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Abstract 
This dissertation aim is to critically evaluate what stimuli encourages consumers to buy sustainable products to allow for better target marketing. Through a critical literature review it found that the key drivers of sustainable consumer behaviours are environmental concerns, moral obligation and product information from friends and family. The buying behaviours have been found to differ depending on gender and education, however this study did not find any significant difference between groups. Moreover, this research supports previous literature and that the major barriers for customers are price, product performance and untrustworthy environmental claims.  This research was carried out using a positivism philosophy and an inductive approach. A survey was sent out on social media to collect quantitative data about consumers attitudes and behaviours within the sustainable goods market. SPSS’s Chi square analysis was used to find statistically significant differences between demographics. The key findings were that women were significantly more encouraged to buy sustainable products by website adverts and there is a weak correlation that Instagram also encourages women. Moreover, E-mail marketing has been found to have a significant effect on encouraging people aged 18-24 to make a purchase. This dissertation recommends that practitioners do not segment and target specific groups in the sustainable goods market as there is no conclusive evidence that there is a difference in behaviour between demographics. However, price and product performance should be central to effective marketing campaigns as these are the main drivers for consumers to buy sustainable products.
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[bookmark: _Toc103597002]1.0 Introduction
In recent years, businesses have come under pressure to make their products more sustainable, meaning they have to develop and market them before phasing out old products to maintain profits.  Therefore, studying the behaviours of customers when buying sustainable products is crucial in developing effective marketing strategies that meet customer needs. These dissertation aims to critically evaluate what stimuli encourages consumers to buy sustainable products for better target marketing.
[bookmark: _Toc103597003]1.1 Context and Rationale
Trenberth (2018) sates that “Human activities have led to the release of carbon dioxide and other heat-trapping “greenhouse” gases in sufficient quantity to change the composition of the atmosphere.” This has meant countries are banning unsustainable products as seen by “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). Therefore, companies need to be developing sustainable products to replace unsustainable ones before they are banned thus can not be sold and could result in a loss in sales. 
Moreover, it is advantageous for a business to be the first -mover and develop sustainable products that comply with the most rigorous of environmental laws rather than the lowest because they will inevitably get tighter in future, thus future proofing their products. Therefore, developing sustainable products is at the forefront at business innovation strategies because they increase the top-line and bottom-line returns by reducing production costs and improving product quality after the initial cost of innovation. The key to making sustainable products successful is by companies growing support and interest so they are not considered “greenwashing” (Nidumolu al,2008).
Worldwide there have been a paradigm shift within society to be far more aware of the challenges facing the planet. Since 2016 Twitter has seen an increase of 65% in mentions about nature-loss and biodiversity issues and searches for sustainable goods has risen globally by 71% therefore showing that consumer behaviour has changed. In the UK the demand for sustainable products has risen eightfold in five years thus proving that this segment is growing exponentially (Economist,2021). 
Therefore, to keep up with this trend green marketing is becoming ever about more prevalent in company’s marketing strategies, this is defined by (Peattie, 2001) as “marketing activities which attempt to reduce the negative social and environmental impacts of existing products and production systems, and which promote less damaging products and services.”
Consumer behaviour is the study of the factors affecting the decisions about the products they buy. The determinants of ones purchasing behaviour can include personal, psychological and situational factors, thus the customer’s age, perception and knowledge impact on the products they buy. This translates into the perceived values which is subjective to the individual and dictates theirs buying habits (Stávková al,2008).
However, there have been multiple contradictions among researchers for example, females are more likely to engage in sustainable consumption than men. Moreover, there are many discoveries about the barriers and encouragements in sustainable consumer behaviour that are based on the Australian, Chinese and Portuguese public. Therefore, businesses can not target their sustainable products to British consumers with confidence resulting in a possible loss in profit or hindering the adoption which could be detrimental to the environment. This study will this gap in the literature with its British sample and will also contribute to a new dimension by analysing the trust and effectiveness across social media and other marketing platforms, thus benefiting practitioners by giving them a new insight into the mind set of consumers.
[bookmark: _Toc103597004]1.2 Statement of aims and objectives
The overall aim of this dissertation aim is to critically evaluate what stimuli encourages consumers to buy sustainable products for better target marketing. This will be achieved by completing objectives which are.
1.	Analyse what marketing channels encourages consumers to buy sustainable goods.
2.	Critically examine what marketing material encourages consumers to buy sustainable goods.
3.	Analyse the differences in motivations among demographics to buy sustainable products.
4.	Provide recommendations for how companies can segmentate consumers when marketing sustainable goods.
[bookmark: _Toc103597005]1.3 Overview of the methodology
This research will be conducted using quantitative data collected through a survey which has been dispersed across social media. The philosophy is inductive as this research aims to find trends without the constraints of hypotheses. Once collected, the data will be analysed in SPSS to find any statistically significant trends.
Chapter two will consist of a detailed and critical review of literature concerning; marketing theories, market segmentation and consumer behaviour in the sustainable marketplace.
In chapter two, the research methodology will be discussed and justified with some considerations to the limitations and how they could impact this study.
Chapter three uses SPSS’s Chi square analysis with the quantitative collected through the survey, the validity and reliability of the results will be obtained by referring back to the findings of previous studies.
In chapter five, it will summarise the findings in line with objectives and how it has contributed to the field then, it will make recommendations to practitioners about how to best segment the British sustainable goods market.
[bookmark: _Toc103597006]







2.0 Literature review  
[bookmark: _Toc103597007]2.1 Introduction 
This chapter is an in depth review of literature on marketing theorizes and consumer behaviour. This will provide a solid understanding of the key aspects on green marketing and trends in sustainable consumer behaviour to form a basis for this research to add to undeveloped areas in this field. 
[bookmark: _Toc103597008]2.2 Marketing theory     
The American Marketing Association (1985, Cited by Gundlach 2007) defined marketing as “the process of planning and executing the conception, pricing, promotion, and distribution of ideas, goods, and services to create exchanges that satisfy individual and organizational goals.” Moreover, it mentions the need to individuals however it does not project the importance of managing all stakeholders.
The modern concept of marketing is different as shown in the American Marketing Association (2017) definition. “Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large.” Modern marketing has evolved to incorporate more stakeholders as academics and businesses have discovered that the key to marketing is meeting their stakeholders needs. Additionally, marketing now has a responsibility for society in promoting positive images and politically correct messages which past marketers did not have to account for. 
[bookmark: _Toc103597009]2.3 Marketing mix
“The marketing mix is a set of controllable variables that the company can use to influence the buyer responses” as defined Singth (2012). All aspects of the mix are important in the consumer’s purchasing journey because they can cater to their specific behaviours to increase sales.
Product is the offering to consumers; this must solve an issue or be desirable to gain interest. Marketers need to decide on quality, design and branding of the product before they can come up with marketing strategies. Moreover, this is where unique selling points are created for example, guarantees (Khan, 2014).
Promotion is important as it creates publicity and advertise the product and helps make to consumers desire it. Moreover, is when decisions are made about regarding the target market, products image as well as the messaging that will resonate with consumers (Khan, 2014). 
Price is a critical aspect of the marketing mix as it needs to be relative to competitors to allow a product to become successful. To ensure the pricing is appropriate this should be calculated by the cost of manufacturing, product differentiation and perceived value (Singh, 2012).
Place refers to the channels of distribution which need to be easily accessible by the target market. These channels can be direct or indirect but must reach the target consumers as this is pivotal to the profitability of a product (Khan, 2014). 
[bookmark: _Toc103597010]2.4 Green marketing 
The growing concern among consumers about the environment has meant that green marketing has arisen which is defined by (Peattie, 2001) as “marketing activities which attempt to reduce the negative social and environmental impacts of existing products and production systems, and which promote less damaging products and services.” This category of marketing is growing in popularity among businesses as they strive to meet emission targets while maximising profits with new sustainable products.  However, research has shown that green marketing can fail to influence consumers buying behaviours, this is because there is an unwillingness to buy new products and promotional material that does not have specific environmental claims can cause a negative perception of green marketing (Rahbar and Wahid, 2011).
Because sustainable products are in high demand it has meant businesses are using false environmental marketing messages to exploit the trend, the phenomenon has been coined greenwashing this is defined by Dahlstrom (2018) as “situations in which there is as significant gap between the expressed and genuine commitments to sustainability.” Research has shown that perceived greenwashing has a negative effect on the attitude towards the ad. However, when greenwashing claims were combined with “pleasant nature images” it can cause positive attitudes towards the advert (Schmuck, Matthes and Naderer, 2018). This proves that greenwashing can be utilized in certain situations to get consumers to purchase goods.
[bookmark: _Toc103597011]2.5 Segmentation 
When businesses market products they often target specific groups, this is called market segmentation. These segments are defined by (Lamb, 2003) “Market segmentation is to divide a market into smaller groups of buyers with distinct needs, characteristics, or behaviours who might require separate products or marketing mixes.” This helps to connect consumers by linking the products to a specific group’s value thus increasing the chances of them purchasing.
A variable used for segmenting the market is the location of the consumers. This can be as broad as segmenting by countries thus translating marketing into different languages to cater for consumers’ needs, or as narrow as different suburbs for example affluent or deprived areas. Therefore, this can help target marketing to specific channels such as local radio or newspapers as well as using IP addresses to market online (Dolnicar al, 2018). However, academics have warned that this variable is susceptible to stereotypes and significant differences in consumers can occur within the same location therefore this variable needs to be considered with other aspects of segmentation (Sun, 2009).
Moreover, demographics offer quantitative data that can be used to segment the market by. These variables include age, sex, income, and race (Camilleri, 2018). It can be effective as it has been proven that younger consumers are willing to buy more innovative technologies and males and females differ in multiple aspects of buying behaviour (Cleveland, 2011). Thus, showing that this is an effective way of segmenting the market because of the contrasts of behaviours in different demographics. This data is obtainable by most companies and provides a solid foundation in deciding which segments to target. Segmenting by demographics has been criticised for being inaccurate as it does not give a conclusive perspective of the consumers attitude and buying behaviour (Goyat, 2011).
[bookmark: _Toc103597012]2.5.1 Green segmentation 
Segmentation by green interests can help businesses target sustainable goods at specific groups of sustainable consumers. The “green segments” are based on psychological variables as they are more effective than traditional criteria (Dangelico and Vocalelli, 2017). These segments are the resource conservers, health fanatics, animal lovers and outdoor enthusiasts. The resources conservers are the consumers who purchase products which reduces their carbon footprint and use of energy conservatively for example, reusable water bottles and solar panels. Additionally, the health fanatics buy sustainable organic food and natural products because they want to pursuit a healthy lifestyle rather than for their sustainable credentials. Animal lovers lead a lifestyle that does not cause harm to animals, these people are likely to be vegan. Outdoor enthusiasts are consumers who enjoy being in nature and feel a responsibility to preserve habits thus purchase recycled and ethically sourced product (Ottman, 2011). Research into segmenting using this criteria has shown that 60% of conservers have undergraduate or postgraduate degrees and have a high income compared to the sample’s average. Consumers in this segment were dispersed evenly between ages 19-47 (Saleem al, 2018). 
[bookmark: _Toc103597013]2.6 Psychology/ Sociology
A recent study found that consumers who feel responsible for preserving the environment and have a perception that through their purchases they can benefit the environment are more likely to make sustainable shopping choices. This positivity about being sustainable affects their morals thus makes them more likely to be persuaded by marketing material that focuses on the product environmental credentials. Their purchasing behaviour also stems from fulfilling an emotional need to be protect the environment. (Kumar and Ghodeswar, 2014). Additionally, an experienced environmentally sustainable consumer is likely to be explanatory within this segment, adopting new products without much apprehension, price will not be an important factor for these consumers. Moral obligation is another factor in why people buy sustainable goods, there is a positive correlation between feeling morally obligated to protect the environment and sustainable purchasing (Chen and Chai, 2010). 
Prior research has shown that knowledge of green brands drastically increases the consumers motivation and intention to buy sustainable products. A key source that leads to consumers motivation to purchase sustainable is when they have friends and family with knowledge of green brands (Suki, 2016). This then makes them see the benefits of buying sustainable goods thus creating the motivation to enter the green market. Furthermore, knowledge of environmental challenges affects how sustainable a consumer’s behaviour is, this is because they are conscious about the issues facing the planet and are more likely to purchase sustainable product to save the planet (Lin and Niu, 2018). However, research by (Cheah and Phau, 2011) found that “a consumer may know that single-serving aseptically packaged juices or puddings will harm the environment, but still buy them because they are convenient.” This indicates that sometimes environmental awareness can be outweighed by the products necessity. Additionally, a study investigating the influences of electric vehicles purchasing behaviour found that people with high self-esteem are more likely to buy EVs because of effect of self-respect of preserving the environment. Moreover, this purchasing behaviour stems from the desire to have social respect and recognition from others (Cui al, 2021). 
Whitin the field of sustainable consumer behaviour the influencers are not clear and there are contradictory studies about the key drivers for purchase intention. Research has discovered that consumer that knew what their peers have bought acted significantly different to those that did not know. There is also a difference in behaviour depending on whether consumers get their information of a friend or by advertising. Additionally, females were observed to be 2.81 times more likelihood to purchase sustainable goods than males (Salazar al, 2013). However, a contrasting study shows that there is no significant (less than three percent) difference in the behaviour between men and woman when it came to buying sustainable products. Education was also found to have a role in sustainable consumer behaviour with those university educated buying more sustainably than those without (Chekima al, 2016) This result was contradicted by a study that found females are more likely to buy sustainable goods than males. Moreover, this study discovered no link between education and desire to engage in sustainable consumption, however there was a weak link that people with children were more likely to buy sustainable goods (Piligrimienė al, 2020). Moreover, perceived marketplace influence can influence consumers decisions by turning their environmental concerns into sustainable consumption this is because customers concerns alone are not sufficient predictor for sustainable behaviour. Additionally, “one's belief of influence on others can actually influence one's own behaviour” (Leary al,2013). Thus, implying that one sharing experiences of sustainable consumption with others can actually encourage themselves to carry on with the behaviour.
Research into the trust and purchase intentions uncovered that social media can be effective in building trust and gaining sales. Social media marketing was found to have an impact on trust and leads to an increase in sales when the messages had discounts or give aways included. Additionally, another a key aspect in consumer trust was using social media before they made a purchase. The study found that online word of mouth information boosts consumer’s trust and perception of the company’s online presence (Irshad al,2020). Moreover, social media usage was found to show a significant improvement on sustainable purchasing attitudes as well as perceived environmental responsibility. Social media was concluded to be an effective medium in persuading people to buy eco-friendly products because it promoted sustainable attitudes and provoked a feeling of environmental responsibility, both of which are drivers for sustainable purchasing behaviour. However, regarding the levels of belief in products environmental effectiveness and trust in social media marketing the results still varied (Zafar al,2021). 
A barrier that stops consumers entering the sustainable goods market is scepticism of marketing claims. Research shows that customers with greater concern for the environment are more suspicious of green marketing, however companies are legally required to make advertising accurate. This study found no significant difference in between men and women in the level of scepticism of green marketing (Do Paço al, 2012).  These findings collate to (Rahbar and Wahid, 2011) who found that environmental advertising was not significant in making consumers purchase, however it did improve their knowledge on green products and allowed them to make more informed buying decision. Green marketing was also unsuccessful because of unspecified environmental claims resulting in low credibility and thus consumers lacked trust in the messaging. Moreover, the pricing of green products often discourages consumers as they can be significantly higher than their unsustainable counterparts. The quality of products is another factor of why consumers are not adopting sustainable goods. For example, qualitative research has shown that eco-friendly cleaning products can lack quality from their traditional equivalents (Gleim al, 2013). Moreover, people are reluctant to transition to sustainable buying behaviour because they view it as “not normal”. This is consolidated with research showing that they have a bigger desire to fit in with their social group rather than to act sustainably. Additionally, it was found that customers often know what products are green or not, but marketing campaigns are sometimes misleading resulting in unsustainable buying behaviour (Rettie al, 2014). 
[bookmark: _Toc103597014]2.7 Conclusion 
To Summarise, marketing has changed to have greater emphasis on delivering and communicating values to stakeholders. this has evolved into green marketing as the awareness of environmental challenges in society has increased. However, companies exploit the market by publishing false claims known as greenwashing, research suggests that this negatively affect attitudes towards the product, but this effect is lessened by promotions with “pleasant nature images”. The marketing mix displays the importance of every aspect of the marketing strategy when targeting consumers. Segmentation can be done in a number of ways, the broadest way is geographically and then demographic these are effective as there are significant differences between these variables, such as language. Green consumers have been separated by their key motivations and interests allowing businesses to market to specific types of sustainable customers. Research has found that consumers’ primary motivation to buy sustainable products is to preserve the environment. Moreover, consumers trust friends more than advertising because a higher level of environmentalism is correlated to high scepticism of green products claims. There has not been research on British sustainable consumer behaviour, how different marketing channels effect trust and purchase intention and whether there is a difference between demographics.
[bookmark: _Toc103597015]

3.0 Methodology 
[bookmark: _Toc103597016]3.1 Introduction 
This chapter will outline the methodology of this research and will follow the structure of the Saunders research onion to critically analyse the approaches to ensure valid and fair research. Firstly, the philosophy of this research will be positivism to discover trends regarding consumer behaviour that which will help businesses target market their sustainable products. Moreover, this study will collect primary quantitative data using a survey and test it with statistical methods to see if there are significant differences between groups. 
[bookmark: _Toc103597017]3.2 Research onion 
The methodology of is this research is selected to achieve this study’s aim which is to critically evaluate what stimuli encourages consumers to buy sustainable products to allow for better target marketing.
[image: Chart, diagram, sunburst chart

Description automatically generated]The research onion is a way to plan research, a well calculated philosophy consisting of methodological choice, research strategy and data analysis tools as shown in figure 1, which can aide researchers to produce creditable studies (Saunders al, 2007).  Research design is important as it contributes to the focus of the research and the type of findings it will achieve. Thus, the philosophy should be designed with an understanding of its strength and weaknesses and be explained and justified as to how it is appropriate (Sahay, 2016).

[bookmark: _Toc103597018]3.3 Research philosophy (Saunders al, 2007)

The philosophy this study will use is defined by Smith, (cited by Crossan, 2003) as” 'Positivist approaches to the social sciences . . . assume things can be studied as hard facts and the relationship between these facts can be established as scientific laws.”. This approach is advantageous because the findings are able to support reliable scientific assumptions by statistically analysing the data to get valid results. Moreover, this research can be generalised to a large population (Pham, 2018). This research will use positivism to test data of consumer behaviour and discover trends to answer the objectives. Additionally, positivism provides an effective insight into a problem, however this research only gives a basic view of a phenomenon (Crossan, 2003).
[bookmark: _Toc103597019]3.2.1 Research approaches 
The inductive method will be used to achieve this studies objective because it aims to uncover new theories by looking for frequent, dominant, or significant themes in the data, and discover unanticipated effects and findings from their analysis because it is not aiming for a specific objective (Thomas, 2006). This research does not require hypotheses because the objectives are based on previous literature with the purpose of expanding knowledge in the area. In past behavioural studies inductive research have been credited for developing new theorizes and advancing understanding, thus this method will help to broaden the understanding of sustainable consumer behaviour (Woiceshyn and Daellenbach ,2018).
Descriptive research is observational and aims to describe a phenomenon by asking what or why and analysing whether the phenomena are correlated (Williams, 2007). This study’s approach is descriptive as its objectives are to analyse the purchasing behaviours and attitudes between demographics to and discover their requirements for marketing. The limitation of descriptive research is that it requires a large amount of data and analysis to validate the results. However, this method will be advantageous because it allows researchers to collect data from a natural environment thus get a generalised understanding of behaviours (Sloman, 2010). This is a suitable method for achieving the research’s objectives because it helps to gain a broad understanding of consumer behaviours which will help businesses segment the market effectively. The exploratory method is unsuitable for this research aims to confirms understanding of a phenomenon normally achieved by qualitative data that adapts it approaches as it finds out more information as the study develops (Saunders al, 2019).
[bookmark: _Toc103597020]3.2.2 Tool development 
This research will use a survey as displayed in the appendix, as it will allow a greater amount of data to be collected from the target population than would otherwise be possible with interviews (Jones Al, 2008). Moreover, using an online platform negates the risk of the data collection process being interrupted by lockdowns. However, questionnaires can compromise the quality of research one can collect because it does not allow clarification of respondent’s answers with follow up questions as interviews permit (Parahoo, 2008). This means that the 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. 
This study will use SPSS’s chi square test to analyse the data and find out if there is a statistical difference between different marketing material and different demographics. Quantitative data will be used in this research as it is beneficial because it allows for respondents to be grouped and analysed, discovering 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 a controlled environment which does not allow respondents to expand of their answers (Rahman, 2020). Therefore, the survey will be created to encompass multiple aspects of buying behaviours so that the results are more representative of the market.
[bookmark: _Toc103597021]3.2.3 Reliability 
Reliability is how stable a measuring tool is and whether it returns a similar result when used in a separate study. There are multiple methods of testing the reliability one of which is test-retest reliability, this means that the questionnaire is given to a sample which is then tested again after a time period. The higher the correlation the more reliable the results are (Sürücü, and Maslakçı, 2020). Although this study does not have time to retest its sample it will compare its results to previous studies to check its reliability.
The results of the research could be bias if the sample does not have a proportional representation of the market in its sample. This can happen in two ways; a small population could give an inaccurate interpretation of the situation. Secondly, the sample could not be diverse enough thus not representing universal attitudes and thoughts. The survey will be posted across social media in an attempt to reach a broad range of consumers and make the sample a suitable size in which it can make reliable assessment of all the behaviours in sustainable consumption. 
[bookmark: _Toc103597022]3.2.4 Time horizon 
The time horizon is the time period of in which the research takes place in and the constraints the study may have. This research will use a cross-sectional survey because it will observe consumer’ behaviours from a single point in time. This time horizon is beneficial as it can be done quickly and will result in a basic understanding of the common themes of the sample (Setia, 2016). The data will be collected through an online survey dispersed on social media. Participants will be from a variety of backgrounds and ages but are required to be living in the UK. However, this research’s time horizon will only takes a snapshot of the situation and results can differ from past and future studies (Levin, 2006). This is especially true for the attitudes towards sustainability which are growing exponentially, by referring back to previous studies the credibility of the results will be confirmed.
[bookmark: _Toc103597023]3.3 Limitations 
As mentioned earlier this research will use quantitative data to analyse consumer behaviours when purchasing sustainable goods. However, this will not achieve an in-depth view on the participants behaviour and is rigid in the information it can collect (Daniel al, 2016). This could mean that the findings could be one dimensional as the survey will have set answers to specific questions, thus might be disregarding an important aspect that could help target sustainable product.
Moreover, the cross-sectional time horizon could hinder the validity of the research as it only collects a snapshot of the situation. The amount of environmental awareness has increased by 70% since the pandemic, thus showing that by not retesting participants after a time period could drastically change the results (Kachaner al, 2020).
[bookmark: _Toc103597024]3.4 Ethics 
This research will be ethical because it has been authorised by the university and will conform to all their ethical protocols. The participants will be informed about how they data is going to be used and will be given the option to withdraw from the process at any time. This is the basis of ethical research as stated by (Nijhawan al, 2014) “Informed consent is an ethical and legal requirement for research involving human participants. It is the process where a participant is informed about all aspects of the trial.” Additionally, they will not be asked any questions that could be used to identify them; therefore, anonymity will be kept throughout the process.
[bookmark: _Toc103597025]3.4 Conclusion 
To summarise, this research will use an inductive approach and philosophy to discover trends in the behaviours of consumers when they purchase sustainable goods. Additionally, quantitative data will be used as it means that a large amount of information can be collected, thus improving the research’s validity and getting a consensus of British consumers’ attitudes. However, this type of data is restrictive in the depth of information it can gather, therefore the survey will encompass a wide range of questions in an attempt to mitigate this. Lastly, the credibility and validity of the findings will be supported by referring back to previous studies and will compare results for any outliers.   











[bookmark: _Toc103597026]4.0 Data Analysis 
[bookmark: _Toc103597027]4.1 Introduction 
[image: Chart, pie chart

Description automatically generated]This chapter aims to analyse quantitative data that was collected through an online survey to fulfil this study aim of critically evaluating what stimuli encourages consumers to buy sustainable products to allow for better target marketing. Chi square analysis will be carried out to compare the means of demographics to find and uncover statistical differences between the groups that will later used to make recommendations about how companies can segmentate consumers effectively when marketing sustainable goods.
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Description automatically generated]Out of a sample consisting of 133 participants aged 26.3% were 18-24, 11.3% 25-34, 9.8 % 35-44 23.3% 45-55 23.3% 55-64 6 65+.Additionaly, 38.3% were male and 61.7% were female.

[bookmark: _Hlk97194782][bookmark: _Toc103597028][image: ]4.3 Encouragement to buy sustainable goods from marketing on different platforms compared with age.
	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	14.021a
	5
	.015

	Likelihood Ratio
	14.509
	5
	.013

	N of Valid Cases
	133
	
	

	a. 2 cells (16.7%) have expected count less than 5. The minimum expected count is 3.43.








The chi square analysis on the encouragement of e-mail marketing shows there is a significant difference because the p value is >.05. This shows that people aged 18-24 are likely to be encouraged to buy something from e-mail marketing.
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	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	2.943a
	5
	.709

	Likelihood Ratio
	2.549
	5
	.769

	N of Valid Cases
	133
	
	

	a. 6 cells (50.0%) have expected count less than 5. The minimum expected count is .84.


The chi square analysis on the encouragement of TikTok marketing shows there is no significant difference because the p value is <05.



	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	8.960a
	5
	.111

	Likelihood Ratio
	9.120
	5
	.104

	N of Valid Cases
	133
	
	

	a. 2 cells (16.7%) have expected count less than 5. The minimum expected count is 3.31.
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The chi square analysis on the encouragement of Facebook marketing shows there is no significant difference because the p value is <05.
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	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	6.867a
	5
	.231

	Likelihood Ratio
	7.096
	5
	.214

	N of Valid Cases
	133
	
	

	a. 3 cells (25.0%) have expected count less than 5. The minimum expected count is 2.65.


The chi square analysis on the encouragement of Instagram marketing shows there is no significant difference because the p value is <05.
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	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	7.042a
	5
	.218

	Likelihood Ratio
	7.165
	5
	.209

	N of Valid Cases
	133
	
	

	a. 2 cells (16.7%) have expected count less than 5. The minimum expected count is 3.73.


[bookmark: _Hlk97126961]The chi square analysis on the encouragement of TV marketing shows there is no significant difference because the p value is <05.
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	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	4.030a
	5
	.545

	Likelihood Ratio
	3.915
	5
	.562

	N of Valid Cases
	133
	
	

	a. 3 cells (25.0%) have expected count less than 5. The minimum expected count is 1.86.



The chi square analysis on the encouragement of word of mouth marketing shows there is no significant difference because the p value is <05.
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	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	7.737a
	5
	.171

	Likelihood Ratio
	7.373
	5
	.194

	N of Valid Cases
	133
	
	

	a. 3 cells (25.0%) have expected count less than 5. The minimum expected count is 1.80.



The chi square analysis on the encouragement of YouTube marketing shows there is no significant difference because the p value is <05.
[bookmark: _Toc103597029][image: ]4.4 Encouragement to buy sustainable goods from marketing on different platforms compared with gender 



	
	Value
	df
	Asymptotic Significance (2-sided)
	Exact Sig. (2-sided)
	Exact Sig. (1-sided)

	Pearson Chi-Square
	2.194a
	1
	.139
	
	

	Continuity Correctionb
	1.690
	1
	.194
	
	

	Likelihood Ratio
	2.218
	1
	.136
	
	

	Fisher's Exact Test
	
	
	
	.152
	.096

	Linear-by-Linear Association
	2.177
	1
	.140
	
	

	N of Valid Cases
	133
	
	
	
	

	a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 21.09.

	b. Computed only for a 2x2 table



The chi square analysis on the trust of e-mail marketing shows there is no significant difference because the p value is <0.5
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	Value
	df
	Asymptotic Significance (2-sided)
	Exact Sig. (2-sided)
	Exact Sig. (1-sided)

	Pearson Chi-Square
	1.283a
	1
	.257
	
	

	Continuity Correctionb
	.907
	1
	.341
	
	

	Likelihood Ratio
	1.280
	1
	.258
	
	

	Fisher's Exact Test
	
	
	
	.283
	.170

	Linear-by-Linear Association
	1.273
	1
	.259
	
	

	N of Valid Cases
	133
	
	
	
	

	a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 21.86.

	b. Computed only for a 2x2 table




The chi square analysis on the trust of Facebook marketing shows there is no significant difference because the p value is <0.5

	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)
	Exact Sig. (2-sided)
	Exact Sig. (1-sided)

	Pearson Chi-Square
	3.410a
	1
	.065
	
	

	Continuity Correctionb
	2.746
	1
	.097
	
	

	Likelihood Ratio
	3.504
	1
	.061
	
	

	Fisher's Exact Test
	
	
	
	.088
	.048

	Linear-by-Linear Association
	3.385
	1
	.066
	
	

	N of Valid Cases
	133
	
	
	
	

	a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 16.87.

	b. Computed only for a 2x2 table
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The chi square analysis on the trust of Instagram marketing shows there is no significant difference because the p value is <0.5.
However, there is still a slight difference because females trust Instagram more than men therefore this could be cautiously in marketing strategies.
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	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)
	Exact Sig. (2-sided)
	Exact Sig. (1-sided)

	Pearson Chi-Square
	3.984a
	1
	.046
	
	

	Continuity Correctionb
	3.296
	1
	.069
	
	

	Likelihood Ratio
	3.975
	1
	.046
	
	

	Fisher's Exact Test
	
	
	
	.050
	.035

	Linear-by-Linear Association
	3.954
	1
	.047
	
	

	N of Valid Cases
	133
	
	
	
	

	a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 21.47.

	b. Computed only for a 2x2 table



The chi square analysis on the trust in website adverts marketing shows there is a significant difference because the p value is >0.5. This means that females are more likely to trust website adverts, therefore marketing on this platform should be predominantly aimed at women.
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	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)
	Exact Sig. (2-sided)
	Exact Sig. (1-sided)

	Pearson Chi-Square
	1.894a
	1
	.169
	
	

	Continuity Correctionb
	1.179
	1
	.278
	
	

	Likelihood Ratio
	2.041
	1
	.153
	
	

	Fisher's Exact Test
	
	
	
	.247
	.138

	Linear-by-Linear Association
	1.880
	1
	.170
	
	

	N of Valid Cases
	133
	
	
	
	

	a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 5.37.

	b. Computed only for a 2x2 table





The chi square analysis on the trust of TikTok marketing shows there is no significant difference because the p value is <0.5.

	
	Value
	df
	Asymptotic Significance (2-sided)
	Exact Sig. (2-sided)
	Exact Sig. (1-sided)

	Pearson Chi-Square
	.046a
	1
	.830
	
	

	Continuity Correctionb
	.000
	1
	.999
	
	

	Likelihood Ratio
	.046
	1
	.829
	
	

	Fisher's Exact Test
	
	
	
	1.000
	.503

	Linear-by-Linear Association
	.046
	1
	.830
	
	

	N of Valid Cases
	133
	
	
	
	

	a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 11.50.

	b. Computed only for a 2x2 table
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The chi square analysis on the trust of YouTube marketing shows there is no significant difference because the p value is <05.
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	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)
	Exact Sig. (2-sided)
	Exact Sig. (1-sided)

	Pearson Chi-Square
	.634a
	1
	.426
	
	

	Continuity Correctionb
	.342
	1
	.558
	
	

	Likelihood Ratio
	.644
	1
	.422
	
	

	Fisher's Exact Test
	
	
	
	.528
	.281

	Linear-by-Linear Association
	.629
	1
	.428
	
	

	N of Valid Cases
	133
	
	
	
	

	a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 11.89.

	b. Computed only for a 2x2 table




The chi square analysis on the trust of word of mouth marketing shows there is no significant difference because the p value is <0.5  
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	Value
	df
	Asymptotic Significance (2-sided)
	Exact Sig. (2-sided)
	Exact Sig. (1-sided)

	Pearson Chi-Square
	.103a
	1
	.749
	
	

	Continuity Correctionb
	.000
	1
	1.000
	
	

	Likelihood Ratio
	.104
	1
	.747
	
	

	Fisher's Exact Test
	
	
	
	1.000
	.524

	Linear-by-Linear Association
	.102
	1
	.750
	
	

	N of Valid Cases
	133
	
	
	
	

	a. 1 cells (25.0%) have expected count less than 5. The minimum expected count is 3.45.

	b. Computed only for a 2x2 table



The chi square analysis on the trust of Twitter marketing shows there is no significant difference because the p value is <0.5

[image: ]The chi square analysis on the trust of TV marketing shows there is no significant difference because the p value is <0.5

	
	Value
	df
	Asymptotic Significance (2-sided)
	Exact Sig. (2-sided)
	Exact Sig. (1-sided)

	Pearson Chi-Square
	2.282a
	1
	.131
	
	

	Continuity Correctionb
	1.774
	1
	.183
	
	

	Likelihood Ratio
	2.283
	1
	.131
	
	

	Fisher's Exact Test
	
	
	
	.154
	.091

	Linear-by-Linear Association
	2.265
	1
	.132
	
	

	N of Valid Cases
	133
	
	
	
	

	a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 23.77.

	b. Computed only for a 2x2 table






[bookmark: _Toc103597030][image: ]4.3 Aspects of sustainable products that encourage purchasing 

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	3.587a
	5
	.610

	Likelihood Ratio
	3.853
	5
	.571

	N of Valid Cases
	133
	
	

	a. 2 cells (16.7%) have expected count less than 5. The minimum expected count is 3.31.
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[bookmark: _Hlk97549641][bookmark: _Hlk97549642][bookmark: _Hlk97549644][bookmark: _Hlk97549645]The chi square analysis on the encouragement of products price shows there is no significant difference because the p value is <0.5












	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	2.237a
	5
	.815

	Likelihood Ratio
	2.222
	5
	.818

	N of Valid Cases
	133
	
	

	a. 2 cells (16.7%) have expected count less than 5. The minimum expected count is 2.83.


The chi square analysis on the encouragement of products design shows there is no significant difference because the p value is <0.5






[image: ]The chi square analysis on the encouragement of products environmental impact shows there is no significant difference because the p value is <0.5

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	2.011a
	5
	.848

	Likelihood Ratio
	2.020
	5
	.846

	N of Valid Cases
	133
	
	

	a. 2 cells (16.7%) have expected count less than 5. The minimum expected count is 3.85.



	


	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	8.986a
	5
	.110

	Likelihood Ratio
	9.365
	5
	.095

	N of Valid Cases
	133
	
	

	a. 3 cells (25.0%) have expected count less than 5. The minimum expected count is 2.59.
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The findings act upon objective 3 “Analyse the differences in motivations among demographics to buy sustainable products.” Results show that there are no significant differences in the motivations to buy sustainable products depending on the age of the consumer. However, the collective results show that the biggest motivations are the products price, environmental impact of product performance. 
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	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	9.972a
	10
	.443

	Likelihood Ratio
	11.075
	10
	.352

	N of Valid Cases
	133
	
	

	a. 8 cells (44.4%) have expected count less than 5. The minimum expected count is .90.


[bookmark: _Toc103597031][image: ]	4.5 Environmental responsibility among demographics 
The chi square analysis on the perception of individual actions shows there is no significant difference because the p value is <0.5





	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	1.601a
	2
	.449

	Likelihood Ratio
	1.610
	2
	.447

	Linear-by-Linear Association
	1.535
	1
	.215

	N of Valid Cases
	133
	
	

	a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 5.75.
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	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	3.146a
	6
	.790

	Likelihood Ratio
	3.070
	6
	.800

	Linear-by-Linear Association
	.034
	1
	.854

	N of Valid Cases
	133
	
	

	a. 4 cells (33.3%) have expected count less than 5. The minimum expected count is 2.82.
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The chi square analysis on the encouragement of products performance shows there is no significant difference because the p value is <0.5






The chi square analysis on the encouragement of products performance shows there is no significant difference because the p value is <0.5

[bookmark: _Toc103597032][image: ]4.6 Trust in products environmental claims among demographics 

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	3.908a
	2
	.142

	Likelihood Ratio
	5.979
	2
	.050

	Linear-by-Linear Association
	2.170
	1
	.141

	N of Valid Cases
	133
	
	

	a. 4 cells (66.7%) have expected count less than 5. The minimum expected count is 1.92.




	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	3.077a
	6
	.799

	Likelihood Ratio
	4.512
	6
	.608

	Linear-by-Linear Association
	.016
	1
	.898

	N of Valid Cases
	133
	
	

	a. 8 cells (66.7%) have expected count less than 5. The minimum expected count is .94.
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The chi square analysis on the gender of product trust shows there is no significant difference because the p value is <0.5
The chi square analysis on the education of product trust shows there is no significant difference because the p value is <0.5
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	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	10.863a
	10
	.368

	Likelihood Ratio
	13.742
	10
	.185

	N of Valid Cases
	133
	
	

	a. 12 cells (66.7%) have expected count less than 5. The minimum expected count is .30.












The chi square analysis on the age of product trust shows there is no significant difference because the p value is <0.5





[bookmark: _Toc103597033]4.7 Discussion 
The findings of the barriers for consumers when buying sustainable products collate to Cheah and Phau, (2011) who found that inconvenient is a key barrier in the purchasing process. Moreover, this study found that price was a major factor in customers purchase intentions which is supported by the findings of Gleim al, (2013). These results also back the discovery of Chekima al, (2015) who found that education does not affect sustainable behaviour and perceived responsibility. The results show that word of mouth is the most trustworthy source of produce information thus supporting Madeeha al, (2020) who found peer to peer interaction on social media heighten consumer trust in the brand. Additionally, there is a similarity with Salazar al’s study (2013) which found that consumers acted differently depending on whether they got product from a friend or advertising. Thus, finding that word of mouth is more trustworthy and likely to encourage to consumers buying sustainable goods. The discovery that e-mail marketing is effective with consumers aged 18-25 correlates to Naragon (2015) who found 98% of Millennials look at their e-mails regularly, 88% of which are on smartphones. Additionally, this study supports Do Paço al (2012) that untrustworthy environmental claims are a barrier for consumers and there is no difference between genders’ trust levels. 



[bookmark: _Toc103597034]5.0 Conclusion 
This research aimed to critically evaluate what stimuli encourages consumers to buy sustainable products for better target marketing through the use of a survey using quantitative data. The findings show that website adverts have a significant effect on women’s purchase intention, moreover Instagram showed a weak correlation of encouraging women to buy sustainable goods. E-mail marketing has a significant effect on encouraging people aged 18-24 to make a purchase. Therefore, showing that the sustainable goods market cannot be effectively segmented because the findings show modest differences in the behaviours of groups.  Thus, meeting the first objective of; analyse what marketing channels encourages consumers to buy sustainable goods.
The third objective was to analyse the differences in motivations among demographics to buy sustainable products. The results uncovered a that there is no difference between the motivations between demographics. Although the second objective; critically examine what marketing material encourages consumers to buy sustainable goods was met.  This is because the study found that collectively the biggest motivation is price and product performance meaning that is there are some areas green marketing should focus on. Similarity, poor pricing and product performance are also barriers to purchasing sustainable goods, additionally untrustworthy environmental claims were highlighted showing that greenwashing does have a negative impact on consumers. 
A limitation of this research was the design of the questions which compromised the reliability and validity of the results. The “not sure “option meant when participants were confronted with difficult questions it allowed them to be indecisive, thus hampering the validity of the results. Additionally, the sample of 133 participants made this a small study and therefore the findings are unreliable to make assumptions about multiple demographic’s behaviour. A larger sample could have uncovered more significant differences, thus would have allowed for a deeper understanding of how to segment the sustainable goods market. Future research could develop on the weak findings that suggests there are differences among demographics in the effect of different marketing platforms have on sustainable goods purchase intentions.
This study recommends that businesses do not segment the sustainable goods market as the findings show this there is significant difference between demographics. Therefore, any attempt to segment the sustainable goods market is not backed by scientific evidence and could result in an ineffective marketing campaign. However, e-mail marketing campaigns content should be targeted towards consumers aged 18-24 as this platform has significant effect on encouraging them to purchase products. Additionally, marketing campaigns of sustainable goods should focus on price and product performance as these are the key aspects that encourage people to buy products if they are attractive, but these are also the key barriers if they don’t meet their needs. Therefore, marketing content that promotes these aspects will be taping into consumer needs and desires therefore will be highly effective.
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Questionnaire survey
	How old are you? 

	18-24

	25-34

	35-44

	45-54

	55-64

	65+

	What is your gender?

	Male 

	Female 

	Other 

	Prefer not to say 

	Describe where you live?

	City 

	Suburb 

	Town 

	Village 

	What is your education?

	GCSE/O Levels

	A level/ equivalent  

	Undergraduate degree 

	Postgraduate degree  

	Which platform encourages you to buy products?

	E-mail 

	Facebook

	Instagram 

	Twitter 

	Website adverts

	TV

	Word of mouth 

	YouTube

	TikTok

	Which platform is the most trustworthy for product information?

	E-mail 

	Facebook

	Instagram 

	Twitter 

	Website adverts

	TV

	Word of mouth 

	YouTube

	TikTok

	What are the key aspects that would motivate you to buy a sustainable product?

	[bookmark: _Hlk94007309]Price 

	Design

	Environmental impact

	Product performance

	What are the keys aspects that are a barrier in you buying sustainable products?


	Price

	Inconvenient 

	Untrustworthy environmental claims

	Product performance

	Do you believe your actions will help to preserve the environment?

	Yes 

	Not sure 

	No 

	Do you trust products environmental claims?

	All the time  

	Sometimes 

	Never 





Ethics Form
APPLICATION FOR ETHICAL APPROVAL

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:
	Jasper MacCall

	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:
	IHM


	4
	Campus:
	Swansea Business School  


	5
	E-mail address:
	1900519@student.uwtsd.ac.uk


	6
	Contact Telephone Number:
	07741481933


	
	For students:

	7
	Student Number:
	1900519

	8
	Programme of Study:
	BA Business Management (Marketing)

	9
	Director of Studies/Supervisor:
	Dr Rachel Cook






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
	


	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 within an existing UWTSD Athrofa Professional Learning Partnership (APLP)?
	If YES then the permission question below does not need to be answered.
	YES
	☐
	NO
	☒

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


	2
	Proposed start date:
	30th Nov 20221
	Proposed end date:
	17th May 2022

	
	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

Contribute to the literature on sustainable consumer behaviour and aide businesses in how they can improve target marketing of their sustainable products.

(this box should expand as you type)

	4
	Research Question
To critically evaluate what stimuli encourages consumers to buy sustainable products for better target marketing.


(this box should expand as you type)

	5
	Aims of Research Activity
1.	Analyse what marketing channels encourages consumers to buy sustainable goods.
2.	Analyse what marketing material encourages consumers to buy sustainable goods.
3.	Analyse the differences in motivations among demographics to buy sustainable products.
4.	Provide recommendations for how companies can segmentate consumers when marketing sustainable goods.



(this box should expand as you type)

	6
	Objectives of Research Activity

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


Develop questions that give participants the option to say whether the price, environmental credentials, or product qualities results in them purchasing.

Create a survey that groups by participants by age, gender and income to determine whether there are behavioural differences.

(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
	I will collect quantitative data through an online questionnaire. Then, the data will be analysed through SPSS which will allow me to answer my research objectives.


(this box should expand as you type)

	

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

	8
	UK

(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
	


(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 Well-being 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:

	
	
My research will help business target their sustainable goods more effectively thus helping them to reduce the amount of unsustainable products they sell. 
(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?

	500


(this box should expand as you type)

	11
	Who will the participants be?

	A range of UK citizens from all walks of life


(this box should expand as you type)

	12
	How will you identify the participants?
	I will identify and recite participants by sending a link to my friends who fulfil the criteria


(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

	
	[bookmark: _Toc103597037]
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.  

	[bookmark: _Toc103597038]1
	[bookmark: _Toc103597039]Full risk assessment completed and appended? 
	[bookmark: _Toc103597040]Yes 
	☒

	
	
	[bookmark: _Toc103597042]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:
Data Breach could harm participants.

(this box should expand as you type)
	How you will mitigate the risk to participants:
Ensure data is stored on a secure platform.


(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

	
	


(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:
There is no harm this research could cause me as it is computer base and won’t need human interaction.


(this box should expand as you type)
	How you will mitigate the risk to the investigator:



(this box should expand as you type)

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

	
	Risk to the University:
Data breach could harm the university’s reputation.


(this box should expand as you type)
	How you will mitigate the risk to the University:
Ensure data is stored on a secure platform.


(this box should expand as you type)

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

	
	Risk to the environment:
There is no potential harm this research could cause to the environment as it is computer base and so won’t damage or pollute the environment.



(this box should expand as you type)
	How you will mitigate the risk to environment:



(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? 

	
	No feedback will be given to participants as the survey will ask for their opinions on sustainable marketing, thus there will be no performance element to feedback on.


(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.

	
	The first question of the survey will inform participants about how I intend to use their data and state the purpose of the study. It will ask for their consent to be in the study before being allowed to complete the main survey that will collect data.


(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. 

	
	Participants will only be asked their age, gender, and country of resident and education to allow analysis to be carried out. The data collected won’t allow individuals to be identified and will be stored on a secured device. 


(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
	0

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

	2
	Participants will be asked their age, gender, and country of resident and education. This will allow me to analyse the behaviour of different demographics and answer my objectives.


(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)



	
	
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:

	
	I will store my data and documents the university’s OneDrive which is password encrypted. I will also backup all my data and documents on my laptop that is secured by a password.

(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):

	
	I will store data on a password encrypted device.


(this box should expand as you type)

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

	
	Jasper MacCall


(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:

	
	Jasper MacCall


(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.  

	
	University’s OneDrive, which is password, encrypted.


(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) 

	
	


(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:
	J R MacCall
	Date: 3/12/21




For STUDENT Submissions:
	2
	Director of Studies/Supervisor:
	
	Date:

	3
	Signature:
	

	



For STAFF Submissions:
	4
	Academic Director/ Assistant Dean:
	
	Date:

	5
	Signature:
	

	



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	☒
	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 AND 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.
You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly.

	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.



This form is available electronically from the Academic Office web pages: https://www.uwtsd.ac.uk/academic-office/appendices-and-forms/
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Crosstab

gender
female  male Total
Instagram no  Count 50 39 89
Expected Count 549 341 89.0
yes Count 2 12 44
Expected Count 271 16.9 440
Total Count 82 51 133
Expected Count 820 510 1330
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Crosstab

gender
female  male Total
Website adverts _no _Count 53 2 ™
Expected Count 475 25 70
yes Count 2 2 56
Expected Count 5 215 56.0
Total Count 82 51 133

Expected Count 820 510 1330
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Crosstab

gender

female  male Total
TikTok no  Count 7 48 119
Expected Count 734 456 1190
yes Count 11 3 14
Expected Count 85 54 140
Total Count 82 51 133
Expected Count 820 510 1330
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Crosstab

gender
female  male Total
YouTube no  Count 63 40 103
Expected Count 635 395 1030
yes Count 19 11 £
Expected Count 185 15 300
Total Count 82 51 133
Expected Count 820 510 1330
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Crosstab

gender
female  male Total
Wordofmouth no _Count 2 10 3t
Expected Count 19 1.9 310
yes Count 61 4 102
Expected Count 629 301 1020
Total Count 82 51 133

Expected Count 820 510 1330
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Crosstab

gender

female  male Total
Twiter no  Count 76 48 124
Expected Count 765 475 1240
yes Count 6 3 9
Expected Count 55 35 90
Total Count 82 51 133
Expected Count 820 510 1330
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Crosstab

gender

female  male Total
™ o Count 48 23 7
Expected Count 438 272 7.0
yes Count £ 2 62
Expected Count 382 238 620
Total Count 82 51 133
Expected Count 820 510 1330
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Crosstab

age
1824 2534 3544 4564 5564 65+ Total

Pice no  Count 14 3 6 14 14 4 55

Expected Count 145 62 54 128 128 33 550

yes Count 2 12 7 17 17 4 8

Expected Count 205 88 78 182 182 47 780

Total Count 35 15 13 3 3 8 133

Expected Count 350 150 130 310 310 80 1330
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Crosstab

age
1824 2534 3544 4564 5564 65+ Total

Design no  Count 2 11 8 2 17 5 86

Expected Count 28 97 84 200 200 52 86.0

yes Count 11 4 5 10 14 3 a7

Expected Count 124 53 45 1.0 1.0 28 470

Total Count 35 15 13 3 3 8 133

Expected Count 350 150 130 310 310 80 1330
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Crosstab

age
1824 2534 3544 4564 5564 65+ Total
Envionmentalimpact no  Count 15 7 6 15 18 3 64
Expected Count 168 72 63 149 149 38 640
yes Count 20 8 7 16 13 5 69
Expected Count 182 78 67 161 161 42 69.0
Total Count 35 15 13 3 3 8 133

Expected Count 350 150 130 310 310 80 1330
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Crosstab

1824 2534 65+ Total
Productperformance no Count 15 3 4 6 14 1 43
Expected Count 13 48 42 100 100 26 430
yes Count 20 12 9 2 17 7 90
Expected Count 237 102 88 210 210 54 90,0
Total Count 35 15 13 3 3 8 133
Expected Count 350 150 130 310 310 80 1330
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Which platform/s is the most trustworthy for product information?

133 responses
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Which platform/s encourages you to buy products?

133 responses
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What are the key aspect/s that would motivate you to buy a sustainable product?

133 responses

Design

Environmental impact

Product performance
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What are the keys aspect/s that are a barrier in you buying sustainable products?

133 responses

Inconvenient|

Unirustworthy environmental
claims|

Product performance|
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Do you believe your actions will help to preserve the environment? * age Crosstabulation

age

1824 2534 3544 4554 5564 65+ Total

Do you believe your actionsyes, Caunt 17 6 2 10 12 6 53

CINGERD (raaiin Expected Count 139 60 52 124 124 32 530
environment?

notsure_Count 14 8 9 17 15 2 65

Expected Count 174 73 64 152 152 39 65.0

no Count 4 1 2 4 4 0 15

Expected Count 39 17 15 35 35 9 150

Total Count 35 15 13 3 3 8 133

Expected Count 350 150 130 310 310 80 1330
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Do you believe your actions will help to preserve the environment? *
gender Crosstabulation

gender

female  male Total

Do you believe your actionsyes, Caunt e 17 53

CINGERD (raaiin Expected Count 327 203 530
environment?

notsure_Count £ 2 65

Expected Count 401 29 65.0

no Count 8 7 15

Expected Count 92 58 150

Total Count 82 51 133

Expected Count 820 510 1330
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Do you believe your actions will help to preserve the environment? * education
Crosstabulation

education

gese alevel  undergrad  postorad  Total

Do you believe your actionsyes, Caunt 8 17 17 11 53

CINGERD (raaiin Expected Count 100 143 175 1.2 530
environment?

notsure_Count 15 16 2 14 65

Expected Count 122 178 215 137 65.0

no Count 2 3 7 3 15

Expected Count 28 41 50 32 150

Total Count 2 £ 44 2 133

Expected Count 250 360 440 280 1330
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Crosstab

Do you trust products environmental claims?

allthe time _sometimes never Total
Gender female _Count 6 73 3 82
Expected Count 37 752 31 820

male Count 0 49 2 51
Expected Count 23 4638 19 51.0

Total Count 6 122 5 133
Expected Count 60 1220 50 1330
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Crosstab

Do you trust products environmental claims?

allthe time _sometimes never Total
Education gese Count 2 2 1 2
Expected Count 11 229 9 250

alevel Count 0 35 1 £

Expected Count 18 330 14 360

undergrad _Count 2 40 2 44

Expected Count 20 404 17 440

postgrad  Count 2 2 1 2
Expected Count 13 257 1 280

Total Count 6 122 5 133
Expectad Count 60 1220 50 1330
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Crosstab

Do you trust products environmental claims?

allthe time _sometimes never Total
Age 1824 Count 1 34 0 35
Expected Count 18 321 3 350

2534 Count 0 14 1 15
Expected Count 7 138 6 150

3544 Count 0 12 1 13
Expected Count 6 19 5 130

4554 Count 2 2% 3 3
Expected Count 14 284 2 310

5564 Count 3 2 0 3
Expected Count 14 284 2 310

65+ Count 0 8 0 8
Expected Count 4 73 3 80

Total Count 6 122 5 133
Expected Count 60 1220 0 1330





