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[bookmark: _ufae6c8o0s0u][bookmark: _Toc197001812]1. Introduction
[bookmark: _Toc197001813]1.1 Background
The increasing environmental issues of the 21st century have driven important transformations in how businesses operate and consumers make buying decisions. Some major root causes of improper business practices are climate change, loss of biodiversity, increased pollution levels and shift in public awareness related to sustainability (UNEP, 2022). Accordingly, sustainable business practices include environmentally friendly production methods, ethical labour practices, and Corporate Social Responsibility (CSR) tasks that have earned prominence across global business markets.
Current data represents a significant number of consumers who are willing to change their purchasing behaviours to support sustainable corporations. According to Brecko and Kim, (2024), almost 78% of global consumers expressed that a commitment to a brand influenced their buying choices, which influenced sustainability. Moreover, a report has found that items making environmental, social and ESG claims averaged a total of 28% of cumulative growth for a total of 5 years, which is compared to 20% for items without different claims (UNEP, 2022).
More than 200 companies have failed to adapt to sustainable business practices, which have faced reputational threats to reduced customer loyalty. On the contrary, companies like “Accenture” that actively implemented green supply chains, carbon-neutral production, along with ethical sourcing, witnessed improved profitability and brand loyalty (Accenture, 2021). The growing popularity of certifications like “Fair Trade”, “B Corporation” and “|CarbonNeutral” reflects this advanced societal transformation towards valuing ethical practices in businesses.
Furthermore, “Gen Z and Millennials” represent a substantial portion of the global purchasing strength, which shows a powerful inclination towards sustainable business growth. A survey from Deloitte (2023) highlighted that 64% of Gen Z customers prefer to purchase sustainable brands and are willing to pay a premium for environmentally friendly items. This generational transformation in consumer expectations indicated that sustainable business practices were not an option but were important for long-term business survival.
Despite the total positive trajectory, issues still existed between customers’ stated intentions and the actual behaviours of employees working in a fully motivated business environment. Different studies have highlighted that the “attitude behaviour gap”, where customers expressed problems with sustainability and did not always act upon their development purchasing decisions (White et al. 2022). Some important factors like price sensitivity, lack of trust in sustainability and convenience specifically claims to increase final buying decisions.  Proper understanding between sustainable business practices and consumer buying decisions remains critical as lots of businesses continue to face mounting pressure from regulators, consumers and investors. This study will aim to analyse how sustainability initiatives affect the behaviour of consumers by bridging the gap between corporate actions and consumer responses within the current business marketplace. 
[bookmark: _Toc197001814]1.2 Aim 
The research will aim to investigate how “sustainable business practices” improve “customer purchase decisions” within contemporary markets, specifically examining the extent to which these practices drive customer loyalty, trust to pay premium product rates.
[bookmark: _Toc197001815]1.3 Objectives
The main objectives of this research are provided below.
· To identify the important sustainable business practices implemented by companies across distinctive industries
· To evaluate the effectiveness of these sustainable practices on consumer loyalty, trust and willingness to pay 
· To explore the problems that business industries face in improving consumer buying decisions through the initiatives of sustainability
· To formulate recommendations for businesses to better connect their sustainable practices with customer expectations, along with buying behaviour 
[bookmark: _Toc197001816]1.4 Questions
Primary Question
· How do sustainable business practices affect consumer buying decisions?  
Secondary Questions
1. What essential sustainable business practices are commonly used across industries? 
2. How do these sustainable practices affect consumer loyalty, trust and enthusiasm to pay?
3. What challenges do businesses face in increasing consumer buying behaviour through sustainability initiatives? 
4. What recommendations can be made to assist businesses in better connecting their sustainability growth with consumer purchasing behaviour? 
[bookmark: _Toc197001817]1.5 Rationale
The research rationale will help to increase connections between CSR and the expectations of customers. The transition of sustainability from a niche market issue to a mainstream demand of customers drastically changes their buying intentions. In current years, there was a steady transformation in consumer behaviour towards sustainable business growth. As per a survey conducted in 2021, almost 44% of consumers were more favourite to purchase from brands that demonstrated an authentic understanding of commitment and sustainability. The trend was specifically pronounced in the regions of Europe, the Middle East, and Africa (EMEA), where customers placed an authentic importance on brands connecting with their personal goals and values. 
[image: https://lh7-rt.googleusercontent.com/docsz/AD_4nXf8MANm4zOtPxE8zzVBA_AhQ8gA7pc3gL1Mt3N2M_RBIKPeVQVHffuPQof516pku6OFY-Rh5sRoev1wrM8EijP8bim1SW2fJUoJzZD3rOsS-Fm8AMBdehVVrwiCqtSOhTAgDDY4?key=yQE9ZWMuYYKn5fHix-eW_EBg]
Figure 1.1: “Consumers’ purchasing behaviour and choices transformed towards buying before sustainable products over the past 5 years worldwide in 2022”
(Source: Statista, 2022)
From the above graphical representation, it is analysed that the majority of customers all over the world have implemented their “purchasing behaviour” has transformed a lot extraordinary compared to 5 years prior, in 2022. Moreover, almost “⅓ of surveyed shoppers” demonstrated a modest transformation, while almost 36% said that they purchase sustainable items reliably more often (Statista, 2022). Almost 1 in “10 respondents” have agreed that they had transformed around their path of life to become a sustainable environment. 
As the battle against climate becomes increasingly essential, consumers all around the globe have turn more willing to purchase more for sustainability. In 2022, the “median sustainability premium” that consumers all over the world recognised as acceptable for the implementation of “consumer goods” and analysed to almost 27% (Statista, 2022). On the contrary, almost 10000 shoppers from all over the world are supposed to spend up to an average of 27% more for the production of sustainability consumer goods and services. Furthermore, customers with higher incomes were supposed to pay more than those with average and less incomes. More than 1000 brands and companies are aware of the current trend towards safeguarding and are taking some significant steps to market sustainability (Statista, 2022). Allowing different buyers to properly recycle their items, as well as mapping and tracking their emissions, are just some examples of initiatives with an effective share of high-quality brands that have taken over the past 2 years.
According to the World Economic Forum (2023), almost 65% of CEOs surveyed across almost 40 countries collected data about sustainability that had become a core part of business strategies. On the contrary, Edelman (2022) interpreted that 58% of customers believed companies should act on social and environmental problems even before the launch of rules and regulations of the government. 
Furthermore, the promotion of businesses can be done through their sustainability credentials, along with consumer scepticism that has also risen regarding greenwashing, where corporations falsely claim lots of environmentally friendly practices. The discrepancy underscores the requirements to specifically investigate, as the sustainable initiatives mainly influence customer decisions if factors like convenience and price dominate the buying behaviour of customers to dominate purchase behaviour of consumers.
As per the report of PwC, it is found that almost 72% of customers consider sustainability essential, while only 23% of buyers consistently select sustainable items over conventional alternatives (PwC, 2023). This issue points to a crucial connection between the ideals of consumer and practical buying behaviour. Investigating this phenomenon will not specifically contribute towards the rise of academic understanding of actionable insights for businesses seeking to connect their sustainability tactics with authentic consumer expectations. 
Moreover, different policymakers and advocacy groups need proper insights into consumer behaviour to improve behaviour to craft interactive campaigns and regulations to safeguard sustainable consumption patterns. Hence, the interpretation of the dynamics of consumer responses to sustainable business practices will provide multidimensional advantages across different corporate industries and societies. 
[bookmark: _Toc197001818]1.6 Study Significance
The research study will provide major relevance for different stakeholders involved in business practices. For business practices, it will furnish strategic insights into how sustainability and CSR can be widely integrated into affordable brand positioning to drive customer sales and loyalty. For academic investigators, the study will usually contribute to the literature on sustainable consumption by addressing the gap between theory and practice to provide an empirically grounded examination of the “attitude behaviour gap”. The research will also explore emerging trends like the effectiveness of digital transparency tools like “blockchain” and “supply chain management” on improving the trust of consumers in sustainability claims. Consumers will also get an indirect advantage from the study by encouraging businesses to adopt proper and impactful sustainability practices. Moreover, “policymakers” and “Non-governmental Organisations (NGOs)” will assist in using the findings to create advanced public awareness campaigns, green innovations and regulatory rules that support “sustainable consumerism”. In the end, this research study will contribute to improving the global agenda to promote sustainable development, responsible supply chain management and patterns of ethical consumption with the assistance of “United Nations Sustainable Development Goals (UNSDG)”. The UNSDG that will be selected for this research purpose is “UNSDG 12: Responsible Consumption and Production”. 


[bookmark: _Toc197001819]2. Literature Review
[bookmark: _c24zikjahera][bookmark: _Toc197001820]2.1 Identifying sustainable business practices
Sustainable business practices refer to the efforts made by companies to operate in a manner that protects the environment, supports social well-being and promotes economic growth over the long term. These practices are crucial for reducing environmental damage, building trust with consumers, and ensuring that resources are available for future generations. Businesses that commit to sustainability often experience increased brand loyalty, operational efficiencies, and improved competitiveness.
· Use of renewable energy: Switching from fossil fuels to renewable energy sources such as solar, wind or hydroelectric power is a major sustainable business practice. As of 2020, about 29% of the world’s electricity was generated from renewable sources (United Nations, 2025). Businesses like Google and Apple have already committed to using 100% renewable energy for their operations, which reduces greenhouse gas emissions and operational costs over time (Tachev, 2022).
· Waste reduction and recycling: Minimising waste generation and promoting recycling are central to sustainability. Companies are redesigning products to use fewer materials, improving recycling systems, and developing take-back programs. For example, Adidas contributed to “producing more than five million pairs of shoes containing recycled plastic waste” (Adidas Group, 2025). 
· Sustainable supply chain management: A sustainable supply chain ensures that raw materials are ethically sourced and that suppliers follow environmental and labour regulations. A 2022 study by UNEP found that up to 90% of a company's environmental impact comes from its supply chain (Gonçalves, 2020). Companies like Patagonia perform detailed supplier audits to ensure ethical sourcing of cotton and wool.
· Eco-friendly packaging: Traditional packaging materials like plastic are being replaced by biodegradable, recyclable or reusable options. According to a Trivium Packaging survey, “67% of consumers consider themselves to be environmentally aware” (Anderson, 2023). Major brands such as Coca-Cola have pledged to make all packaging recyclable by 2025.
· Water conservation: Water is a precious resource that is often overused in industrial processes. Sustainable businesses implement practices like water recycling, rainwater harvesting, and using water-efficient technologies. For instance, Levi’s reported saving over 3 billion litres of water since launching its Water<Less® techniques in denim production (Levi, 2025).
· Innovation in sustainable products and services: Businesses develop and innovate new products and services that meet consumer needs while reducing environmental impacts. For instance, Tesla’s electric vehicles address “less water per vehicle than the industry average” and “recycled 90% of manufacturing waste in 2023” (Tesla, 2025).
[bookmark: _wb88pnurhbn5][bookmark: _Toc197001821]2.2 Consumer awareness of sustainable business practices
Consumers are highly aware today and effectively motivated by sustainability, as 73% of consumers stated that they would definitely or probably change their buying habits to reduce environmental impact (Nielsen, 2025). It indicates that consumer awareness of sustainability has grown rapidly because of social media, education, and media coverage. According to Thangavel et al. (2022), consumers, especially millennials and Gen Z, are more informed than ever about how businesses operate. It suggests that businesses that focus on sustainability have a big opportunity to attract these consumers. Yang et al. (2021), have argued that though awareness is rising, many consumers are confused about what “sustainable” truly means. It shows that while consumers might want to support sustainable companies, they often lack detailed knowledge about what practices are genuinely sustainable.
[bookmark: _lib0ria4xrpl]Paul and Bhattacharyya, (2023), also discussed the concept of “attitude behaviour gap”, which means a difference between what the customers say and what they do. According to consumers, they care about the environment, but when it comes to actually purchasing, they pick cheaper or more convenient options. The findings indicate that there is awareness, but it is not always strong enough to alter the buying behaviour. However, as stated by Hasnin et al. (2024), consumer education and clear company communication can greatly increase awareness and understanding. In other words, it can be said that companies explain sustainability efforts clearly, using simple language and showing certifications like Fair Trade, consumers are more likely to trust and support them. It implies that businesses have to do a better job at educating customers than simply marketing to them. It means that while consumer awareness of sustainable business practice has increased dramatically, it has not reached a level of understanding. Even companies promoting efforts in sustainability-driven purchasing need to educate consumers in simple and simple ways.
[bookmark: _Toc197001822]2.3 Influence of sustainable business initiatives on consumer trust and brand loyalty
Today, sustainability of business projects is important, like using eco-friendly materials, cutting carbon emissions or involving social causes. While different researchers and authors have explored how these initiatives affect consumer trust and brand loyalty, their views sometimes coincide and sometimes do not. According to Peterson et al. (2021), sustainable practices assist in building confidence from consumers as it shows that authorities take care of something else aside from providing a benefit client care. What it means is that, given that it makes sense for businesses to start focusing more on the environment and social issues, it favours them: consumers will trust them and start becoming loyal to them. Dobre et al. (2021) also supported that modern consumer, especially Millennials and Gen Z, prefer brands that are in line with their values. It means that when people realise that a company is benefiting the world, they are happy to support it. 
Besides this, Agu et al. (2024), have stated that trust is a key foundation for brand loyalty developing among consumers, which highlights that sustainable initiatives enhance a company's credibility. If a brand communicates its green efforts honestly and consistently, consumers begin to trust its promises. Over time, this trust leads to repeated purchases and stronger loyalty of customers over the long term. However, Lopes et al. (2023), have stated that sustainable marketing can backfire if consumers perceive it as fake or exaggerated, which is known as greenwashing. It refers to that if a company boasts about being eco-friendly but does not back it up with real actions, consumers feel betrayed, and both trust and loyalty drop. 
While true sustainability efforts can build trust, fake or superficial actions can destroy it faster than if the brand had done nothing at all. 
In contrast, Narayanan and Singh, (2025), have added that strong activism, especially when linked to sustainability, creates emotional bonds with consumers. Consumers are not just loyal because they like the product but because they feel emotionally connected to the brand's mission. Communication also plays a crucial role in influencing customers regarding sustainable initiatives of the company. According to Khandai et al. (2023), consistent communication about sustainability helps build long-term loyalty. Therefore, bands need to balance showing their sustainable actions without overhyping them to their customers. It can also be stated that sustainability initiatives work best when combined with product quality and good service. While consumers appreciate green efforts, they still prioritise product performance and value for money. In today's world, successful companies blend sustainability with strong products and honest communication to truly earn long-term consumer loyalty.
[bookmark: _jyjlpu1xtf4t][bookmark: _Toc197001823]2.4 Challenges faced by businesses in influencing consumer decisions through sustainability 
Many researchers have studied the challenges that businesses face when they try to encourage consumers to make sustainable buying choices. Although sustainability is becoming more popular, companies still struggle to influence consumer behaviour. According to Oppong-Tawiah and Webster, (2023), one of the biggest problems is greenwashing, which happens when companies exaggerate or falsely advertise their products as sustainable. As a result, many consumers have become sceptical as customers do not trust the sustainability claims of businesses and they are less likely to change their buying habits. Businesses face the problem of rebuilding trust and proving that their sustainability initiatives are real and effective.
 However, Grunwald et al. (2025) suggested the main problem as the “value action gap”, where even if consumers value sustainability, they often do not act on those values when making purchases. It illustrates that people tend to choose cheaper or more convenient products over sustainable ones when there is a price difference. In fact, according to their study, 66% of consumers are willing to pay more for sustainable products, but only 26% do (HBR, 2025). It is a major problem for the company to convince the customer that the sustainable product’s higher price is worth it.
Gulfraz et al. (2022), have also addressed that many customers do not understand the real impact of their buying decisions. For example, a consumer may not know how much water is used to make a cotton T-shirt or the pollution caused by plastic packaging. If consumers were better educated about these impacts, they would be more willing to choose sustainable options. Businesses, therefore, need to invest in educating the public, which takes time, money, and effort. 
Sustainability is often a complicated topic and businesses struggle to explain it in a way that is easy for consumers to understand (Peters and Buijs, 2022). Emotional storytelling rather than facts and numbers is the key to influencing buying decisions. Without strong communication strategies, businesses find it hard to inspire real change in customer behaviour.
Qayyum et al. (2023), discussed the issue of consumer cynicism as in past cases of fake “green” marketing campaigns have made many consumers cynical. Businesses might have sustainable products, but if these products are not easily available in stores or not marketed properly, consumers may never even see them. It reduces the chances of improving buying behaviour through sustainability. It is clear that for businesses to succeed in improving consumer buying decisions through sustainability, they must not only create sustainable products but also build trust and communicate clearly.
[bookmark: _7e5rgq10nkl6][bookmark: _Toc197001824]2.5 Theoretical Application
Theory of Planned Behaviour (TPB)
“Theory of Planned Behaviour” explains that people's actions are guided by three things: their attitudes, social pressure, and perceived control (Jin et al. 2021). In sustainable business practices, TPB relates because if consumers believe that buying eco-friendly products is good (attitude), it supports sustainability (social norms). It also feels that it is easy to find and afford green products (perceived control) and they are more likely to make sustainable purchases. Businesses can use TPB by running marketing campaigns that show sustainability as a positive trend, which makes green products more available and affordable. It highlights how buying sustainably is a simple action that creates real environmental impact. Thus, consumer purchase decisions can be strongly influenced toward sustainable products.
Maslow’s Hierarchy of Needs
Maslow’s Hierarchy of Needs is a theory that says people must satisfy basic needs like food and safety before they move to higher needs like belonging, esteem, and self-actualisation (Omodan, 2022).  Sustainable business practices connect mainly to the higher levels of esteem and self-actualisation. When companies promote eco-friendly products, they can appeal to consumers’ desire to feel proud, respected, and responsible global citizens. Buying sustainable products allows consumers to show they care for the planet and society (Rahman and Nguyen‐Viet, 2023). Businesses can use Maslow’s theory by highlighting how choosing sustainable goods fulfils a deeper personal value, not just meeting a need, but contributing to a better world. Ads that focus on identity can motivate consumers to make more sustainable purchase decisions because they connect to their inner goals of growth and contribution.
[bookmark: _nzseaviflkbm][bookmark: _Toc197001825]2.6 Literature Gap 
While the review discusses different sustainable business practices, rising consumer awareness and challenges businesses face in influencing purchase decisions, it mostly focuses on general consumer behaviour. It does not deeply explore differences across various consumer groups, such as age, income, or cultural backgrounds. Additionally, the review does not examine the long-term effects of sustainability efforts on brand loyalty beyond initial purchase decisions. Finally, it lacks discussion on how digital platforms like social media and e-commerce websites can better communicate sustainability messages to influence consumer buying behaviour more effectively over time. Thus, it creates a room for conducting future research to lead to effective research findings.


[bookmark: _Toc197001826]3. Methodology
[bookmark: _Toc197001827]3.1 Philosophy
In this study, “Interpretivism Philosophy” will be used to investigate overall phenomena by analysing the subjective meanings behind the behaviour of consumers within sustainable business practices. This philosophy elaborates that human behaviour is influenced by different experiences, emotions, along cultural contexts that the study will target to investigate. 
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Figure 3.1: Research Onion
(Source: Saunders et al. 2019)
“Interpretivism Philosophy” will best suit this research as it assists in an exploration of the underlying perceptions and attitudes with the valid shape of consumer decisions related to the implementation of “sustainable business practices”. This research will not seek to quantify the behaviour of consumers, but will investigate the perceived reality of consumers and the specific perceptions influencing their buying decisions (Saunders et al. 2019). The advantage of implementing “interpretivism philosophy” in this research is that it furnishes insights into the nuanced techniques in which consumers compare and react to different sustainable business practices within the marketplace, which cannot be captured using quantitative methods alone. Interpretivism will also assist the study to consider not only the external action, like “purchasing behaviour but also the internal action, like the cognitive techniques of consumers, like values, beliefs and sustainability attitude. This will assist in creating an authentic understanding of how businesses can improve the behaviour of customers through overall sustainability growth. 
The disadvantage of implementing the “interpretivism philosophy” is that it creates problems in generalising findings due to the loss of focus on specific contents related to sustainable business practices, along with customers' purchase decisions. This creates a lack of reliability and representativeness that can also be compromised by the overall perspective of the researcher. 
[bookmark: _Toc197001828]3.2 Approach
The study will use a “Qualitative Deductive Approach” in order to authorise theories that are used as empirical data to challenge the implementation of sustainable business practices. In this study, the researcher will adopt different theories on “consumer behaviour and sustainability” to investigate real-life cases, along with secondary information from existing sources (Alharahsheh, and Pius, 2020). The purpose of the “deductive approach” is to analyse connections between “sustainable business practices” and “consumer purchasing behaviour.
The advantage of the deductive approach is to investigate whether the current literature and frameworks on sustainability in customer behaviour hold true in the topic of sustainable business practices. 
With the assistance of the “deductive approach”, the study will explore how different theories connect with actual responses of consumers to demonstrate sustainable business practices. On the contrary, the main disadvantage of the deductive approach is that it relies precisely on the accuracy of initial premises, which are flawed in the entire process, which can lead to improper conclusions. “Deductive Approach” also struggles with dynamic and complex situations due to the absence of flexibility, and concentrates on existing frameworks that can simply limit its applicability within certain contexts. 
[bookmark: _Toc197001829]3.3 Design
The study will implement a “secondary qualitative research design” to effectively understand the impact of sustainable business practices on “consumer buying decisions”. Secondary qualitative data sources will be gathered from authentic qualitative sources, which include business reports, case studies, surveys, interviews and academic literature. However, for this research, secondary qualitative data will provide insights into the occurrence of consumer behaviour and data collection will be done from different regions, industries and periods (Bell et al. 2022). 
The advantage of implementing a “secondary qualitative research design” in this study is to examine trends within consumer attitudes towards sustainability across distinctive market segments like fashion, food and technology, which have distinctive sustainability problems, along with consumer perceptions towards the sustainability across distinctive segments in market like food, fashion and technology, which have distinctive sustainability issues and perceptions of consumer. The other benefit is that the study will use “thematic analysis” to examine the information and data related to customer buying decisions. This research method assists in identifying, analysing and reporting patterns within information. This will simply assist in analysing and implementing recurring themes related to the advanced behaviour of customers and sustainability, like brand trust, willingness to pay and advanced sustainable items with perceptions of CSR. 
The disadvantage of adopting a “secondary qualitative research design” is the absence of original data collection and drawbacks linked to specific questions of researchers related to the rise of sustainable business practices and their positive and negative impact on “consumer buying decisions”. 
[bookmark: _Toc197001830]3.4 Strategy
In order to answer the study objectives, the research will adopt a “case study strategy” as this specific approach will allow for deep analysis of how “sustainable business practices” impact “consumer purchase decisions” within distinctive companies or industries. By investigating different case studies, the research will furnish detailed information on real-world examples where the initiatives of sustainability have either profoundly influenced the behaviour of consumers or where they have had less effectiveness within different products or items (Americo et al, 2024). From distinctive industries, case studies will be drawn from distinctive industries that have demonstrated different sustainability efforts like “fashion”, “food and beverage” and “technology”. 
These case studies will furnish a comparative analysis of distinctive approaches to sustainability, along with the respective customer results. The research will investigate qualitative data from distinctive case studies, consisting of “consumer feedback”, “corporate sustainability reports” and “marketing campaigns” on these specific sustainable companies, which is a major advantage. This will assist in undercover the connection between reliable sustainability practices, which are eco-friendly packaging, ethical sourcing and high carbon emission, along with positive consumer responses (Zikmund et al. 2010). The disadvantage of using the “case study strategy” is fewer findings for broader populations and replication of problems due to the unique nature of new cases related to the integration of sustainable business practices to transform consumer buying decisions. The other disadvantages of using the “case study strategy” are the loss of generalisability and issues in the replication of data linked to sustainable business practices. 
[bookmark: _Toc197001831]3.5 Sampling
As this study relies on secondary information, the idea of “purposive sampling” will be adopted to concentrate on identifying important reports, case studies, websites and academic articles related to “sustainable business practices” and “consumer purchase behaviour” (Johnston, 2022). With the help of “purposive sampling”, the importance of case studies and reports will be chosen should focusing on companies that have executed sustainable business practices to demonstrate operations. The selected case samples also furnish evidence of consumer responses, along with behaviour linked to sustainability practices, with the help of “purposive sampling” (Ruggiano and Perry, 2022). Moreover, the recency of data collected from different sources published within the past 5 years, from 2021 to 2025, contributing to the research, reflects contemporary attitudes and trends related to sustainable business practices.  
[bookmark: _Toc197001832]3.6 Data Collection Method
This study will use a “secondary data collection method”, which will be collected from existing sources like books, journal articles, online articles and websites related to sustainable business practices and consumer buying behaviour. “Academic journals” will provide theories and empirical research studies linked to consumer behaviour and sustainability. On the contrary, industrial reports from market firms like “McKinsey & Company”, “Nielsen” and “Statista” will specifically provide insights into customer trends, preferences, along with buying behaviour linked to the improvement of business sustainability (Yubo, 2023). Data for this research will also be gathered with the help of corporate sustainability reports, like transformation in product sourcing, energy use, packaging and some major efforts that have been received by consumers. Moreover, different NGO publications also provide reports to governments, like “United Nations Environment Programme (UNEP), along with “World Economic Forum (WEF)”, which will furnish a broader context on global sustainability trends and consumer awareness. 
By using secondary information, the study will have leverage to a wealth of pre-existing details without the requirement for primary data gathering by making it a time and cost-effective technique. 
[bookmark: _Toc197001833]3.7 Data Analysis Method
After gathering data, “thematic analysis” will be used to interpret results by examining detailed information in-depth. Themes will be created in thematic analysis from literature and objectives, and some major steps to create themes include “Familiarisation with the Data”, “Coding”, “Theme Identification” and “Interpretation”.  Data will be familiarised when the research investigator reads through the chosen reports, case studies and articles (Symon and Cassell, 2022). “Theme Coding” will be done by analysing keywords and ideas linked to “consumer purchase behaviour” and “sustainability business practices”. Keywords like “consumer perceptions”, “business sustainability”, “corporate transparency” and “purchase behaviour” will be used to code themes. The final step involves theme interpretation that helps to contrast and compare themes with existing literature on “consumer behaviour” and “sustainability”. 
[bookmark: _Toc197001834]3.8 Time Plan
	Activities/Weeks
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6
	Week 7
	Week 8

	Selection of Topic
	
	
	
	
	
	
	
	

	Implementing Aim, Objectives and Questions
	
	
	
	
	
	
	
	

	Collect secondary information for the Literature 
	
	
	
	
	
	
	
	

	Research Methods and Design 
	
	
	
	
	
	
	
	

	Findings and Analysis
	
	
	
	
	
	
	
	

	Discussions
	
	
	
	
	
	
	
	

	Conclusion and Recommendations 
	
	
	
	
	
	
	
	

	Final Submission
	
	
	
	
	
	
	
	


 
Table 3.1: Gantt chart
[bookmark: _Toc197001835]3.9 Ethical Considerations 
[bookmark: _Toc197001836]In this study, the ethics of “Data Integrity”, “Transparency” and “Confidentiality” will be adopted to protect the data of articles and existing sources related to sustainability business practices and consumer buying behaviour (Lu and Wang, 2023). “Data Integrity” will help in accurate citation of collected information, and the study will not manipulate or misinterpret the results. “Confidentiality” will assist in protecting any consumer testimonies and proprietary data related to this research. In the end, “transparency” will assist in outlining both methodology and data sources while ensuring the research study. 
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