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[bookmark: _Toc236416009]1. Problem Statement 
The business organisation in the contemporary world experiences numerous issues in gaining more trust from customers (Neumann et al., 2021). It is the way to overcome the competitive challenge and generate higher profitability. To attain customer trust, organisations produce different strategic plans and develop product and service quality consistently. But meeting the demand of diverse customers is highly challenging, which is one of the major issues for any kind of business. FMCG organisations mostly struggle to gain the trust of diverse customers in the global market due to the diversity of their demand (Waris et al., 2024). Sustainability initiatives can be a way to attain more customer engagement and trust to reach in the targets. It is a way to attract many customers by developing plans for protecting the environment and improving public health. So the researcher identified that sustainability initiatives and their impact on customer trust are a major challenge for businesses in recent times. The organisations need to take every possible initiative for protecting the people and planet from major harm to gain their trust and enhance the brand reputation. 
In the contemporary age, every organisation wants to attract customers in a systematic way for attaining higher sales and revenue (Wu et al., 2025). Unilever is getting more sales in the global market for its effectiveness in developing sustainability plans. It has a strong customer base in diverse market who contributes to the improvement of brand promotion and increasing sales volume. It takes new initiatives for the wellness of the people and influences them to decide to purchase the products. It uses renewable energy for the reduction of operating costs and protect the environment from massive harm. For its effective waste management process, it can attract the customer for showing positive intent toward the brand and get more sales from the global market (Guerreiro and Pacheco, 2021). The researcher also identified numerous benefits of Unilever's sustainability initiatives to produce better results. But it was not possible to collect specific information on how sustainability initiatives influence customer trust in the company. 


[bookmark: _Toc236416010]2. Research Aim, Objectives and Questions 
Aim 
The study aims to investigate the influence of sustainability initiatives on customer trust in the FMCG industry. 
Objectives 
· To explore the major benefits of sustainability initiatives in Unilever 
· To evaluate the strategic approach of Unilever to attain customer trust. 
· To investigate the influence of Unilever's sustainability initiatives of Unilever to attain customer trust. 
· To recommend some effective processes for Unilever to take sustainability initiatives to attain more trust of diverse customers. 
Questions 
· What are the major benefits of sustainability initiatives in Unilever? 
· What is the strategic approach to attain customer trust? 
· How do sustainability initiatives influence customer trust? 
· What are some effective processes for Unilever to take sustainability initiatives to attain more trust of diverse customers? 


[bookmark: _Toc236416011]3. Critical Literature Review 
[bookmark: _Toc236416012]3.1 The Major Benefits of Sustainability Initiatives 
According to Widyastuti et al. (2019), sustainability initiatives reduce the carbon footprint, that boost brand reputation to gain more customer engagement and generate better results. Waites et al. (2020) supported the evidence of Widyastuti et al. (2019), and added that organisations can reduce operational costs by using renewable energy and developing plans for ensuring the best use of resources to produce higher revenues and profitability. Essa and Mardikaningsih (2021) argued with Waites et al. (2020) and said that organisations take sustainability initiatives for the wellness of the people, which increase the operational cost within the organisations and reduce the profitability. 
Resource-Based View (RBV) developed by Jay Barney explored that the effectiveness of using valuable, rare, inimitable, and well-organised resources enables the organisations to attain the most competitive benefits. By developing sustainability plans, the organisations can attract more customers and overcome the competitive challenges. Waris et al. (2024) stated that the organisations can get the employees more focused to use the resources to reduce the cost and enhance operational efficiency for making the brand more credible. 
[bookmark: _Toc236416013]3.2 The Strategic Approach to Attain Customer Trust 
As per Guerreiro and Pacheco (2021) for achieving customer trust, the organisations need to develop a culture with higher standards where everyone gets the chance of transparent communication for sharing and collecting information. Amin and Tarun (2021) supported the statement of Guerreiro and Pacheco (2021), and added that it is necessary to evaluate the feedback and suggestions of the customers to make them more confident and take immediate actions for the enhancement of their satisfaction for showing more faith and trust toward the brand. But Saif et al. (2024) opposed to Amin and Tarun (2021), and said that the effectiveness of the organisations to develop the products and service quality constantly along with the plans of fostering innovation enable the organisations to build strong relationships with the customers for making the brand more popular. 
Relationship Marketing Theory of Morgan and Hunt (1994): trust and commitment are the foundation of organisational success. The organisations need to take sustainability initiatives for strengthening relationships with the customers and getting the most competitive advantage. Neumann et al. (2021) stated that organisations need to offer the best services to the customers along with quality products for gaining higher trust of the customers and increasing the rate of retention. Agu et al. (2024) agreed with Neumann et al. (2021), and added that it is necessary to communicate with the customers and hear from them for the improvement of the product and service quality to make the customer more confident and engaged to overcome any kind of competitive challenge. 
[bookmark: _Toc236416014]3.3 The Influence of Sustainability Initiatives to Attain Customer Trust
According to Widyastuti et al. (2019), sustainability initiatives promote transparency and accountability which are the ways of getting more concern of the focused groups to make them more confident toward the organisational initiatives. Waites et al. (2020) strongly supported the statement of Widyastuti et al. (2019), and added that the organisations provide more importance toward the demand of the employees and take necessary initiatives for the enhancement of customer well-being for its accountability toward the people and planet which is very effective for building relationship of trust and getting the customers more engaged for attaining the desired goals. Essa and Mardikaningsih (2021) did not agree with Waites et al. (2020), and said that the customers evaluate the quality and pricing of the products and services instead of the sustainability initiatives, which means investing in the wellness of the people and planet reduces organisational capability to attain customer trust and boost brand value. 
The Stakeholder Theory of Free explained that organisations can build trust and brand credibility by assessing the demand and needs of the stakeholders. Through sustainability initiatives, the organisations shows its concern for balancing economic, social and environmental factors. The intention of the organisations to produce plans for social wellness offers the chance of overcoming the competitive challenges. Wu et al. (2025) sated that the organisations need to provide more importance to the expectations of the stakeholders and need to take necessary initiatives for attaining their trust and acceptance to grow continuously. 
[bookmark: _Toc236416015]3.4 Conceptual Framework 
The researcher prepared the following conceptual framework by assessing the existing literature and articles. 
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Figure 1: Conceptual framework. 
Source: (Author)
Sustainability initiatives promote transparency for attaining more acceptance and trust of the customers. It is a way of enhancing the wellness of the people and planet that enables organisations to interact with the focus group more effectively to gain higher trust. It improves operational efficiency for making the customers highly satisfied and strengthening relationships. The organisations can reduce the operational cost to offer the best quality products and services for making the customer more satisfied and getting their trust.  




[bookmark: _Toc236416016]4. Research Methodology and Design 
[bookmark: _Toc236416017]4.1 Research Approach 
The study develops for attaining specific objectives where it requires to input specific types of data by considering their relevancy and authenticity (Saunders et al., 2019). The researcher will include qualitative data in this study to provide clear and in-depth information to enhance knowledge of the readers. It will be possible to explore the importance and impact of sustainability initiatives in Unilever that will enable the readers to make the best decision for practical implications. For capturing rich and detailed information, it will be possible to make the results more credible and authentic. 
[bookmark: _Toc236416018]4.2 Data Source 
The researchers require to collect data from any place or location to achieve the focused objectives, which is known as a data source (Crowther and Lancaster, 2009). Secondary source data will be collected for this study to produce the most credible results within the limited time. The researcher will fix 10 most relevant studies to collect more specific and authentic data about sustainability initiatives and their contribution to building a strong relationship of trust with the customers. It will be supportive for concluding the study within the limited budget as the researcher will not be required to incur any cost for collecting mass data to generate the best solution to the identified issues. 
[bookmark: _Toc236416019]4.3 Data Analysis 
The researchers need to examine the findings before including them in the study for better presentation and increasing the credibility of the outcomes, which is known as data analysis (Cooper and Schindler, 2014). To analyse the qualitative data faster and more effectively, the researcher will adopt a qualitative analysis technique here. Thematic analysis approach will be more effective for critically analysing the findings and producing the results with higher credibility. The researcher will develop the relevant themes by focusing on objectivity to achieve the objectives. 
[bookmark: _Toc236416020]4.4 Research Ethics 
The researcher will follow the ethical guidance of the university strictly to complete the study in a fair manner (Walliman, 2004). The data will be collected after assessing their accuracy and authenticity to make the results more credible. The researcher will present the information in their own language to avoid plagiarism and ensure that the data captures actual information. During the period of data collation and storage, the researcher will maintain higher confidentiality to avoid further relevant complications. 
[bookmark: _Toc236416021]4.5 Reliability and Validity 
Assessing the reliability and validity of the research findings is very important for ensuring higher quality of the research outcomes. To ensure data reliability, the researcher will collect data consistently. The data published within the last 10 years will be included here to ensure that all of the findings are valid and up-to-date. To ensure the validity of the findings, the researcher will compare them with the ongoing business issues related to sustainability initiatives and customer trust, which will be very effective in producing more accuracy and authenticity. 


[bookmark: _Toc236416022]5. Business Relevance and Practical Implication 
The proposed research carries huge importance in the context of the ongoing business situation where every organisation provides more importance to building a relationship of trust with diverse customers. It will provide clear ideas about the process of developing a plan for sustainability practice to attain more acceptance from the customers. The organisations should focus on implementing innovative sustainability plans to draw the attention of many new customers and retain the existing ones. Through the project, I can realise that enhancing knowledge about sustainability practice will enable me to attain a better career. I will also be able to research specific topics for the identification of further scopes for improvement based on the evidence. 
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