PURCHASE_SCORE

	b. All requested variables entered.




	Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.802a
	.643
	.640
	.51582

	a. Predictors: (Constant), SMP_SCORE

	b. Dependent Variable: PURCHASE_SCORE



	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	47.005
	1
	47.005
	176.661
	.000b

	
	Residual
	26.075
	98
	.266
	
	

	
	Total
	73.080
	99
	
	
	

	a. Dependent Variable: PURCHASE_SCORE

	b. Predictors: (Constant), SMP_SCORE



	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95.0% Confidence Interval for B
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound
	Tolerance
	VIF

	1
	(Constant)
	.893
	.220
	
	4.050
	.000
	.455
	1.330
	
	

	
	SMP_SCORE
	.781
	.059
	.802
	13.291
	.000
	.665
	.898
	1.000
	1.000

	a. Dependent Variable: PURCHASE_SCORE



	Collinearity Diagnosticsa


	Model
	Dimension
	Eigenvalue
	Condition Index
	Variance Proportions

	
	
	
	
	(Constant)
	SMP_SCORE

	1
	1
	1.972
	1.000
	.01
	.01

	
	2
	.028
	8.425
	.99
	.99

	a. Dependent Variable: PURCHASE_SCORE


	Residuals Statisticsa


	
	Minimum
	Maximum
	Mean
	Std. Deviation
	N

	Predicted Value
	1.6737
	4.7985
	3.7400
	.68905
	100

	Residual
	-2.01733
	1.94977
	.00000
	.51321
	100

	Std. Predicted Value
	-2.999
	1.536
	.000
	1.000
	100

	Std. Residual
	-3.911
	3.780
	.000
	.995
	100

	a. Dependent Variable: PURCHASE_SCORE
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Regression 

	Descriptive Statistics

	
	Mean
	Std. Deviation
	N

	PURCHASE_SCORE
	3.7400
	.85918
	100

	PERCEPTION_SCORE
	3.7833
	.83333
	100



	Correlations


	
	PURCHASE_SCORE
	PERCEPTION_SCORE

	Pearson Correlation
	PURCHASE_SCORE
	1.000
	.819

	
	PERCEPTION_SCORE
	.819
	1.000

	Sig. (1-tailed)
	PURCHASE_SCORE
	.
	.000

	
	PERCEPTION_SCORE
	.000
	.

	N
	PURCHASE_SCORE
	100
	100

	
	PERCEPTION_SCORE
	100
	100




	Variables Entered/Removeda


	Model
	Variables Entered
	Variables Removed
	Method

	1
	PERCEPTION_SCOREb
	.
	Enter

	a. Dependent Variable: PURCHASE_SCORE

	b. All requested variables entered.




	Model Summaryb


	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change

	1
	.819a
	.670
	.667
	.49583
	.670
	199.260
	1
	98
	.000

	a. Predictors: (Constant), PERCEPTION_SCORE

	b. Dependent Variable: PURCHASE_SCORE




	ANOVAa


	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	48.987
	1
	48.987
	199.260
	.000b

	
	Residual
	24.093
	98
	.246
	
	

	
	Total
	73.080
	99
	
	
	

	a. Dependent Variable: PURCHASE_SCORE

	b. Predictors: (Constant), PERCEPTION_SCORE


	Coefficientsa


	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.546
	.232
	
	2.359
	.020

	
	PERCEPTION_SCORE
	.844
	.060
	.819
	14.116
	.000

	a. Dependent Variable: PURCHASE_SCORE



	Residuals Statisticsa

	
	Minimum
	Maximum
	Mean
	Std. Deviation
	N

	Predicted Value
	1.3905
	4.7670
	3.7400
	.70343
	100

	Residual
	-1.92289
	1.15848
	.00000
	.49332
	100

	Std. Predicted Value
	-3.340
	1.460
	.000
	1.000
	100

	Std. Residual
	-3.878
	2.336
	.000
	.995
	100

	a. Dependent Variable: PURCHASE_SCORE
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Regression 

	Descriptive Statistics


	
	Mean
	Std. Deviation
	N

	PURCHASE_SCORE
	3.7400
	.85918
	100

	GREENWASH_SCORE
	3.7300
	1.00358
	100



	Correlations

	
	PURCHASE_SCORE
	GREENWASH_SCORE

	Pearson Correlation
	PURCHASE_SCORE
	1.000
	.757

	
	GREENWASH_SCORE
	.757
	1.000

	Sig. (1-tailed)
	PURCHASE_SCORE
	.
	.000

	
	GREENWASH_SCORE
	.000
	.

	N
	PURCHASE_SCORE
	100
	100

	
	GREENWASH_SCORE
	100
	100




	Variables Entered/Removeda


	Model
	Variables Entered
	Variables Removed
	Method

	1
	GREENWASH_SCOREb
	.
	Enter

	a. Dependent Variable: PURCHASE_SCORE

	b. All requested variables entered.



	Model Summaryb


	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change

	1
	.757a
	.572
	.568
	.56472
	.572
	131.157
	1
	98
	.000

	a. Predictors: (Constant), GREENWASH_SCORE

	b. Dependent Variable: PURCHASE_SCORE



	ANOVAa


	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	41.827
	1
	41.827
	131.157
	.000b

	
	Residual
	31.253
	98
	.319
	
	

	
	Total
	73.080
	99
	
	
	

	a. Dependent Variable: PURCHASE_SCORE

	b. Predictors: (Constant), GREENWASH_SCORE



	Coefficientsa


	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1.324
	.218
	
	6.064
	.000

	
	GREENWASH_SCORE
	.648
	.057
	.757
	11.452
	.000

	a. Dependent Variable: PURCHASE_SCORE






	Residuals Statisticsa


	
	Minimum
	Maximum
	Mean
	Std. Deviation
	N

	Predicted Value
	1.9718
	4.5626
	3.7400
	.65000
	100

	Residual
	-1.76255
	1.53281
	.00000
	.56186
	100

	Std. Predicted Value
	-2.720
	1.265
	.000
	1.000
	100

	Std. Residual
	-3.121
	2.714
	.000
	.995
	100

	a. Dependent Variable: PURCHASE_SCORE





Charts

[image: ]


[image: ]


[image: ]

Regression
	Descriptive Statistics

	
	Mean
	Std. Deviation
	N

	PURCHASE_SCORE
	3.7400
	.85918
	100

	SMP_SCORE
	3.65
	.882
	100

	PERCEPTION_SCORE
	3.7833
	.83333
	100

	GREENWASH_SCORE
	3.7300
	1.00358
	100



	Correlations

	
	PURCHASE_SCORE
	SMP_SCORE
	PERCEPTION_SCORE
	GREENWASH_SCORE

	Pearson Correlation
	PURCHASE_SCORE
	1.000
	.802
	.819
	.757

	
	SMP_SCORE
	.802
	1.000
	.736
	.707

	
	PERCEPTION_SCORE
	.819
	.736
	1.000
	.682

	
	GREENWASH_SCORE
	.757
	.707
	.682
	1.000

	Sig. (1-tailed)
	PURCHASE_SCORE
	.
	.000
	.000
	.000

	
	SMP_SCORE
	.000
	.
	.000
	.000

	
	PERCEPTION_SCORE
	.000
	.000
	.
	.000

	
	GREENWASH_SCORE
	.000
	.000
	.000
	.

	N
	PURCHASE_SCORE
	100
	100
	100
	100

	
	SMP_SCORE
	100
	100
	100
	100

	
	PERCEPTION_SCORE
	100
	100
	100
	100

	
	GREENWASH_SCORE
	100
	100
	100
	100



	Variables Entered/Removeda


	Model
	Variables Entered
	Variables Removed
	Method

	1
	GREENWASH_SCORE, PERCEPTION_SCORE, SMP_SCOREb
	.
	Enter

	a. Dependent Variable: PURCHASE_SCORE

	b. All requested variables entered.



	Model Summaryb


	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.885a
	.784
	.777
	.40559

	a. Predictors: (Constant), GREENWASH_SCORE, PERCEPTION_SCORE, SMP_SCORE

	b. Dependent Variable: PURCHASE_SCORE


	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	57.288
	3
	19.096
	116.082
	.000b

	
	Residual
	15.792
	96
	.165
	
	

	
	Total
	73.080
	99
	
	
	

	a. Dependent Variable: PURCHASE_SCORE

	b. Predictors: (Constant), GREENWASH_SCORE, PERCEPTION_SCORE, SMP_SCORE

	



Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95.0% Confidence Interval for B
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound
	Tolerance
	VIF

	1
	(Constant)
	.194
	.196
	
	.991
	.324
	-.195
	.583
	
	

	
	SMP_SCORE
	.317
	.075
	.325
	4.229
	.000
	.168
	.466
	.380
	2.631

	
	PERCEPTION_SCORE
	.424
	.077
	.411
	5.524
	.000
	.272
	.577
	.406
	2.465

	
	GREENWASH_SCORE
	.211
	.061
	.246
	3.452
	.001
	.089
	.332
	.443
	2.255

	a. Dependent Variable: PURCHASE_SCORE




	Collinearity Diagnosticsa

	Model
	Dimension
	Eigenvalue
	Condition Index
	Variance Proportions

	
	
	
	
	(Constant)
	SMP_SCORE
	PERCEPTION_SCORE
	GREENWASH_SCORE

	1
	1
	3.932
	1.000
	.00
	.00
	.00
	.00

	
	2
	.036
	10.451
	.80
	.03
	.00
	.22

	
	3
	.019
	14.568
	.14
	.33
	.16
	.78

	
	4
	.013
	17.386
	.06
	.63
	.84
	.00

	a. Dependent Variable: PURCHASE_SCORE




	Residuals Statisticsa


	
	Minimum
	Maximum
	Mean
	Std. Deviation
	N

	Predicted Value
	1.1461
	4.9530
	3.7400
	.76070
	100

	Residual
	-1.58018
	.95044
	.00000
	.39940
	100

	Std. Predicted Value
	-3.410
	1.595
	.000
	1.000
	100

	Std. Residual
	-3.896
	2.343
	.000
	.985
	100

	a. Dependent Variable: PURCHASE_SCORE
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Fig 1: Consumers who prioritize buying from brands that demonstrate sustainable and ethical practices in the
United Kingdom in 2025, by generation.
Source: Statista (2025).
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