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[bookmark: _Toc498969106]1. Introduction

This dissertation aims to analyse the motivating factors that inform environmentally friendly consumer buying behaviour. Previous studies have been conducted to explore motivational factors in consumer buying behaviour (Lo, et al., 2016) and to understand consumer attitudes and perceptions of green marketing (Dangelico & Vocalelli, 2017), but few exist to determine specific motivational factors that inform environmentally-friendly consumer buying behaviour.

1.1 [bookmark: _Toc498969107]Suma
‘Suma is the UK’s largest independent wholefood wholesaler/distributor, specialising in vegetarian, fairly traded, organic, ethical and natural products. [They] are a workers’ co-operative committed to ethical business’ (Suma, 2017).

Suma Wholefoods is the UK’s largest independent wholefood wholesaler. With 166 members, it is also the largest workers co-operative in the UK, and has an annual turnover of £48m (Harvey, 2017). As a co-operative, it avoids hierarchy and practices job rotation and equal pay among every employee owner at £15.60 an hour (Suma, 2017). 
1.2 [bookmark: _Toc498969108]Background and Literature Review
Fukukawa (2003) identifies the lack of an established and widely accepted theoretical framework for the decision making process in ethical consumerism, but the most frequently modified and applied is that of planned behaviour (Ajzen, 1991). This theory suggests that an individual’s behavioural intentions and behaviours are shaped by attitudes, norms and behaviour control, and further studies have adapted this further to include morals, ethics and values as influencing factors within this framework of attitude-intention-behaviour (Shaw & Clarke, 1999).
Alternatively, the Consumption Values Theory describes behaviour as ‘influenced by functional, social, emotional, conditional, and epistemic values’ (Lin & Huang, 2012). This theory allows researchers to gain a greater understanding of consumer behaviour and the choices they make, and can be shaped to assist practitioners and policy makers to determine specific motivations that could then be applied to environmentally-friendly buying behaviour. The purchase of green products has different motivations; for example, in organic food markets it is often found that flavour, health benefits and ecological footprints are strong motivators for consumption (Wier, et al., 2008). The ability to identify and understand motivational factors that inform consumer behaviour is essential to the success of organisations operating in this market (Gonc̦alves, et al., 2016).
The attitude-behaviour gap associated with ethical consumerism is often the limiting factor in the growth of environmentally-friendly consumer buying behaviour. Awareness levels and anxiety regarding environmental and social issues have significantly increased in consumers, but general behaviour, lifestyle and purchasing decisions have remained largely unchanged (Signori & Forno, 2016). The attitude-behaviour gap describes the gap that occurs between a person’s values or intentions and their actual practices; these typically don’t represent the initial intention of the consumer.

1.3 [bookmark: _Toc498969109]Rationale
Where there are studies on motivating factors in consumer behaviour, and research on consumer attitudes towards sustainability and green marketing, there exists a paucity in academic literature that identifies specific motivating factors for environmentally-friendly consumer buyer behaviour. Studies often focus on the attitude-behaviour gap in ethical consumerism (Chekima, et al., 2017) (Signori & Forno, 2016). There is limited academic literature available on consumers that have moved beyond the attitude-behaviour gap; this research project will study those people that contribute to environmentally-friendly consumer buying behaviour.


1.4 [bookmark: _Toc498969110]Aims and Objectives
The aim of the study is to critically analyse the motivational factors that inform environmentally-friendly consumer buying behaviour in the United Kingdom. The objectives are as follows: 

1. To critically analyse previous academic literature on motivational factors behind ethical consumer buying behaviour to provide context for this research.

2. To conduct primary research in the form of an online questionnaire to address consumer behaviour in customers that purchase environmentally-friendly products from Suma.

3. To synthesise extant literature and primary research to make recommendations for organisations in the UK to achieve a greater understanding of consumer motives when buying green products, and further incentivise consumers to purchase environmentally-friendly products at a higher rate.



[bookmark: _Toc498969111]2. Research Design and Methodology

Research can be defined as ‘something that people undertake in order to find out things in a systematic way, thereby increasing their knowledge’ (Saunders, et al., 2009, p. 5). Research is based on logical relationships as opposed to beliefs, and purpose encompasses providing descriptions, explanations, understanding, criticisms and/or analysis (Ghauri & Grønhaug, 2005). 
Understanding the multitude of research methods available to the researcher is vital in choosing the most appropriate method for specific research, and establishes good practice for implementing methods properly (Bryman & Bell, 2007). The extent of pathways available to the research is illustrated in Saunders et al (2009) Research Onion.

[image: C04NF001]Figure 2.1. The Research Onion. Source: (Saunders, et al., 2009)

The core of the onion depicts data collection and analysis, and will be addressed by the researcher. The approach will be cross-sectional in nature as the research will be conducted at a specific point in time, using mono method in the form of an online questionnaire to gather quantitative data from a larger sample than a qualitative method would allow. The researcher has identified the use of a survey from the strategic layer of the onion, using an inductive approach from the philosophical angle known as positivism.

[bookmark: _Toc498969112]2.1 Paradigm

Johnson and Clark (2006) highlight the importance of the philosophical commitments made by the choice of research strategy, citing the significant impact it has on the implementation and understanding of what is being investigated. This study adopts the positivism philosophy. This philosophical perspective mostly requires methods that are highly structured with large samples and is usually quantitative, allowing replication of the study (Saunders & Philip, 2012); this paradigm is most appropriate to the researcher’s chosen topic and method as a questionnaire will be used to gather large amounts of quantitative data that could potentially be replicated to establish reliability.

[bookmark: _Toc498969113]2.2 Sample

Purposive sampling will be used to collect data during this study. This sampling technique is defined as:
‘A type of non-probability sampling in which the researcher’s judgement is used to select the sample members based on a range of possible reasons and premises’. (Saunders & Philip, 2012, p. 138)

In this study, the researcher will use their judgement to actively select participants that are involved in environmentally-friendly consumer buying behaviour as that sample will be best able to answer the research question and meet the objectives of the study. The sample will consist of a varied proportion of customers of the chosen organisation: Suma. The sample size will be made up of at least one hundred participants as the larger the sample size, the better it will represent the population (Collis & Hussey, 2009): one hundred is deemed adequate given the time constraints and feasibility. The sample will be inclusive of all ages above eighteen.

[bookmark: _Toc498969114]2.3 Data Analysis and Collection

[bookmark: _Toc498969115]2.3.1 Quantitative Analysis

Quantitative data is data in a numerical form (Collis & Hussey, 2009) and is routinely collected in positivist studies due to its highly specific and precise nature. The data gained from this research will be quantitative as the researcher is operating under a positivist study.
SPSS and statistical analysis of the results will be used by the researcher to test for significance after the completion of primary research. This allows the researcher to consolidate data into a summary that can be used to gain insight into trends and patterns, and be used as the basis for further statistical comparisons (Veal, 2005).

[bookmark: _Toc498969116]2.3.2 Collection Method

This research will conduct an online questionnaire using the online survey development software Survey Monkey. This will be distributed to customers of Suma with the help of Suma employees by emailing customers directly, supported by direct messages from the researcher targeted towards followers of Suma on social media channels. This data collection method is appropriate to the research, and has the advantage of collecting a large amount of data in a highly economical way (Saunders, et al., 2009). The use of a questionnaire will enable the researcher to reach a larger number of respondents, who will hopefully demonstrate a pattern of behaviour in the motivating factors that inform environmentally-friendly consumer buying behaviour. The questionnaire itself will be piloted among peers to ensure its suitability.

[bookmark: _Toc498969117]2.4 Limitations

Typical limitations exist for this study in terms of a limited time-frame to conduct primary research and access to resources. The sample used may not be an extensive representation of the wider population, but is the most effective sample to implement within the given timeframe. The researcher will attempt to mitigate these limitations by producing a gant chart to improve time management, see 3.2, and use existing resources provided by the university to the benefit of the research.

[bookmark: _Toc498969118]2.5 Ethical Risks

The ethical risk of this research is minimal: there is no vulnerable population used in the survey, all participation is voluntary and over the age of eighteen, all data that is collected will remain confidential and held securely on a password protected server, and the respondents will be kept anonymous.

[bookmark: _Toc498969119]3. Resources and Planning

All research is constrained by time and resources (Bryman & Bell, 2007). Various resources will be used to gain a greater understanding of the subject area and meet the aims and objectives of the research, and planning is a key element of any research study to ensure it is successfully carried out.

3.1 [bookmark: _Toc498969120]Resources
Secondary data, including theoretical sources, will used to develop the researcher’s understanding of the subject area and be included in the literature review. This will be accessed through the university’s online library resources, physical book copies available at the university, academic journals and the internet. Primary data will be collected via an online questionnaire, and the university IT equipment and software will be used to analyse the data.

3.2 [bookmark: _Toc498969121]Timescale
A Gantt chart is often used to keep track of research projects by aiding researchers in planning and coordination, and by tracking specific tasks illustrated in a timetable (Saunders, et al., 2009). The Gantt chart on the following page will provide visual representation of tasks required for the researcher to do in an appropriate timeframe so that deadlines will be met without issue and the full research project will be submitted by the 14th of May.


3.3 [bookmark: _Toc498969122]Gantt Chart
[image: ]
4. [bookmark: _Toc498969123]
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