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[bookmark: _Toc228362615]                                       ABSTRACT
The dissertation investigates consumer attitudes towards Tesco recycling programs and also evaluates the impact of this attitude on sustainable behaviour in the retail sector in the United Kingdom. The dissertation is placed in the context of the increased significance of sustainability in retail where organisations are now increasingly expected to minimise the environmental impact and encourage responsible consumption. Although recycling infrastructure and communication have been largely invested in, there are indications that consumer participation is not consistent, which indicates a mismatch between organisational activities and behavioural practice. The research adopts an inductive approach, and a qualitative secondary data design is based on this study. The publicly available sources were utilised to gather data, such as consumer reviews, social media discussions, corporate sustainability reports, and policy documents. Key patterns and insights were identified with the help of thematic analysis, in accordance with the framework by Braun and Clarke. The results indicate that there are four prevailing themes affecting consumer behaviour, which are confusion and lack of clarity in recycling messages, distrust and cynicism of sustainability messages, convenience and accessibility to recycling plans, and motivation to act in a certain way because of social norms and environmental consciousness. The paper shows that these variables have mutual interdependence and determine the success of recycling programs organised by retailers collectively. The study adds value to the existing literature by generalising behavioural theories in retailing and the significance of consumer-based sustainability approaches. There are practical suggestions on how to enhance communication, increase trust and improve recycling infrastructure. The paper concludes that effective sustainability projects must be approached in a holistic manner and that they should combine clarity, credibility and convenience to create significant behavioural changes.
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[bookmark: _Toc227429155][bookmark: _Toc228362616]                             Chapter 1: Introduction
[bookmark: _Toc227429156][bookmark: _Toc228362617]1.1 Introduction 
Sustainability has risen the agenda in recent years across the UK retail industry, with many businesses having to face up to environmental responsibilities. From pressures to improve their approaches to plastic waste and tackle climate change, UK retailers are facing both consumer and political pressure to improve their environmental credentials across the board. This includes improving waste management and recycling measures (Jones,2025)
Supermarkets have a special opportunity to influence sustainable consumption behaviours due to being primary intermediaries between manufacturers and consumers, because of the packaging decisions, in-store infrastructure and communicating with the consumers. With the mounting concern about environmental issues, consumers are increasingly demanding that retailers not only minimise environmental impacts, but also offer clear, credible, and accessible information that would allow consumers to act responsibly by engaging in recycling activities.
Although most companies are committed towards sustainability, recycling items in the UK is not uniform, and the rate of contamination of recyclable items has been affecting the performance of the waste management systems (Olarewaju et al., 2024). Government reports indicate that there has been a constant problem related to ambiguous labels on recycling, disjointed local government recycling schemes, as well as consumer ignorance on how to dispose properly. These problems indicate that technical solutions of recycling are not enough and that behavioural and perception issues are critical to the success of sustainability efforts. As a result, the perception of consumers regarding recycling initiatives by retailers has emerged as a significant field of scholarly and managerial research.

[bookmark: _Toc227429157][bookmark: _Toc228362618]1.2 Background to study
The concept of sustainability has emerged as the key strategic issue in the modern business world, and especially in the retail industry, where companies have extensive control over the production, consumption, and waste distribution patterns. Regulators, consumers and other environmental stakeholders in the United Kingdom are putting extra pressure on retailers to confront the environmental impact that packaging wastes produce, as well as contribute actively to recycling and circular economy agendas (Jones, 2025)
The retail sector in the UK produces large amounts of packaging waste, and plastic packaging is a burden category as it has been discovered to persist in the environment, and it has low recycling rates (Mendonça, 2025). As a reaction, a variety of regulatory measures have been advanced, such as long-term producer responsibility programmes and national policies that contribute to decreasing plastic waste and enhance the performance of recycling. This has put greater pressure on retailers to act as leaders around sustainability and      assist the consumers in adopting ecologically friendly habits.
Large supermarket chains have been retaliating with recycling programmes including simplified packaging systems, better labelling on the packs and provision of recycling opportunities within the stores of materials that otherwise are not picked up by household waste collection programmes (May and Fearne, 2024). There is, however, evidence to indicate that such initiatives do not necessarily end up in effective consumer engagement. Consumers often complain that they are confused about what is recyclable, where and how to recycle and that the recycled materials are being processed or not as they promise. This uncertainty threatens to undermine confidence in the sustainability commitment of the retailers and can also scare people off from joining recycling schemes altogether.
[bookmark: _Toc227429158][bookmark: _Toc228362619][bookmark: _Toc227429159][bookmark: _Toc228362620]1.3 Identification of the Research Problem
The key issue considered in this dissertation is the apparent lack of connection between the retailer-led recycling plans and the consumer recycling behaviour. Although Tesco has heavily invested in sustainability and recycling facilities, consumer response is not even, and this may indicate that perceptual and communicative barriers could be deterring behavioural results. The existing literature has concentrated mainly on the household recycling systems or national policy interventions, where little attention has been paid to retailer-based recycling plans and consumer understanding of the recycling plans. This loophole is troublesome to theory and practice. Academically, it constrains the knowledge on how behavioural theories work in the retail setting. Managerially, it limits the capability of the retailers to strategise good interventions which shall appeal to the consumers and attain the sustainability goals. To resolve this issue, it is necessary to study the problem in depth, examining the consumer perceptions, meaning, and experiences of retailer-sponsored recycling programmes(Anjum et al.,2023)
[bookmark: _Toc227429160][bookmark: _Toc228362621]1.4 Rationale 
The theoretical and practical grounds substantiate this study. Theoretically, it adds to the body of knowledge on pro-environmental behaviour through its application of the expounded models of behaviour, including the Theory of Planned Behaviour and Nudge Theory, to the supermarket recycling programmes. The study offers a more contextualised picture of recycling behaviour by investigating the functioning of attitudes, perceived behavioural control, and trust and choice architecture in retail contexts.
In practice, the study can be useful to Tesco, as well as the general retail industry. The findings can be used to make improved communication choices and operational changes more effective by identifying a source of consumer disengagement, scepticism, or confusion. The improved knowledge of consumer perceptions can assist retailers in implementing recycling programmes that are more understandable, trustworthy, and convenient, which will cause more people to participate in them and will facilitate long-term sustainability objectives(Tesco PLC,2023a)
[bookmark: _Toc228362622][bookmark: _Toc227429161]1.5 Research Aim
The aim of this research is to explore consumer perceptions of Tesco’s recycling initiatives and to examine how these perceptions influence sustainable recycling behaviour within the UK retail sector.
[bookmark: _Toc228362623][bookmark: _Toc227429162]1.6 Research Objectives 									The objectives necessary to achieve this aim are as follows:
· To examine how consumers perceive Tesco’s recycling initiatives and sustainability communications.
· To identify the factors influencing consumer engagement with Tesco’s recycling schemes through a critical review of qualitative studies.
· To analyse the role of communication clarity, trust, and perceived convenience in shaping recycling behaviour.
· [bookmark: _Toc227429163][bookmark: _Toc228362624]To develop evidence-based recommendations for improving retailer-led recycling initiatives and consumer engagement strategies.

1.7 Research Questions
The questions that need to be addressed in the empirical study are as follows:
· How do consumers perceive Tesco’s recycling initiatives and associated sustainability messaging?
· What factors influence consumer engagement with recycling schemes implemented by Tesco?
· How can retailer-led recycling initiatives be improved to enhance clarity, trust, and consumer participation?



[bookmark: _Toc228362625][bookmark: _Toc227429164]1.8 Structure of the Dissertation
This dissertation has been divided into five chapters. Chapter 1 has provided the context of the research, statement of the problem, aim, objectives and research questions. Chapter 2 is a critical literature review of studies on recycling behaviour, sustainability communication, and retailer responsibility, which forms the theoretical basis of the study. Chapter 3 describes the research methodology, which is a qualitative research design, secondary data sources, method of analysis, and other ethical considerations. The thematic analysis results are provided in Chapter 4, together with discussion of findings in terms of the current theory and empirical studies. Chapter 5 summarises the main contributions made in the dissertation, recommendations, presents the practical implications, and proposes future research directions.
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[bookmark: _Toc228535937]                          Chapter 2: Literature Review
[bookmark: _Toc227429167][bookmark: _Toc228535938]2.1 Introduction
The chapter is a critical review of the policy and academic literature on the topic of consumer recycling behaviour, sustainability communication, and retailer-driven environmental initiatives in the United Kingdom retail sector. This review aims to determine the theoretical and empirical backgrounds on which the current study is based and to pinpoint gaps that can lead to further research. Since this dissertation is based on consumer perception of Tesco recycling activities, the literature is analysed in behavioural, communicative and organisational terms. Special focus is given to the impact of consumer attitudes, trust, convenience and information clarity on recycling behaviour in the retail context. This chapter builds a conceptual framework based on the synthesis of the insights provided by behavioural theory, sustainability research, and industry reports which support the research aim, objectives and questions stated in Chapter 1.
[bookmark: _Toc227429168][bookmark: _Toc228535939]2.2 Theoretical Perspectives on Recycling Behaviour
To explain the behaviour of recycling, it is necessary to have access to established behavioural theories that can be used to explain the way individuals make their intentions and translate them into action. The Theory of Planned Behaviour (TPB) developed by Ajzen (1991) is one of the most used theories of environmental behaviour. TPB suggests that behaviour is determined by behavioural intentions, which in turn are influenced by attitudes towards the behaviour, subjective norms and perceived behavioural control. Positive perceptions of environmental protection, social expectations to recycle, and the perceived ease of recycling are all related to higher participation rates in the context of recycling. Empirical research has always indicated the applicability of TPB to predict recycling behaviour, especially in the explanation of why awareness does not necessarily lead to action (Opusunju and Azubuike, 2025).
Nevertheless, critics suggest that TPB is overly rationalistic and does not take into account contextual and structural factors. Recycling behaviour is commonplace and time-strained where the choice to recycle is influenced not by will but by habit, convenience and cues of the environment (Todd and Faour-Klingbeil, 2024). This drawback has prompted researchers to integrate additional views including Nudge Theory in a bid to understand the behaviour dynamics in the real world. According to Reijula and Hertwig (2022), choice architecture may have a great impact on behaviour without limiting the freedom of choice. Examples of nudges used in the retail setting are recycling bins, the use of labels that are easy to read, and default protection that increases the ease of making sustainable choices. Studies have indicated that consumers tend to recycle more, even without strong pro-environmental attitudes, when recycling infrastructure is salient and when instructions are easy to follow.
The combination of TPB and Nudge Theory can be used to understand more holistically the recycling behaviour, considering both cognitive and contextual determinants (Nadeem, Ashraf and Hultman, 2025). This compounded view is especially applicable to the supermarket contexts where there is an active design of the physical and informational environment in which the decisions of disposal take place by retailers (Olarewaju et al., 2024). In the case of Tesco, this means that recycling behaviour by consumers is not only dependent on the personal environmental values but also on the communication and integration of the recycling programmes within the shopping experience.
[bookmark: _Toc227429169][bookmark: _Toc228535940]2.3 Consumer Trust and Sustainability Communication
Trust has become a pivotal concept in sustainability and consumer behaviour studies. Trust affects the acceptance of environmental claims, participation in sustainability programs and long-term behavioural change (Xu et al., 2025). Trust in the retail industry is closely associated with the perception of corporate credibility, transparency, and consistency. Once the sustainability messages are ambiguous, overstated, or deceptive, the consumers may become disinterested or sceptical, a process commonly referred to as greenwashing (Metreveli et al., 2025). Even the well-planned environmental programs may be sabotaged by such scepticism.
Empirical studies show that consumers often have a problem interpreting recycling labels and sustainability claims on packaging (Ogletree and Romero, 2026). Research carried out in the UK indicates that lack of consistent labelling systems and use of technical terms results in confusion and misinterpretation decreasing their confidence in appropriate recycling habits (MacDonald et al., 2024). According to WRAP (2023), a significant portion of consumers would like to recycle more but feel confused about what they can and cannot recycle and whether or not the processed recycled materials are recycled. This doubt undermines perceived behavioural control which is an element of TPB and discourages involvement.
Sustainability communication necessitates that it is clear, relevant and aligned to consumer values. It has been found that the use of simple, standardised labels and concrete instructions is more effective than abstract claims in the environment (Mendonça, 2025). Also, the openness of the results of recycling efforts, including the fate of the materials collected, can boost the trust and strengthen interest. In the case of big retailers such as Tesco, this is more crucial due to their visibility and influence (Osseo-Asare, 2022). The inability to spread the message about recycling initiatives could not only decrease the level of participation but also harm the brand image and customer loyalty.
[bookmark: _Toc227429170][bookmark: _Toc228535941]2.4 Convenience, Infrastructure, and Retail Environments
Convenience is always found to be a powerful predictor of recycling behaviour. When recycling is considered as an easy, time-saving and routine-compatible process, consumers will have a higher chance of recycling (Xu, 2024). Convenience in retail setting depends on the distance to the recycling location, the time and effort it takes to sort out materials, and how store-based schemes interact with household recycling systems. Poortinga et al. (2019) show that the perceived inconvenience increases are enough to considerably decrease the engagement in pro-environmental behaviours.
Recycling programs organised by retailers typically seek to fill gaps in household recycling services, especially those of soft plastics. The success of such efforts, however, hinges on consumer awareness and perceived usability (Ogletree and Romero, 2026). When the in-store recycling points are not well marked or are not always present, consumers can feel that it is a cumbersome exercise. Additionally, discrepancies between retailer plans and local government recycling policies can increase confusion and decrease trust. DEFRA (2022) recognises that recycling systems in the UK are fragmented, posing a challenge to consumers and recommends the increase in standardisation to enhance results.
In terms of behaviour, convenience plays with trust and communication. Places can be made easier to use through clear signage, intuitive design, and consistent messages, which can result in perceived control and less cognitive effort (May and Fearne, 2024). On the other hand, schemes that are not well integrated can support the notion that recycling is a complicated or pointless process. These dynamics underscore the need to look at consumer experiences and perceptions instead of expecting that the availability of recycling infrastructure will result in behavioural change.
[bookmark: _Toc227429171][bookmark: _Toc228535942]2.5 Retailers and Corporate Responsibility in Sustainability
Retailers contribute to sustainability in both their capacity as a business and an important social force. It is highlighted in the literature on corporate social responsibility that big organisations have a moral and strategic responsibility to reduce environmental degradation and to contribute to the objectives of society. Sustainability efforts in the retail industry are commonly designed as components of larger ESG efforts, balancing environmental performance with the sustainability of the business. Sustainability reports of Tesco reflect the intentions to decrease packaging waste, enhance recyclability, and encourage the shift to the circular economy.
Nonetheless, researchers warn that the success of CSR undertaking lies in the perceptions of stakeholders and not the organisational intentions of the organisation. The desired benefits might fail to be achieved when consumers feel that sustainability efforts are symbolic or not linked to daily practices. According to Evans et al. (2022), the issue of shared responsibility related to sustainability is frequently unclear among the consumers, retailers, and policymakers, which results in frustration and disengagement. This uncertainty is especially clear with recycling, under which consumers might not know what they are doing or the influence of their behavior. There is a dearth in academic literature on retailer-specific recycling programs, with the majority of research on policy frameworks or household behaviour. This gap limits the knowledge of the mediation of sustainability practices by retail environments and the perception of consumer responsibilities by retailers. Tesco as a case study in the UK can offer a chance to overcome this limitation and to come up with insights that are applicable to theory and practice.
[bookmark: _Toc228535943]2.6 Tesco’s Role in Retail Sustainability
Tesco, being the biggest supermarket retailer in the UK, is in an especially powerful position in terms of determining sustainable consumption and disposal behaviours. The organisation has been using various recycling programmes such as soft plastic recycling stations, repackaged packaging designs and improved sustainability messages (Imran et al., 2025). These should be part of the overall corporate social responsibility approach of Tesco, which is aimed at assisting the national recycling targets as well as enhancing the brand image and consumer confidence. Nevertheless, the reactions of consumers seem rather contradictory regardless of the magnitude of such campaigns. There is some indication in commentary of consumers and third-sector reports that Tesco has some sort of confusion about the way it communicates its recycling messages, or that consumers are generally sceptical about the credibility and performance of corporate sustainability narratives (Xu et al., 2025). The importance of these perceptions is that consumer trust and understanding are the determinants of behavioural change. Unless consumers clearly conceive or have faith in recycling efforts, then they are not likely to continue with it, despite organisational investment or will.
[bookmark: _Toc227429172][bookmark: _Toc228535944]2.7 Identified Gaps in Literature
The literature review demonstrates that there are several gaps that support the current study. First, behavioural theories of recycling behaviour include TPB and Nudge Theory, which are extensively used in the context of recycling behaviour, but the use of these theories in relation to the retailer-led efforts has not been well researched. Second, the current studies tend to focus on quantitative data on recycling rates and disregard qualitative data on consumer perceptions, meanings, and experiences. Third, very few empirical studies have been done on consumer perceptions of the sustainability efforts of retailers, especially in supermarket settings. Policy and industry reports recognise consumer confusion and disengagement but seldom explore these matters in a theoretical framework. On the other hand, the practical realities of retail operations and corporate sustainability strategies are often not considered in academic studies. This gap highlights the importance of the research that combines academic theory with the real-world retail environment. This research aims to fill these gaps, as well as to help build a more comprehensive picture of sustainable behaviour in retail contexts by factoring in consumer perceptions of the recycling activities undertaken by Tesco.
[bookmark: _Toc227429173][bookmark: _Toc228535945]2.8 Chapter Summary
The chapter has been a critical examination of the literature on recycling behaviour, sustainability communication and retailer responsibility and has provided conceptual background to the study. Attitudes, perceived control, and contextual cues are emphasised by behavioural theories, whereas empirical evidence emphasises the impact of trust, clarity and convenience in determining consumer engagement. Policy and industry reports also indicate that challenges pertaining to inconsistent systems and confusion among the consumers persist. Together, the literature suggests that there should be qualitative and retailer-driven research that focuses on consumer perceptions. The following chapter will describe the methodological strategy that will be used to fill these gaps and to reach the purpose of the research.
















[bookmark: _Toc228362635][bookmark: _Toc227429174]                      Chapter 3: Research Methodology
[bookmark: _Toc227429175][bookmark: _Toc228362636]3.1 Introduction
This chapter presents the research methodology that was adopted to conduct a study on consumer perceptions about recycling activities undertaken by Tesco and their impact on sustainable behaviour in the United Kingdom retail market. It will give a comprehensive reason of why research design, data reference, method of analysis as well as ethical considerations are the basis of the study. Taking into consideration the exploratory character of the research purpose and the focus on the perception, meanings, and experiences, the qualitative research strategy is chosen. To be more precise, the research design that will be used is a secondary qualitative study, which uses publicly available data sources to come up with insights about consumer attitudes, behaviours, and interpretations. The chapter also explains the thematic analysis as the means of identifying patterns within the data, as well as discusses steps to be taken to guarantee the credibility, reliability, and validity of the findings.
[bookmark: _Toc228362637][bookmark: _Toc227429176]3.2 Research Philosophy 
The philosophical perspective of the research is based on interpretivist, where it is assumed that the reality is a social construct, and the understanding of human behaviour should be based on the investigation of subjective meanings and experiences. Interpretivism would be quite suitable in this research since what consumers think of recycling programmes cannot be conceived as objective facts but are influenced by personal meanings, social environments and previous experiences. According to Saunders et al. (2019), interpretivist research aims to gain insight into the phenomenon through the eyes of those who are subject to it, which makes it a suitable methodology in the study of attitudes, beliefs, and motivations behind a behaviour.
3.3 Research Approach
According to the philosophy, inductive approach is taken in the study. Instead of testing some preset hypotheses, the scope of the research is to come up with insights and themes as an outcome of the data itself. Inductive reasoning permits one to allow patterns and relations to develop, and this can be especially useful when investigating under-researched phenomena like consumer attitudes to retailer-specific recycling programmes. This methodology is consistent with the qualitative research traditions which rely on in-depth knowledge rather than generalisability (Bryman, 2016).
[bookmark: _Toc227429177]

[bookmark: _Toc228362638]3.4 Research Design: Secondary Qualitative Study
The study employs a qualitative research design based on secondary data sources. Secondary research is based on the analysis of the existing data collected by other researchers with whom the current study is not performed, whereas this study is the usage of the publicly available sources of information without any participation with the research subjects. This design is suitable because of several reasons. To begin with, the research questions are about perceptions, discourse, and interpretation and not measurable variables, so the qualitative data is more appropriate compared to quantitative methods. Second, secondary data will allow obtaining a large amount of consumer opinions in naturalistic environments, including online feedback and social media conversations. These are the sources that give real consumer experience without the possibility of bias that is caused by researcher-based data collection techniques. Third, a secondary data study is feasible and ethically effective and feasible especially in the limitations of time and resources that come with academic research. The secondary qualitative research approach has been a versatile method used in the study of social sciences to examine discourse, social opinion, and organisational communication (Johnston, 2017). The research can combine various sources of data, thus allow a wide range of opinions and make the analysis more comprehensive. Nonetheless, the shortcomings of secondary data such as the inability to control the quality of data and the possibility of biases are also admitted and discussed in the following section of this chapter.
[bookmark: _Toc228362639][bookmark: _Toc227429178]3.5 Data Sources and Collection
The sources of data to be used in this study are based on a variety of publicly available sources to provide scope and depth of study. These are the types of consumer-created content, e.g., online reviews and comments, the corporate documents, e.g., the sustainability reports by Tesco, policy publications by organisations like DEFRA and WRAP, and literature on recycling behaviour. Triangulation made it possible using a wide range of data sources improves the credibility of qualitative research, as one can substantiate their findings with the help of various sorts of evidence (Flick, 2018). The content of social media also includes reviews of consumers who can offer direct feedback on their experience and perception towards the recycling activities of Tesco. These data are especially useful since they reflect spontaneous and unsolicited opinions, which minimises the chances of social desirability bias. Information about Tesco regarding the sustainability strategies mentioned, communication approaches can be found in the corporation reports, which can then be compared to the organisational intentions and consumer interpretations. Recycling systems and challenges in the UK are presented in policy and NGO reports, which give contextual information about the issue and in academic studies which bring in theoretical and empirical insights on the issue. Data collection entailed the systematic search of relevant data by key word search of the relevant data according to the variables Tesco, recycling, sustainability and consumer perceptions. To be relevant, inclusion criteria were defined based on having to do with recycling behaviour, sustainability communication, or consumer experiences within a retail setting. Some of the exclusion criteria were outdated sources, irrelevant sources, and lack of credibility. This methodological process will make the set of data to be comprehensive and research oriented.
[bookmark: _Toc228362640][bookmark: _Toc227429179]3.6 Data Analysis: Thematic Analysis
They are analysed through thematic analysis which is a well-known qualitative technique of identifying, analysing and reporting patterns in data. The authors of this research (Braun and Clarke, 2006) provide a six-step model of thematic analysis that has been used in this project. The initial step is familiarisation with data by re-reading and taking notes. The second step involves the creation of preliminary codes that reflect valuable aspects of the data pertaining to the research questions. The third phase involves the coding of codes into possible themes and in the fourth stage, possible themes are reviewed and narrowed to achieve coherence and uniqueness. The fifth phase is defining and naming themes and the last phase is producing a formulated narrative integrating the themes with the research objectives and theoretical framework. Such a methodological strategy increases the clarity and objectivity of the analysis. Thematic analysis should be used especially in this research as it enables eliciting complex and detailed perceptions in various data sources. It will allow defining the patterns of recurring patterns concerning trust, clarity, convenience, and communication which are the core of the research questions. Moreover, thematic analysis is flexible and, therefore, conforms to the interpretivist and inductive approach that I will use in this research.
[bookmark: _Toc228362642][bookmark: _Toc227429181]3.7 Ethical Considerations
This is especially true in the research of data, which is related to humans, and even in cases where secondary sources are used. The research follows the accepted code of ethics as it presents publicly available data and does not provide any personal or identifiable information. The comments of the consumers are summarised where the need arises in order to maintain anonymity and the sources named in order to respect intellectual property. The secondary data will also minimise the chances of causing harm to the subjects since there is no face-to-face interaction. Nevertheless, the researcher will not forget that there is an ethical obligation to present data correctly and not to misinterpret it. The requirements of the ethical approval are satisfied as per the institutional guidelines, and the research is carried out with integrity and respect to all the stakeholders.
[bookmark: _Toc227429182][bookmark: _Toc228362643]3.8 Limitations of the Methodology
Although there are several strengths to the selected methodology, there are also some shortcomings to the methodology. The secondary data implies that the researcher cannot control the way data were generated and this may compromise quality and consistency. The content of online reviews and social media can be prone to self-selection bias since people who want to express their view on something might not necessarily represent the general population.
Moreover, due to lack of primary data, it is also not possible to explore deeper into the consumer experience or to clear up ambiguities in the data. Irrespective of these shortcomings, the fact that several data sources are used and a systematisation is conducted to analyse them helps to reduce any possible bias and strengthen the results.
[bookmark: _Toc227429183][bookmark: _Toc228362644]3.9 Chapter Summary
The chapter described the methodological framework of the study, which warrants the application of a qualitative, interpretivist, and inductive methodology. The secondary qualitative study design allows analysing a variety of authentic data sources, which would give deep information about how consumers view the recycling efforts of Tesco. The thematic analysis approach will allow the systematic and rigorous analysis of the data and the methods used to guarantee trustworthiness will increase the credibility and reliability of the results. Ethics and methodological shortcomings have also been taken care of and this presents a clear and impartial report of the research procedure. The following chapter summarises the results of the thematic analysis and shows major themes and trends that can be identified based on the information.


[bookmark: _Toc227429184][bookmark: _Toc228362645]                     Chapter 4: Findings and Discussion
[bookmark: _Toc227429185][bookmark: _Toc228362646]4.1 Introduction
The chapter illustrates and discusses the results of the thematic analysis of secondary qualitative data. The information was gathered within publicly available sources, such as consumer reviews, social media discussions, and corporate sustainability reports, as well as policy documents. Using the six-phase model suggested by Braun and Clarke (2006), the patterns and frequencies of the recurring meanings were determined and classified into major themes that represent consumer perception of Tesco recycling efforts. The analysis will be organised into four broad themes namely: (1) consumer confusion and lack of clarity, (2) trust and scepticism towards sustainability claims, (3) convenience and accessibility of recycling schemes, and (4) behavioural engagement and motivation. These themes are well related to the objectives of the research and give a holistic view on the impact of consumer perception on recycling behaviour in UK retail setting.
[bookmark: _Toc228362647][bookmark: _Toc227429186]4.2 Theme 1: Consumer Confusion and Lack of Clarity
One of the overarching trends that the data reveal is the overall confusion by consumers about Tesco recycling efforts, especially when it comes to packaging labels and recycling guidelines. The consumers are mostly confused about the materials that can be recycled and the place where they should be recycled (Jones, 2023). This confusion is often associated with the inconsistency of labelling and the absence of a standardisation between recycling systems. Consumer-created content demonstrates that people usually find it difficult to decipher recycling labels on the packaging, and some think that all plastic packaging can be recycled when in reality some types of materials need specialised screening points. This is in line with the results of WRAP (2023) who point at unclear labelling being a serious contributor to wrong recycling behaviours. The data indicate that Tesco attempts at making packaging communication better, although they do exist, do not necessarily allow removing ambiguity. Analytically, this theme is an indication of the perceived behavioural control in the Theory of Planned Behaviour (Ajzen, 1991). Lack of clarity in information caused by consumers makes them less sure of their capability to do the desired behaviour resulting in lesser participation. The results have shown that clarity does not just exist in terms of availability of information but also accessibility and understanding. The use of technical terminology, fine print, and unsystematic signs pose a cognitive barrier which deters interaction (Evans and Beacham, 2025). Also, the comparison shows that the misunderstanding is worsened by discrepancies between the retailer-initiated measures and local recycling ordinances. Consumers complain that when Tesco gives direction to them, they are not in agreement with the local recycling systems, and as a result, they are left in a dilemma about the right way to dispose of their goods. This discrepancy erodes trust and demonstrates the necessity to have more correspondence between the retailers and the waste management systems of the population.
[bookmark: _Toc227429187][bookmark: _Toc228362648]4.3 Theme 2: Trust and Scepticism Towards Sustainability Claims
The issue of trust turns out to be a key element that can determine consumer involvement in the recycling programs of Tesco. Although there are consumers who appreciate Tesco in reducing its environmental impact, others are sceptical about the genuineness and efficacy of the initiatives (UNEP, 2023). This cynicism tends to be linked with more general issues of corporate greenwashing and perceived misalignment between sustainability rhetoric and reality. Consumer discourse analysis shows that there are people who doubt the recycled materials are recycled or recycling programs are more of a symbol. Suggestions of the uncertainty on the ultimate destination of the collected plastics in the form of comments imply lack of transparency on communication. This observation aligns with Evans et al. (2022), who suggest that uncertainty in sustainability responsibility is likely to cause consumer disengagement. Communication quality is directly connected with trust. Consumers are more inclined to doubt the credibility of sustainability messages when perceived to be vague or over-promotional. On the other hand, open, specific, and explicit communications foster confidence and promote engagement (Bravi, Gori and Musso, 2022). The sustainability reports of Tesco are detailed about their environmental strategies, but the reports are not readily available and comprehensible to the ordinary consumer and thus have limited effect on their day-to-day behavior (Tesco PLC, 2023c). The results also emphasise the influence of past experiences on determining trust. Scepticism is built up by negative experiences like perceived discrepancies with recycling systems or experience with misleading environmental claims (Divyam, Jasrai and Gupta, 2025). This again supports the need to be consistent and reliable in sustainability communication. In the absence of trust even properly designed recycling programmes might not manage to achieve the desired behavioural results.
[bookmark: _Toc228362649][bookmark: _Toc227429188]4.4 Theme 3: Convenience and Accessibility of Recycling Schemes
The convenience is cited as one of the major factors that determine consumer involvement in recycling programs. The statistics show that consumers will adopt recycling programmes in Tesco when they find them to be convenient to use, available and as part of their current routine (RECOUP, 2023). Soft plastic recycling in-store is generally perceived in a favorable way but their effectiveness is determined by location, visibility, frequency of use. According to some consumers, not all the locations of stores have recycling points, which can be an obstacle to participation. Others also observe that the task involved in gathering and carrying the recyclable materials to the store can be a deterrent. These results align with the research of Poortinga et al. (2019), who prove that even the small inconveniences may considerably decrease the involvement in pro-environmental behaviours. It is also found in the analysis that convenience is directly related to both time and labor. When the process involves little extra effort on the part of the consumer on top of his or her normal shopping schedule, the consumers will have a greater likelihood of recycling (Anjum et al., 2023). As an illustration, the installation of recycling bins at the entrance of stores or exits can make more people take part, as the perceived burden will decrease. On the other hand, facilities that are not well placed or have poor signposting can be overlooked, and thus they do not work well (Bradley et al., 2025). Notably, convenience correlates with other themes that were found in the analysis. The confusion and the lack of trust can diminish the use of recycling facilities even in the presence of recycling facilities (Tesco PLC, 2023b). This implies that convenience cannot be used to motivate behaviour, it must be complemented by effective communication and credible message. These factors need to be incorporated to develop a smooth and interactive recycling process.
[bookmark: _Toc228362650][bookmark: _Toc227429189]4.5 Theme 4: Behavioural Engagement and Motivation
The last topic is on what drives and/or deters consumers from using recycling behaviour. The data show that one of the major driving factors is environmental concern, and many consumers show their willingness to minimise waste and help to make the world more sustainable (Greenwood and Reynolds, 2024). In most cases, however, motivation is held in check by practical and perceptual obstacles, such as lack of trust, inconvenience, and confusion (Hayyu and Simpraga, 2024). Another factor that influences behaviour is social influence. According to consumers, recycling is considered as a social norm especially in the communities where the awareness regarding the environment is high (Tesco PLC, 2023a). This is in line with the notion of subjective norms in the Theory of Planned Behaviour that argues that individuals are affected by the expectations of other people. Retailers may capitalise on this dynamic by facilitating recycling as an individual and social duty and emphasising on collective action (Dompreh Joy, 2025). The analysis also demonstrates that positive reinforcement has the potential to increase engagement. When consumers feel that their actions are significant and effective, they will be more likely to join in. Feedback about the results of the recycling efforts, e.g. how much waste was diverted off landfill, can assist in motivation and reinforcement of the behavior (Yang et al., 2025). On the other hand, absence of observable results can result in disillusionment and loss of enthusiasm. The other significant discovery is the presence of habit formation. When recycling behaviour is part of everyday life, it increases its consistency (Zervoudi, Christopoulos and Niotis, 2025). The recycling programs in-store by Tesco can facilitate the formation of habits, as it connects the process of recycling with the normal shopping process (Tesco PLC, 2023d). Nevertheless, this potential cannot be fully fulfilled in case one has to deal with obstacles in the form of confusion and inconvenience.	Comment by Richard Ashaye: You have not interpreted or illutstarted your findings. We need some graphs, tables, etc
[bookmark: _Toc228535962]4.6 Discussion of Key Findings
The results reveal the intricate interaction between cognitive, emotional, and contextual factors in influencing consumer recycling behaviour. The independent variables of clarity, trust, convenience, and motivation are not independent variables but rather interconnected factors that all play a role in engaging (Prabhakar and Gilmour, 2024). The analysis contributes to and develops the current body of literature by illustrating the working of these factors in the context of retailer-led recycling programs. The use of behavioural theories is a helpful guide towards explaining the results. The Theory of Planned Behaviour describes the impact of attitudes, subjective norms and perceived behavioural control on intentions, and the Nudge Theory emphasises the significance of environmental design and choice architecture. These frameworks provide a complete insight into the processes of consumer behaviour. Notably, the results show that retailer-based initiatives need to deal with informational and experiential aspects of behaviour. It is not enough to be a clear and available provider of instructions and facilities but also to create trust and encourage positive perceptions. This has a big implication on Tesco and other retailers aiming at improving the effectiveness of their sustainability strategies.
The discussion section provides a critical discussion of the findings in Chapter 4 against the available literature and theoretical frameworks as discussed in Chapter 2. This is meant to derive the meaning of the results, their importance, and their relevance to the theory and practice. It is discussed in terms of the major themes that were identified during the analysis: consumer confusion and lack of clarity, trust and scepticism, convenience and accessibility, and behavioural engagement. These themes are analysed based on the accepted behavioural theory, particularly the Theory of Planned Behaviour (Ajzen, 1991) and Nudge Theory (Reijula and Hertwig, 2022) to give a more insight into the mechanism that affects consumer recycling behaviour. Expanding upon this discussion, the chapter suggests a list of evidence-based practical recommendations to Tesco and the retail sector broadly. These suggestions will focus on the barriers to consumer engagement identified and improve the effectiveness of retailer-led recycling programs. The chapter ends with a summary of the overall contributions of the research and proposals on the future practice.


[bookmark: _Toc228535963]4.6.1 Consumer Confusion and Information Clarity
The results indicate that consumer confusion is a major impediment to successful intervention in the recycling programmes of Tesco. This is also in line with past studies that suggest that a lack of clear labelling and a lack of consistent recycling systems weaken consumer confidence and involvement (WRAP, 2023; UNEP, 2023). Although Tesco has tried to enhance their packaging communication, the fact that the confusion has not been completely eliminated implies that its efforts have not completely worked in the eyes of the consumer (Ritch, 2023). Theoretically, this observation can be attributed to the perceived behavioural control concept of the Theory of Planned Behaviour. If consumers are not sure of how to recycle properly, perceived ability to carry out the behaviour reduces and this results in the intention and action (Ajzen, 1991). This is where the need not only give information but make it easily comprehensible and practical. Moreover, the results complement the existing literature by showing that confusion is not merely a consequence of personal knowledge gaps but also systemic inconsistencies (Kuksa, Kent and West, 2024). The discrepancy between the instructions given by the retailers and the local authority recycling regulations causes a disjointed information context that makes it difficult to make decisions. This implies that enhancing transparency can only be achieved through concerted efforts among various stakeholders and not individual efforts by individual retailers.
[bookmark: _Toc228535964]4.6.2 Trust and Scepticism in Sustainability Communication
Belief was a key factor in consumer involvement, with numerous respondents doubting Tesco on sustainability. This aligns with the available literature that indicates the excessive nature of greenwashing issues and the significance of openness in company communication (Schirnhofer, 2022; Evans et al., 2022). The results show that in cases where the initiatives may be very well-intentioned, lack of clear evidence and communication of outcomes may weaken credibility. The concept of trust may be interpreted in terms of behaviour and in terms of relation. In the Theory of Planned Behaviour, trust can be used to affect the attitudes towards recycling initiatives by determining whether the consumers will view them as valuable and beneficial. At a relationship level, trust indicates the overall relationship between consumers and retailers, in terms of honesty, competency and accountability (Saha et al., 2024). The results also indicate that trust is accrued and experience-based. The adverse experiences or a sense of discrepancy also leads to scepticism whereas open and coherent communication can restore confidence slowly (Thompson, Akaichi and Toma, 2025). This underscores the fact that retailers need to go beyond the one-way communication and embrace more interactive and evidence-based ways of sustainability messaging.

[bookmark: _Toc228535965]4.6.3 Convenience and the Role of Retail Infrastructure
It was found that convenience is one of the enablers of recycling behaviour, which supports the claims of previous studies that focus on the role of ease and availability (Poortinga et al., 2019). Recycling processes should be part of the current routine of the consumers and should not demand much effort. This observation is especially pertinent in the light of Nudge Theory which focuses on how environmental design influences behavior (Meng, 2024). The in-store recycling points used by Tesco can be regarded as a kind of nudge, which promotes the process of recycling, making it more visible and convenient. These nudges, however, are dependent on how they are carried out (Imran et al., 2025). Their impact can be curtailed by inconsistent availability, lack of proper signage and inconveniencing location. The discussion shows that convenience does not exist in isolation, but it interrelates with clarity and trust. Even the most convenient recycling centers can be poorly utilised in case consumers do not know how to use them or some do not believe that it works. This highlights the significance of a comprehensive approach that incorporates both physical infrastructure and proper communication.
[bookmark: _Toc228535966]4.6.4 Behavioural Engagement and Motivation
The results prove that most consumers are driven by environmental issues, but this drive is often not strong enough to push past practical and perceptual hurdles. This reinforces the idea that pro-environmental attitudes are not necessarily reflected in behaviour and is a phenomenon that has been well-reported in the literature (Barkemeyer et al., 2023). The role of subjective norms is also significant, since the consumers are affected by the social consideration and sense of a shared responsibility. One way that retailers can take advantage of is by positioning recycling as a social activity and emphasising the collective action. As well, the results provide the idea that feedback about the results of recycling efforts may increase motivation by supporting the perceived success of individual behavior. The contribution of habit formation is of special interest. Recycling is more likely to become a consistent habit, which does not depend on conscious efforts when recycling is a part of the routine, e.g., shopping (Sadachar, Konika and Chakraborty, 2022). This underscores the possibility of retailer-led programs to help achieve long-term behaviour change through instilling sustainability in daily operations.
[image: ]




[bookmark: _Toc228535967]4.7 Theoretical Contributions
The research dissertation adds to the existing literature by branching the behavioural theories to the retailer led recycling efforts. It shows how the elements of the Theory of Planned Behaviour are applied in the retail setting and the significance of contextual influences as stressed by Nudge Theory. The combination of these views enables the research to give a more in-depth explanation of consumer behaviour in sustainability matters. Moreover, the research paper fills a gap in the existing literature by concentrating on retailer-specific programs as opposed to the overall recycling behaviour. This can help to develop a more detailed perspective on the relationship between organisational practices and consumer perceptions to determine the outcomes of sustainability.



[bookmark: _Toc228535968]4.8 Chapter Summary
The chapter has shown the results of thematic analysis, as four main themes that define consumer perception of recycling by Tesco were identified: confusion and lack of clarity, trust and scepticism, convenience and accessibility, and behavioural motivation. The discussion shows that these variables have intricate interplay to shape the recycling behaviour, and a holistic approach to sustainability communication and practice is essential. The results are useful to gain a better insight into consumer engagement barriers and facilitators of consumer participation in retail recycling programs. They also form the basis of the discussion in the following chapter that will critically appraise these findings against the existing literature and come up with practical recommendations to enhance Tesco recycling initiatives and consumer engagement strategies.
This chapter has also critically presented the study findings as compared to the literature and theoretical frameworks. It has pointed out the multifaceted dynamics between clarity, trust, convenience and motivation in influencing consumer recycling behaviour. The discussion has shown that efficient retailer-led initiatives need a holistic approach which incorporates effective communication, availability of infrastructure, and trustworthy engagement strategies. This chapter has also provided some realistic recommendations that would help Tesco to make its recycling efforts better and have more consumer involvement. These suggestions are based on the empirical evidence and theoretical knowledge, which makes them relevant and applicable. On the whole, the chapter supports the need to study consumer perceptions when designing and implementing sustainability strategies. Retailers can contribute better to sustainable behaviour promotion and the overall environment by fixing the identified barriers and capitalising on behavioural insights to achieve greater benefits.











[bookmark: _Toc228535969]              Chapter 5: Conclusion and Recommendations
[bookmark: _Toc227429208][bookmark: _Toc228535970]5.1 Introduction
The chapter gives a full conclusion of the dissertation as it summarises the main findings, recalls the aim of the research and presents the contributions of the study. It checks the effectiveness of the research to meet the main goal of the study to investigate consumer perception of Tesco recycling efforts and their impact on sustainable behaviour in the UK retail industry. The chapter also provides the practical implications of the findings, the limitations of the study as well as proposing future research directions.
[bookmark: _Toc227429209][bookmark: _Toc228535971]5.2 Summary of Key Findings
Main objective of the study was to investigate the perception of consumers towards recycling initiatives by Tesco and effect of this perception on recycling behaviour. Four major themes were found through a qualitative secondary data analysis: consumer confusion and lack of clarity, trust and scepticism, convenience and accessibility, and behavioural engagement and motivation. To begin with, the results show that consumer confusion is a major obstacle to successful recycling behaviour. Although Tesco has made efforts to enhance sustainability communication, most consumers still find it difficult to interpret labels on recycling and know how to dispose of products. This confusion is further enhanced by discrepancies between what retailers advise and the local authority’s recycling schemes, which produces a discontinuous and quite conflicting information landscape. Second, trust was found to be one of the most important factors of consumer engagement. Although Tesco has established itself as a sustainability leader, consumers are still doubtful about the legitimacy and success of Tesco programs. The results indicate that this scepticism is fuelled by lack of transparency and limited information on the results of recycling. Trust does not just come automatically through the claims of corporate but must be constructed actively by transparent, supportive and evidence-based communication.
Third, convenience is a very important factor in consumer behaviour. The accessibility and access of in-store recycling options, especially those of soft plastic materials, have a great impact on the rates of participation. The availability and visibility of these facilities, however, have inconsistencies that limit their effectiveness. The results show that convenience should be considered together with other factors because even the convenient systems can be underused in case consumers have no knowledge or confidence. Lastly, intrinsic motivation, social norms, and habitual practices have a combination of effects on behavioural engagement. Although a significant proportion of consumers are willing to adopt sustainable behaviour, they are not always able to act as they lack practical and perceptual challenges. The study demonstrates the need to introduce recycling as a part of daily routine and sustain behaviour by positive feedback and social influence.
[bookmark: _Toc227429199][bookmark: _Toc228535972]5.3 Practical Recommendations
Based on the findings and discussion, several practical recommendations are proposed to enhance the effectiveness of Tesco’s recycling initiatives.
[bookmark: _Toc227429200][bookmark: _Toc228535973]5.3.1 Standardising and Simplifying Recycling Communication
Tesco needs to focus on creating standardised, user-friendly and clear recycling labels. This involves the use of common symbols, without the use of technical language and simple and practical instructions (Jones, 2025). Cooperation with policymakers and industry organisations like WRAP may assist in making sure they are aligned with national recycling systems, making it less confusing and increasing consumer confidence.
[bookmark: _Toc227429201][bookmark: _Toc228535974]5.3.2 Enhancing Transparency to Build Trust
Tesco needs to be more transparent in its sustainability communication to deal with scepticism. This may include giving straightforward information on what becomes of recycled materials, and this should be accompanied by visual materials like videos or infographics. Frequent reports on the results of recycling, with quantifiable impact statistics, may also increase credibility and accountability.
[bookmark: _Toc227429202][bookmark: _Toc228535975]5.3.3 Improving Accessibility and Visibility of Recycling Facilities
Tesco needs to make sure that recycling points are always present in all the stores and be placed in high-visibility and convenient locations. Awareness and use can be enhanced using clear signage and prompts in stores. The perceived effort can also be decreased by incorporating recycling facilities into the natural flow of the shopping experience.
[bookmark: _Toc227429203][bookmark: _Toc228535976]5.3.4 Leveraging Behavioural Nudges and Incentives
Insights into behaviour would enable the creation of interventions that stimulate recycling. To define, Tesco can also implement prompts, reminders, or default options where recycling will be the most convenient option. The incentive schemes should also be considered including reward points on recycling to enhance participation and support positive behaviour.
[bookmark: _Toc227429204][bookmark: _Toc228535977]5.3.5 Promoting Social Norms and Consumer Engagement
Tesco ought to focus on the overall effect of recycling by focusing on community involvement and testimonies. Social norms can be reinforced through campaigns highlighting consumer contributions and inspire broader participation. Also, participatory platforms where consumers can give feedback or experience may increase participation and confidence.


[bookmark: _Toc227429210][bookmark: _Toc228535978]5.4 Achievement of Research Aim and Objectives
This research has managed to attain its research objective as it has offered a detailed analysis on consumer perceptions about the recycling practices of Tesco and how it has affected consumer behaviour. The research objectives have been tackled in a systematic manner. The thematic analysis of a variety of secondary sources was the method of accomplishing the first objective, which was to explore the perceptions of the consumers towards Tesco recycling initiatives and Tesco sustainability communication. The results presented both positive and negative perceptions, although confusion and scepticism were the most highlighted. The second goal, to find out what factors affect consumer engagement, was touched upon by pointing out the roles of clarity, trust, convenience and social influence. These issues were found to have complex interplay, which influenced intentions and behaviours. The third goal, to examine the role of communication, trust and convenience, was achieved by combing both empirical and theoretical concepts. The research revealed the effect of these factors on the perceived behavioural control and decision making. The last goal, which was to offer suggestions on how to improve recycling efforts, was met in Chapter 5 where feasible measures were suggested to facilitate communication, access, and involvement of consumers. Overall, the study has given a logical, evidence-based answer to the research questions in the context of academic and practical knowledge.
[bookmark: _Toc227429211][bookmark: _Toc228535979]5.5 Theoretical Contributions
This research has several significant implications to the scholarly literature on sustainability and consumer behaviour. First, it expands the use of the Theory of Planned Behaviour by showing the functioning of perceived behavioural control, attitudes, and subjective norms in the context of retailer-led recycling efforts. The results demonstrate the role of transparency and trust in influencing a perceived control and behavioural intentions. Second, the study incorporates the Nudge Theory to highlight how the environment design and choice architecture affect behaviour. The study offers a more detailed perspective on the behavioural processes other than cognitive ones by looking at how retail settings promote or inhibit recycling. Third, the research fills a research gap in the literature by concentrating on retailer-specific sustainability interventions as opposed to overall recycling behaviour. This will help to understand more intricately the interaction between organisational practices and consumer perceptions, and it will be a useful addition to the current research.
[bookmark: _Toc227429212][bookmark: _Toc228535980]5.6 Practical Implications
The results of this research have a great implication for Tesco and the retail industry as a whole. They emphasise that a more consumer-focused strategy towards sustainability initiatives is needed, where communication, design, and implementation are aligned to consumer needs and expectations. Retailers should focus on clarity of communication, making recycling procedures easy, uniform and integrated with wider recycling frameworks. Building trust also depends on transparency where organisations should be able to show clear evidence of the impact of their initiatives. Moreover, barriers to participation can be minimised and behavioural change can be promoted by making recycling facilities more accessible and visible. The research also highlights how crucial it is to use the insight of behaviour to develop effective interventions. Recycling can become a part of our daily life and must be reinforced by feedback and incentives so that retailers should be able to increase the level of engagement and help achieve long-term sustainability objectives.
[bookmark: _Toc227429213][bookmark: _Toc228535981]5.7 Limitations of the Study
Although this study is informative, one must mention that it has certain limitations. The fact that secondary data was used implies that the researcher did not control how the data was generated which can influence the depth and consistency of the information. Online reviews and other forms of content created by consumers can be biased as well since the people who decide to express their viewpoint might not represent the general population. Also, the lack of primary data would restrict the possibility to delve deeper into consumer experiences or eliminate doubt. The context-specific nature of the study only on Tesco in the UK retail sector is also a limitation to the generalisability of the results to other contexts or industries. Irrespective of these limitations, the research has employed several sources of data and a systematic analysis, which increases the strength and validity of the study.
[bookmark: _Toc227429214][bookmark: _Toc228535982]5.8 Recommendations for Future Research
This research can be enhanced in several ways in future. First, primary research techniques like interviews, or survey, may be employed to learn more about consumer perceptions and behaviours. This would give a chance to explore more in-depth individual experiences and motivations. Second, comparative research might be carried out on recycling programs in various retailers or nations to determine the best practices and differences in contexts. This kind of research can offer some useful information concerning the impact of cultural, regulatory and organisational influences on consumer behaviour. Third, longitudinal research might explore the dynamics of consumer perceptions and behaviours over time, especially to changes in policy or corporate strategies. This would give a more dynamic perception of sustainability engagement. Lastly, the contribution of digital technologies to promoting recycling behaviour, including mobile applications, smart labelling, or data-based feedback systems, can be investigated in the future. These technologies can enhance communication, engage more, and facilitate more sustainable practices.
[bookmark: _Toc227429215][bookmark: _Toc228535983]5.9 Conclusion
To sum up, the dissertation has given a thorough discussion of the consumer perceptions of Tesco recycling activities and how it affects sustainable behaviour. The results emphasise the intricate relationship between clarity, trust, convenience and motivation and show that successful sustainability efforts must be holistic and consumer focused. The study provides contributions to both theoretical and practical knowledge by incorporating theoretical frameworks and empirical analysis. It can be of great use in providing retailers with valuable insights to promote the effectiveness of their recycling programs and contributes to the overall aim of advancing sustainable consumption in the UK retail industry. Finally, the study highlights the significance of modifying organisational strategies to the consumer needs and perceptions. With the help of the identified barriers and using behavioural insights, retailers can be more effective in creating positive environmental change and facilitating the shift to a more sustainable future.
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APPLICATION FOR ETHICAL APPROVAL
	RESEARCH STUDENTS
This form is to be completed by the student within SIX months for full-time students and TWELVE months for part time students, after the commencement of the research degree or following progression to Part Two of your course.
Once complete, submit this form via the MyTSD Doctoral College Portal at (https://mytsd.uwtsd.ac.uk).
This document is also available in Welsh.

	RESEARCH STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.

	STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form
(and receive the outcome) via systems explained to you by the supervisor/module leader.


In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.
The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.
The individual undertaking the research activity is known as the “principal researcher”.
Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.
Please read the notes for guidance before completing ALL sections of the form.
This form must be completed and approved prior to undertaking any research activity. Please see
Checklist for details of process for different categories of application.
SECTION A: About You (Principal Researcher)
	1
	Full Name:
	
	Alexandru Anton
	
	
	

	2
	Tick all boxes that apply:
	
	Member of staff:
	☐
	Honorary research fellow:
	☐

	
	
	
	
	
	
	

	
	Undergraduate Student
	☒
	Taught Postgraduate Student
	☐
	Postgraduate
Research Student
	☐

	3
	Institute/Academic Discipline/Centre:
	Institute of Inner City Learning

	4
	Campus:
	London Campus

	5
	E-mail address:
	2241511@student.uwtsd.ac.uk

	6
	Contact Telephone Number:
	07861109089

	
	For students:
	

	7
	Student Number:
	2241511

	8
	Programme of Study:
	BA (Hons) Leadership and Management Skills in the Work Place

	9
	Director of Studies/Supervisor:
	


SECTION B: Approval for Research Activity
	1
	Has the research activity received approval in principle? (please check the Guidance Notes as to the appropriate approval process for different levels of research by different categories of individual)
	YES
	☐
	NO
	☒

	
	
	
	Date

	2
	If Yes, please indicate source of approval (and date where known): Approval in principle must be obtained from the relevant source prior to seeking ethical approval
	Research Degrees Committee
	☐
	

	
	
	Institute Research Committee
	☐
	

	
	
	Other (write in)
	☐
	


SECTION C: Internal and External Ethical Guidance Materials
	
	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology). Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.

	1
	UWTSD Research Ethics & Integrity Code of Practice
	☒

	2
	UWTSD Research Data Management Policy
	☒

	3
	[List any other relevant documents here]
	☐


SECTION D: External Collaborative Research Activity
If there are external collaborators then you should gain consent from the contact persons to share their personal data with the university. If there are no external collaborators then leave this section blank and continue to section E.
	1
	Institution
	N/A
	
	
	
	

	2
	Contact person name
	
	
	
	
	

	3
	Contact person e-mail address
	
	
	
	
	

	4
	Is your research externally funded?
	YES
	☐
	NO
	☒

	5
	Are you in receipt of a KESS scholarship?
	YES
	☐
	NO
	☒

	6
	Are you specifically employed to undertake this research in either a paid or voluntary capacity?
	Voluntary
	YES
	☐
	NO
	☒

	7
	
	Employed
	YES
	☐
	NO
	☒

	8
	Is the research being undertaken
	If YES then the
	YES
	☐
	NO
	☒

	
	within an existing UWTSD Athrofa Professional Learning Partnership (APLP)?
	permission question below does not need to be answered.
	
	
	
	

	9
	Has permission to undertake the research has been provided by the partner organisation?
	(If YES attach copy) If NO the application cannot continue
	YES
	☐
	NO
	☒


Where research activity is carried out in collaboration with an external organisation
	10
	Does this organisation have its own ethics approval system?
	YES
	☐
	NO
	☒

	
	If Yes, please attach a copy of any final approval (or interim approval) from the organisation (this may be a copy of an email if appropriate).


SECTION E: Details of Research Activity
	1
	Indicative title:
	Understanding Consumer Perceptions of Tesco’s Recycling Initiatives and Their Influence on Sustainable Behaviour in the UK Retail Sector

	2
	Proposed start date:
	07/04/2026
	Proposed end date:
	10/04/2026

	
	Introduction to the Research (maximum 300 words per section)
Ensure that you write for a Non-Specialist Audience when outlining your response to the points below:
Purpose of Research Activity
Proposed Research Question
Aims of Research Activity
Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
What the research activity will add to the body of knowledge How it addresses an area of importance.

	3
	Purpose of Research Activity
The aim of this research is to explore how Tesco customers perceive the company’s recycling initiatives and how these perceptions influence consumer recycling behaviour within the UK retail context. This aim is aligned with both industry challenges and academic gaps and is feasible to investigate through a qualitative desktop study. Informed by the RMB responses, the research objectives have been refined to ensure clarity, coherence and alignment with the business problem. They are Specific, Measurable, Achievable, Relevant and Timebound, as required.
(this box should expand as you type)

	4
	Research Questions
How do Tesco customers perceive the company’s recycling initiatives and sustainability communications?
What factors influence customer engagement with Tesco’s recycling schemes, such as packaging labels and in-store drop-off points?
How can Tesco improve the clarity, accessibility and effectiveness of its recycling practices from a customer perspective?
(this box should expand as you type)

	5
	Aims of Research Activity



	
	The aim of this research is to explore how Tesco customers perceive the company’s recycling initiatives and how these perceptions influence consumer recycling behaviour within the UK retail context. This aim is aligned with both industry challenges and academic gaps and is feasible to investigate through a qualitative desktop study. Informed by the RMB responses, the research objectives have been refined to ensure clarity, coherence and alignment with the business problem. They are Specific, Measurable, Achievable, Relevant and Timebound, as required.
(this box should expand as you type)

	6
	Objectives of Research Activity
The objectives necessary to achieve this aim are as follows:
· To analyze how Tesco customers perceive the company’s recycling initiatives and sustainability messaging.
· To identify the factors that influence consumer engagement with Tesco’s recycling schemes.
· To evaluate how communication quality, trust and convenience shape customer participation in recycling activities.
· To provide recommendations for improving Tesco’s recycling communication and customer engagement strategies.
(this box should expand as you type)

	
	Proposed methods (maximum 600 words)
Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here, but should instead describe how you intend to collect the data necessary for you to complete your project.

	7
	This study adopts a qualitative research design based entirely on secondary data sources. This approach is appropriate for several reasons. First, the research questions seek to understand perceptions, experiences and meanings, which are best explored through qualitative methods. Second, the RMB responses indicate that sustainability perceptions are complex and value-driven, requiring interpretive depth rather than numerical measurement. Third, a desktop study is practical, ethically sound and aligned with the module requirements.
Secondary Qualitative Data Sources Data will be collected from existing publicly available materials, including:
· consumer reviews on platforms such as Trustpilot and social media,
· Tesco corporate sustainability and recycling reports,
· journalistic articles discussing consumer reactions to retailer recycling schemes,
· policy and NGO publications relating to consumer recycling behaviour,
· Academic sources exploring behavioural factors in recycling. Tesco PLC Sustainability Reports:
tescoplc.com/media/wvkj1yic/tesco-sustainability-report-2025.pdf WRAP UK Plastics Pact Report:
https://wrap.org.uk/resources/report/uk-plastics-pact-annual-report
wrap.ngo/sites/default/files/2025-11/UK-Plastics-Pact-Annual-Report-24-25.pdf DEFRA Resources and Waste Strategy:
assets.publishing.service.gov.uk/media/5c18f11740f0b60bbee0d827/resources-waste-strategy-dec-
2018.pdf
Trustpilot (Tesco customer reviews): https://uk.trustpilot.com/review/www.tesco.com
From the link above, the data used in this research were extracted from customer reviews relating to Tesco, with a specific focus on consumer perspectives regarding recycling practices and sustainability initiatives. By analysing customer-generated feedback, the research aims to identify recurring themes, levels of consumer awareness, and perceptions of the effectiveness of recycling measures implemented by the retailer.
BBC News (sustainability and retail coverage):



	
	I tried buying in bulk to see if it was more sustainable – as well as cheaper - BBC Future ResearchGate
(PDF) Sustainability and the UK’s Leading Clothing Retailers
These sources ensure data triangulation and enhance the credibility of the research.
(this box should expand as you type)

	
	Location of research activity
Identify all locations where research activity will take place.

	8
	The research will be based in UK. Data collection will be done using secondary sources searched using Internet through databases.
All research activity will be conducted remotely using a personal computer and secure internet connection.
(this box should expand as you type)

	
	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. If you live in the country where you will do the research then please state this.

	9
	N/A
(this box should expand as you type)

	10
	Use of documentation not in the public domain: Are any documents NOT publicly available?
	NO
	☒

	
	
	YES
	☐

	11
	If Yes, please provide details here of how you will gain access to specific documentation that is not in the public domain and that this is in accordance with the current data protection law of the country in question and that of England and Wales.
(this box should expand as you type)

	
	Does your research relate to one or more of the seven aims of the Wellbeing of Future Generations (Wales) Act 2015?
	YES
	NO

	12
	A prosperous Wales
	☐
	☒

	13
	A resilient Wales
	☐
	☒

	14
	A healthier Wales
	☐
	☒

	15
	A more equal Wales
	☐
	☒

	16
	A Wales of cohesive communities
	☐
	☒

	17
	A Wales of vibrant culture and thriving Welsh language
	☐
	☒

	18
	A globally responsible Wales
	☐
	☒

	19
	If YES to any of the above, please give details:

	
	(this box should expand as you type)


SECTION F: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☐
	☒

	2
	Use of interviews?
	☐
	☒

	3
	Use of focus groups?
	☐
	☒

	4
	Use of participant diaries?
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☒

	6
	Use of computer-generated log files?
	☐
	☒

	7
	Participant observation with their knowledge?
	☐
	☒

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

	14
	Administration of any substance, agent or placebo?
	☐
	☒

	15
	Working with live vertebrate animals?
	☐
	☒

	16
	Procedures that may have a negative impact on the environment?
	☐
	☒

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	☒

	
	Details of any other primary data collection method:
(this box should expand as you type)
	
	


If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).
If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained.
SECTION G: Intended Participants
If there are no participants then do not complete this section, but go directly to section H.

	
	Who are the intended participants:
	YES
	NO

	1
	Students or staff at the University?
	☐
	☐

	2
	Adults (over the age of 18 and competent to give consent)?
	☐
	☐

	3
	Vulnerable adults?
	☐
	☐

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	☐

	5
	Prisoners?
	☐
	☐

	6
	Young offenders?
	☐
	☐

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☐

	8
	People engaged in illegal activities?
	☐
	☐

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.
	☐
	☐

	
	Details of any other participant groups:
(this box should expand as you type)
	
	

	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited?

	10
	How many participants are expected?
	(this box should expand as you type)

	11
	Who will the participants be?
	(this box should expand as you type)

	12
	How will you identify the participants?
	(this box should expand as you type)

	
	Information for participants:
	YES
	NO
	N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☐
	☐
	☐

	14
	Will you tell participants that their participation is voluntary?
	☐
	☐
	☐

	15
	Will you obtain written consent for participation?
	☐
	☐
	☐

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☐
	☐
	☐

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☐

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☐
	☐
	☐

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☐
	☐
	☐

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☐
	☐
	☐

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☐
	☐
	☐

	22
	If NO to any of above questions, please give an explanation
	
	
	

	
	(this box should expand as you type)
	
	
	

	
	Information for participants:
	YES
	NO
	N/A

	24
	Will participants be paid?
	☐
	☐
	☐

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☐
	☐

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☐
	☐

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☐
	☐

	28
	If YES to any question, please provide full details
	
	
	

	
	(this box should expand as you type)
	
	
	


SECTION H: Anticipated Risks
	
	Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them.
If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.

	1
	Full risk assessment completed and appended?
	Yes
	☐

	
	
	No
	☒

	2
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	
	Risk to participants:
(this box should expand as you type)
	How you will mitigate the risk to participants: N/A
(this box should expand as you type)

	3
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	N/A
(this box should expand as you type)

	4
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:
	How you will mitigate the risk to the investigator:

	
	Some distress might be faced by the researcher.
(this box should expand as you type)
	I will be aware that I can consult the well-being service if required.
(this box should expand as you type)

	5
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:
Data protection
(this box should expand as you type)
	How you will mitigate the risk to the University:
All data will be saved on the researcher’s personal laptop, and saved on the UWTSD password protected OneDrive/Cloud Server.
(this box should expand as you type)

	6
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:
This is secondary research and the impact on the environment will be minimised.
(this box should expand as you type)
	How you will mitigate the risk to environment:
Only digital materials will be used avoiding printing.
(this box should expand as you type)

	
	Disclosure and Barring Service
	
	
	

	
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES
	NO
	N/A

	7
	Does your research require you to hold a current DBS Certificate?
	☐
	☐
	☒

	8
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	
	
	


SECTION I: Feedback, Consent and Confidentiality
	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when?

	
	N/A
(this box should expand as you type)

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	N/A
(this box should expand as you type)

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case.

	
	N/A
(this box should expand as you type)
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	Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	☒

	6
	University computers?
	☐
	☒

	7
	Private company computers?
	☐
	☒

	8
	Home or other personal computers?
	☒
	☐

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☒
	☐

	10
	“Cloud” storage or websites?
	☒
	☐

	11
	Other – specify:
	☐
	☒

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	All data will be saved on the researcher’s personal laptop, and saved on the UWTSD password protected OneDrive/Cloud Server.
(this box should expand as you type)


SECTION J: Data Protection and Storage
	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	X

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour
Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	☐
	X☐

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	(this box should expand as you type)



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☒
	☐

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	Use of data management system?
	☒
	☐

	20
	Data archiving?
	☐
	☒

	21
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and any international equivalents, where appropriate):

	
	All data will be saved on the researcher’s personal laptop, and saved on the UWTSD password protected OneDrive/Cloud Server.
The final submission will be done using Turnitin on the UWTSD server password protected system.
(this box should expand as you type)

	22
	List all who will have access to the data generated by the research activity:

	
	The researcher: Alexandru Anton The lectures
(this box should expand as you type)

	23
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	The researcher: Alexandru Anton
(this box should expand as you type)

	24
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.

	
	For data storage arrangements will be used UWTSD Password protected OneDrive Cloud Storage Server. All data be deleted after the dissertation final submission deadline 1st of May 2026.
(this box should expand as you type)

	25
	Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).	If so please explain. (Most relevant to academic staff)

	
	N/A
(this box should expand as you type)

	26
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	YES
	☒

	27
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	YES
	☒




SECTION K: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.
In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/

	1
	Signature of applicant:
	AlexandruAnton
	Date:
28/03/2026


	☒
	I have read the guidance notes supplied before completing the form.

	☒
	I have completed ALL RELEVANT sections of the form in full.

	☒
	I confirm that the research activity has received approval in principle

	☐
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	☐
	I have attached a full risk assessment (where appropriate) ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT

	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	☒
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.


	RESEARCH STUDENTS ONLY
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                                  Research Process Reflection
The aim of this reflection essay is to talk me through my experience of undertaking my own research project which involves sustainability and consumer behaviour with a specific focus on analysing Tesco's recycling behaviours and schemes. Reflecting on this process using the Gibbs Reflective Cycle (1988), which includes stages such as description, feelings, evaluation, analysis, conclusion, and action plan, provides a structured way to evaluate my learning experience. The general course of action involved the combination of theoretical knowledge, methodological decision-making, and critical analysis, which helped me to develop my research skills. Methodologies I carried out during my research included: finding a topic I was interested in researching, creating aims and objectives, picking the correct methodology and research strategy, analysing secondary qualitative data and finally applying relevant theory to my research.
While doing my research,I developed a deep interest in academic theories like the Theory of Planned Behaviour (Ajzen, 1991) and Nudge Theory (Thaler and Sunstein, 2008) which gave me a solid theoretical base to consumer behaviour. The research allowed me to experience both theoretical and hands-on research.
I feel like starting the research process was somehow intimidating for me. When I first started trying to choose a topic I found it difficult to narrow down because sustainability covers so much.
Once I settled on recycling at the company Tesco, I felt like I was in control of how much information I would cover. I feel as though the further I got into the research process I started to enjoy it more, especially when I did the literature review and data analysis research. 
Strengths of my research process included setting research aims and objectives for the study. This allowed for direction to be set, as well as always keeping the study consistent with its goals in mind. Another strength was using qualitative secondary research techniques. Secondary research provided me with access to large amounts of data and information that already exists, from sources such as corporate websites, and content generated by consumers. Avoiding primary data was also effective, as this can often pose ethical issues, and requires far more time and effort to gather.
Weaknesses of the research process included using only secondary data. Secondary data meant less control over what information was available and limited the in-depth analysis that can be done. Time management was also a weakness for me, as balancing each stage of the research process with other university modules requires organisation.
The research methods used for my project reiterated the value of choosing suitable methods based on my research objectives. Although using qualitative secondary data was relevant to my research objectives of exploring consumer perceptions, one major drawback noted throughout the process was its lack of depth and lack of control over the data gathered. Using theoretical frameworks helped to reinforce my analysis by allowing me to use theory to back up thoughts on consumer behaviour.
Thematic analysis also allowed me to interpret data that I was provided with and identify repeating patterns and significant themes. While this was incredibly difficult, it also helped me learn how to improve my analysis skills when breaking down information gathered from my resources and knowing how to be objective yet interpret the data found in qualitative analysis.
In conclusion, the research process helped me gain new skills and knowledge that will improve my academic work, knowledge on how to analyze information.
Some things I struggled with during this process were finding information based on my limitations and choosing my research topic first. However,I enjoyed learning about sustainability in retail and what drives people to make certain buying choices.
If I could change something about my research process, I would focus on improving its quality. I want to try conducting primary research, such as surveys or interviews. Next time, I will make sure I know and understand my topic from the start instead of feeling unsure. I also plan to continue improving my time management by setting clearer deadlines.
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