To critically evaluate what stimuli encourages consumers to buy sustainable products for better target marketing.

I will obtain data to answer me objectives through surveying the general public about their attitudes and thoughts in regard to sustainable goods and sustainable marketing.  This will be dispersed across social media to reach as many people as possible. I will use a survey as “ they reach much larger numbers of a target population than would be possible using interviews”(Jones Al,2008). Moreover, using an online platform negates the risk of the data collection process being interrupted by lockdowns. However, questionnaires can be flawed as stated by (Parahoo,2008)“One of the main limitations of questionnaires is that they provide little scope for probing and clarifying respondents’ answers.” This means that my research could overlook a key part in the consumers mindset. However, for this research surveys offer a good census which will allow marketing strategies to be built upon.
1. Analyse what marketing channels encourages consumers to buy sustainable goods.
The survey will ask participants to rank platforms, such as social media, e-mail and television in their effectiveness in persuading them to purchase sustainable goods.

2. Analyse what marketing material encourages consumers to buy sustainable goods.
This will be answered by questions that give participants the option to say whether the price, environmental credentials, or product qualities results in them purchasing.

3. Analyse the differences in motivations among demographics to buy sustainable products.
To do this I will gather the answers from the survey and group by age, gender and income to determine whether there are behavioural differences. 

4. Provide recommendations for how companies can segmentate consumers when marketing sustainable goods.

My timescale to complete this research is as follows;
Literature review – 09:00, Monday 17th January 2022 

Methodology – 09:00, Monday 7th February 2022 

Data analysis – 09:00, Monday 7th March 2022 

Conclusions and recommendations – 09:00, Monday 28th March 2022 

Full dissertation-9:00, Monday 25th April 2022 


A survey has shown the Covid 19 pandemic has increased people’s awareness of how human activity contributes of climate change, additionally three quarters said that environment issues are more concerning than health problems (Kanhner Al,2020). This means that the demand for sustainable goods and will grow because research shows that environmental concern is a key motivation to enter this segment (Piligrimienė Al., 2020) . Additionally, a survey by Havas Group Worldwide shows that 65% of people think that business have the same amount of responsibility to solve the climate challenge as governments (Saeed,2016). Therefore, the pressure that companies are under to deliver sustainable solutions is growing, this requires them to engage in green marketing if they want to stay competitive. Furthermore, analysis has shown that between 2016 and 2020 there has been a 71% increase in  Google searches for “sustainable goods” thus proving that there it is a need for a better understand on how to target market within this segment as it is growing exponentially (Econonmist,2021). 
Companies are trying to diverse their product range to become more environmentally friendly, thus they need to make their sustainable products more popular.  One of therefore reasons companies are trying to create more sustainable products is that governments are making new laws to enforce sustainability. For example, “Countries among the 50 largest economies in the world that now practice a total or partial ban on single-use plastic straws” (Viera Al,2020). Thus, companies should not operate at the minimum environmental standard but instead be trying to come up with greener alternative. Therefore, they can phase out unsustainable products before they are legally banned and cause them to lose sales. Moreover, will give them a competitive advantage over their competition in the long term (Nidumolu Al, 2009). An example of this is the fact that countries are banning the sale internal combustion engined cars, the UK’s ban comes into force in 2030 (Ambrose,2020). Thus, car manufacturers are developing electric cars now and is has meant that “a record 3 million new electric cars were registered in 2020, a 41% increase from the previous year”(IPA,2021) This shows that companies need to target market their sustainable goods to consumer.
My sample will be the public because research has shown that to achieve governments emissions targets “Big lifestyle changes are the only answer”( Rowlatt,2019). Therefore, it is inevitable that all consumers will need to transition to more sustainable buying behaviour. This research will help with how companies target their green products to specific individuals and cater to the growing demand of sustainable alternatives.  
I will use SPSS to analyse my data and find out if there is a statistical difference between different marketing material and different demographics. I will use Quantitative data to research will as it is beneficial because it allows for respondents to be grouped and analysed to find differentiations in their behaviour (Choy,2014). Therefore, this method will help analyse the variations in marketing channels, material and consumers motivations. However, this method has been critiqued for only taking a snapshot of information because it is act controlled environment which doesn’t allow respondents to expand of their answers (Rahman,2017). Therefore, I need to make my survey encompass multiple aspects so the results are more representative of the market.






