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           Ds Introduction and Business Background
The global emphasis on sustainability has emerged as a key strategic challenge for fast-moving consumer goods companies, as consumers, governments and pressure groups are demanding that companies minimize their environmental footprint (Pietkiewicz et al., 2024). One of the most obvious aspects of this is packaging, as it is an area that can be observed, utilized and discarded by consumers. Sustainable packaging is a business issue as well as environmental responsibility for companies like Unilever UK, and is associated with brand image, customer loyalty and competitive advantage (Akter and Kabir, 2025). Unilever UK markets numerous highly recognizable brands, such as Dove, Hellmann's, Lynx, Persil, Simple, Sure, Comfort and Vaseline, so packaging choices impact many consumers (Do, 2016). 
Unilever has taken packaging sustainability as a part of the business strategy (Singh and Papneja, 2025). By 2025, its reporting reports that sustainability is central to business value, including in the fields of climate, nature, plastics and livelihoods (Unilever, 2026a). Furthermore, the company states that it had cut its virgin plastic use by 29% between 2019 and 2025 and set a new target for 25% of plastic packaging to be made from recycled material by 2025, while also making 57% reusable, recyclable or compostable (Unilever, 2026b). 
However, the business challenge is that investing in sustainable packaging does not necessarily lead to more positive purchase intent or brand trust (Margarite, 2021). For some consumers, sustainable packaging is a significant consideration; for others, it may be price, product quality, convenience, or brand preference. This is also a subject of regulation in the UK. Businesses will also have to pay tax on plastic packaging that has less than 30% recycled content, adding to the pressure on companies to redesign packaging (HMRC, 2026). Thus, Unilever UK must know if consumers are aware, trust and positively react to the sustainable packaging efforts (Jerzyk, 2016).
This research aims to explore the impact of sustainable packaging on consumer purchase intention and brand trust among UK consumers purchasing or consuming Unilever products.


Research Problem
The central research aim is the lack of clarity regarding the effect (if any) of Unilever UK's sustainable packaging efforts on consumer behavior. Sustainable packaging has the potential to drive improvement in environmental performance, but can also contribute to customer value, brand credibility and the purchasing decision from a business perspective (Jerzyk, 2016). However, if consumers are not aware of or do not believe in sustainability statements, Unilever could end up missing out on the complete marketing and reputation benefits of its packaging investments (Amin, 2024).
Another problem is potential discrepancy between consumers' attitudes and actions (Ahmad et al., 2024). While many consumers say that they are interested in buying environmentally friendly products, their actual buying decision could be influenced by price, convenience and product performance. This poses a real challenge for sustainable packaging to Unilever UK as it could lead to higher production costs, design or communication costs, and consumer response could be different depending on age, income, awareness, and environmental concern (Faris et al., 2024).
Hence, the proposed study is significant as it will allow us to explore the relationship between sustainable packaging and purchase intention and brand trust within the UK. The results can be used to develop more effective packaging communication for Unilever UK, mitigate consumer skepticism and develop commercially as well as environmentally sustainable packaging strategies. 

Research Aim, Objectives and Questions
Research Aim
To investigate the role of sustainable packaging in customers' purchase intention and brand trust among Unilever UK consumers.


Research Objectives
· To examine UK consumers’ awareness of Unilever’s sustainable packaging initiatives. 
· To analyses the influence of sustainable packaging on consumer purchase intention. 
· To evaluate the relationship between sustainable packaging and brand trust. 
· To identify barriers that may reduce consumer acceptance of sustainable packaging. 
· To recommend strategies for improving Unilever UK’s sustainable packaging communication. 

Research Questions
1. How aware are UK consumers of Unilever’s sustainable packaging initiatives? 
2. How does sustainable packaging influence UK consumers’ purchase intentions? 
3. What is the relationship between sustainable packaging and brand trust? 
4. What barriers reduce consumer acceptance of sustainable packaging? 
5. How can Unilever UK improve its sustainability communication to strengthen consumer trust? 

Critical Literature Review
Sustainable packaging is packaging that minimizes environmental impact by using recycled materials, being recyclable, reusable, compostable, using less material or improving the circularity of material use (Pietkiewicz et al., 2024). Rising environmental concerns, government regulations, and consumer preferences have made sustainable packaging a significant topic of research. The review further indicates that consumers' acceptance of sustainable packaging is affected by awareness, trust, packaging functionality, price sensitivity and willingness to pay. Unilever UK is interested in this as packaging can not only look eco-friendly, it must also be functional, affordable and believable (BlueStreak, 2024).
The theory of planned behavior serves as a good starting point for this study (Nurani et al., 2024). Attitude, subjective norms and perceived behavioral control predict behavioral intentions. When applied to this topic, UK consumers are more likely to buy Unilever products in sustainable packaging when they feel positive about the importance of being environmentally responsible, experience a feeling of 'social pressure' to be sustainable, and believe it is easy and affordable to purchase the sustainable products (Faris et al., 2024). The theory also implies that if consumers are positive but run into issues with price or misinformation about recycling labels, then it is not always enough to motivate the behavior (Mufiroh and Vania, 2024).
Recent studies have corroborated the significance of sustainable packaging influencing purchase intention. Perceived value, environmental concern, attitude and willingness to pay are consumer purchase intention factors for sustainable packaging (Waystation et al., 2019). But this implies that Unilever UK needs to convey not just the environmental goods of the packaging, but the value to the consumer too. Purchasing intention may be undermined if sustainable packaging is perceived as lower quality, inconvenient or more expensive (Mulya and Kusumawardhani, 2023).
Another significant principle is the trustworthiness of the brand (Endika et al., 2025). Green trust has the potential to affect green purchase intention because consumers must have trust in environmental claims. This is particularly important where consumers might be skeptical of greenwashing. Consumers' trust in Unilever could grow as they perceive that the sustainable packaging promises are sincere. However, since claims can be ambiguous and unsubstantiated, sustainable packaging may not generate trust and can even erode trust (Reza, 2020).
Sustainable packaging, green knowledge, and green trust can foster green attitudes, and these in turn affect green purchasing intention and behavior (Sharping, 2023). This demonstrates that there are close relationships between the packaging design and consumers' behavior, such as trust and knowledge. Thus, Unilever UK must redesign the packaging, but also that consumers are aware of what has changed, why it is important and how to dispose of the packaging (Akram et al., 2025).
The literature indicates that sustainable packaging can positively impact purchase intention and trust of the brand, although this is not a foregone conclusion. The major limitation is the number of studies that explore consumer behavior in general, and a relatively small number of studies that explore perceptions towards sustainable packaging in the case of Unilever UK customers (Waystation et al., 2019). This study will fill this gap by examining the relationship between sustainable packaging, intentions to purchase and brand trust in the UK consumer context.

Research Methodology
The method of this study will be quantitative research. A quantitative approach is appropriate since the study is seeking to quantify consumer perceptions and to explore relationships among the variables, such as sustainable packaging and purchase intention/brand trust (Sadan, 2017). When the researcher wants to gather numerical data and look for patterns and relationships, quantitative research can be useful (Stele Zuk and Wolanin, 2023).
The study will be conducted in a positivist research philosophy because the study will be aimed at the measurable response of the consumers in the study instead of the narration of personal details (Williman, 2021). It will also follow a deductive method, where the research will be based on literature and the theories of sustainable packaging and green trust and purchase intention (Lim, 2025). The study is going to be cross-sectional and will gather data from UK consumers at a single time point.
The data collection technique will be an online questionnaire survey. This is appropriate because it is practical, economical and enables the researcher to get a standardized response from the participants (Da Costa and Schneider, 2016). The questionnaire will consist of closed-ended questions along with statements with a 5-point Likert ranging from "strongly disagree" to "strongly agree". The questionnaire will consist of 5 sections; demographic details, awareness of sustainable packaging by Unilever, perception of sustainable packaging, purchase intention, trust in brands and barriers to acceptance (Zheng, 2021).
A total of 50 participants will be included in the study. The participants will be consumers aged 18+, within the UK, who have bought or used Unilever products. This is an appropriate student sample size for an undergraduate research proposal, as it can be completed within the time and word limit constraints of the assessment (Plonsky, 2017). A 50-person sample cannot be used to draw inferences to other consumers in the UK, but will give useful exploratory information about consumers attitudes and intentions (Theodros, 2021).
Convenience sampling will be used as a sampling method. Reaching participants may be done by online, student networks, social media and community groups. Convenience sampling is appropriate since the researcher can get the necessary respondents within a limited time (Sile yew, 2019). The criteria for inclusion will be: 18 years of age or older, resident of the UK, use or purchase of a Unilever product and voluntary participation. Individuals under 18, non-UK residents and people who have never used Unilever products will be excluded.  
Descriptive statistics, correlation analysis and simple regression analysis will be used to analyses data (Stele Zuk and Wolanin, 2023). Consumer awareness and general attitudes will be summarized by descriptive statistics. The correlation analysis will be conducted to determine if there is a correlation between sustainable packaging, purchase intention and brand trust. To investigate the relationship between perceptions of sustainability and purchase intention or brand trust, regression analysis can be applied (Williman, 2021).
Clear and consistent questionnaire items will help create reliability (Sadan, 2017). A small pilot test (5 participants) can be carried out before the main survey to determine if the questions are understood. If multiple items are used to measure the same variable, internal consistency can also be evaluated by Cronbach's alpha. Validity will be strengthened by designing the items of questionnaires by referring to literature and connecting every item with the research objectives (Zheng, 2021).
Ethical considerations will play a role. Respondents will be informed of the purpose of the study before completing the questionnaire, and participation will be voluntary (Lim, 2025). Highly sensitive personal data will not be collected. Responses will be anonymous and confidential, with the ability to withdraw before responding (Plonsky, 2017). The data will only be used for academic purposes. 

Business Relevance and Practical Implications
This study is practically significant as it can help Unilever UK to determine whether sustainable packaging increases purchase intention and brand trust among consumers. Based on the findings, Unilever could use sustainable packaging in marketing communication and brand positioning more effectively, as it appears that there is a positive relationship (Endika et al., 2025). The results indicate a lack of awareness or trust, suggesting that the company might need more transparent labels, consumer awareness and evidence to substantiate sustainability claims (Seliverstova, 2024).
The study could also be of value to Unilever UK in determining consumer acceptability barriers. If it is a concern of consumers, e.g., price, then Unilever may have to convince them of the value in a different way (Seliverstova, 2024). The company may need to provide clearer instructions on the pack if consumers are not sure how to recycle. Independent certification, transparent reporting and more evidence-based communication could be required for Unilever if consumers are skeptical about green claims (Reza, 2020).
The proposal also demonstrates an understanding of how academic theory can be applied to the study of an actual organizational problem. It relates sustainability to consumer behavior and brand management in a practical business context.
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