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Abstract
Sustainability has become increasingly important in the fast-food industry as consumers show greater awareness of environmental issues and sustainability-related business practices. This study examined the influence of Sustainable Marketing Effectiveness on Customer Trust and Purchase Intention in the UK fast-food industry. It also examined the relationships between Attitude, Subjective Norm, Perceived Behavioural Control and Purchase Intention, based on the Theory of Planned Behaviour (TPB). Customer Trust was examined as a proposed mediator between Sustainable Marketing Effectiveness and Purchase Intention.
A quantitative, cross-sectional research design was adopted. Primary data were collected through an online questionnaire from UK fast-food consumers. A total of 100 valid responses were retained for the final analysis. Sustainable Marketing Effectiveness was measured through four dimensions: Green Product, Green Price, Green Place and Green Promotion. Customer Trust was examined through Ability, Benevolence and Integrity, while Attitude, Subjective Norm and Perceived Behavioural Control represented the TPB variables. Purchase Intention was treated as the dependent variable. Descriptive statistics and correlation analysis were used to examine the relationships between the main variables.
The findings indicated positive evaluations of Sustainable Marketing Effectiveness and identified significant positive relationships between Sustainable Marketing Effectiveness and Customer Trust, Sustainable Marketing Effectiveness and Purchase Intention, and Customer Trust and Purchase Intention. Attitude, Subjective Norm and Perceived Behavioural Control were also positively associated with Purchase Intention. These findings suggest that consumers' perceptions of sustainable marketing and trust are relevant to their purchase intentions in the UK fast-food context.
The findings provide preliminary evidence consistent with the proposed role of Customer Trust in the relationship between Sustainable Marketing Effectiveness and Purchase Intention. However, because a formal indirect-effect mediation analysis was not conducted, the study does not conclusively establish Customer Trust as a statistical mediator. The study contributes context-specific evidence concerning sustainable marketing, consumer trust and purchase intention and provides practical implications for fast-food businesses seeking to improve sustainability-related marketing communication and consumer confidence.
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[bookmark: _Toc240930813]CHAPTER 1: INTRODUCTION AND RATIONALE
[bookmark: _Toc240930814]1.1 Research Background
The fast-food industry is an important part of the UK consumer market, but its environmental impact has increased attention on the sustainability practices of food-service organisations. Packaging waste, food waste, greenhouse-gas emissions, resource consumption and supply-chain impacts have created pressure for businesses to reduce their environmental footprint (WRAP, 2024; DEFRA, 2023). At the same time, consumers are increasingly exposed to information about environmental responsibility and may expect food companies to demonstrate credible sustainability practices. Sustainability has therefore moved beyond an operational issue and become part of marketing, brand positioning and customer relationship management.
Sustainable marketing can be understood as the planning, development, pricing, distribution and communication of offerings in ways that create customer value while considering longer-term environmental, social and economic consequences (Peattie and Belz, 2010; Kotler, Kartajaya and Setiawan, 2021). This broader definition is important because sustainability marketing is not simply about promoting a company's environmental activities. Its effectiveness depends on whether customers perceive the product and its value, price, availability and promotional communication as credible and relevant. In other words, the presence of a sustainability initiative does not automatically mean that the initiative is effective from the customer's perspective.
The present study therefore uses the term Sustainable Marketing Effectiveness (SME) to refer to customers' perceived effectiveness of a company's sustainability-oriented marketing mix. Following the green marketing literature and the dimensions identified in the existing study used in this research (including Hermanto et al., 2024), SME is operationalised through four dimensions: green product, green price, green place and green promotion. Green product concerns the sustainability characteristics of the product or service; green price concerns the perceived value and fairness of the price associated with sustainable choices; green place concerns the availability and accessibility of sustainable offerings; and green promotion concerns the clarity, credibility and communication of sustainability information. These dimensions provide a more measurable construct than simply listing individual company initiatives.
The UK fast-food sector provides a relevant context for examining these relationships because consumers frequently balance sustainability considerations against taste, quality, convenience, price and availability. For example, McDonald's has reported initiatives relating to packaging, sourcing and waste reduction (McDonald's, 2024). Such initiatives are useful as the practical context of the study, but the research is not intended to evaluate McDonald's operational performance. Instead, McDonald's and the wider UK fast-food market provide a setting in which customers can evaluate sustainable marketing activities and form perceptions about the credibility of sustainability claims.
A further issue is the gap between sustainability communication and consumer response. Consumers may express positive environmental attitudes but still choose products on the basis of price, taste, convenience or habit. This is commonly described as an attitude-behaviour gap. In addition, sustainability claims can be difficult for consumers to verify. When customers believe that a company's sustainability claims are honest, reliable and supported by actual behaviour, trust may increase. When claims appear exaggerated, vague or misleading, scepticism and greenwashing concerns may reduce trust (Delmas and Burbano, 2011). Customer trust is therefore considered an important psychological mechanism connecting sustainable marketing perceptions with purchase intention.
The study also draws on the Theory of Planned Behaviour (TPB) (Ajzen, 1991), which proposes that behavioural intention is influenced by attitude, subjective norm and perceived behavioural control. These three constructs are relevant to sustainable fast-food purchasing because consumers may have favourable or unfavourable attitudes towards sustainable purchasing, may experience social influence from important others, and may perceive sustainable choices as more or less easy depending on price, availability and convenience. The present research integrates TPB with customer trust rather than treating trust as a replacement for the three TPB constructs. This allows the study to examine both the credibility of sustainability marketing and the consumer-level factors that contribute to purchase intention.
Accordingly, this dissertation examines whether perceived Sustainable Marketing Effectiveness influences customer trust and purchase intention, whether trust mediates the relationship between Sustainable Marketing Effectiveness and purchase intention, and how the three TPB constructs are associated with purchase intention among UK fast-food consumers.
[bookmark: _Toc240930815]1.2 Research Rationale
[bookmark: _Toc240930816]1.2.1 Theoretical Justification
Sustainable marketing literature suggests that organisations must move beyond short-term promotional objectives and create value while accounting for longer-term environmental and social consequences (Peattie and Belz, 2010). However, sustainable marketing effectiveness cannot be assumed from the existence of environmental initiatives. Its effectiveness should be assessed from the consumer's perspective: whether sustainability-related product characteristics, value and pricing, availability, and communication are perceived as meaningful and credible. The four-dimensional green marketing mix therefore provides a useful operational structure for this study.
The literature also indicates that the effects of green marketing are not necessarily consistent across contexts. Some studies report positive relationships between green marketing and consumer attitudes or purchase intentions, whereas other research highlights price sensitivity, convenience, product quality and scepticism as barriers. These differences may arise because studies use different countries, industries, samples, product categories and measures of green behaviour. A finding obtained from consumers purchasing environmentally focused products in one market cannot automatically be generalised to routine fast-food purchases in the UK. This contextual issue strengthens the case for a UK-specific investigation.
Customer trust provides a second theoretical dimension. Trust is particularly relevant where consumers cannot easily verify sustainability claims. Trust can be conceptualised through beliefs concerning a firm's ability, benevolence and integrity (Mayer, Davis and Schoorman, 1995). Ability concerns whether the organisation is capable of carrying out what it claims; benevolence concerns whether it appears to care about stakeholders rather than merely pursuing self-interest; and integrity concerns whether the organisation behaves honestly and consistently with accepted principles. These dimensions offer measurable indicators for assessing trust in sustainability claims.
Trust is positioned as a mediator because sustainable marketing activities are expected to influence purchase intention partly through the credibility that consumers attach to those activities. A customer may observe recyclable packaging or responsible sourcing, but the observation alone may not change purchase intention if the customer doubts the claim. Conversely, credible sustainability marketing may reduce uncertainty, strengthen positive evaluations and increase willingness to purchase. The mediation logic therefore examines whether trust helps explain the mechanism through which Sustainable Marketing Effectiveness translates into purchase intention.
TPB provides the consumer-behaviour foundation for the dependent variable. Attitude captures the consumer's overall evaluation of making a sustainable fast-food purchase; subjective norm captures perceived social expectations; and perceived behavioural control captures the consumer's perceived ability to make such a purchase. These factors are theoretically linked to behavioural intention in TPB (Ajzen, 1991). Customer trust is integrated as an additional explanatory mechanism because sustainability claims are external information that may shape the consumer's evaluation of the offering and confidence in the choice. The framework therefore combines sustainable marketing theory, trust theory and TPB while keeping each construct conceptually distinct.
[bookmark: _Toc240930817]1.2.2 Practical Justification
The study has practical relevance for fast-food organisations because sustainability expenditure and communication require evidence of customer response. Understanding which dimensions of Sustainable Marketing Effectiveness are associated with trust and purchase intention can help firms prioritise sustainability communication and customer value. The study may also help organisations recognise that sustainability claims need to be credible, transparent and consistent with observable actions. For policymakers and industry stakeholders, evidence on trust and purchase intention may support clearer sustainability communication and reduce the risk of misleading environmental claims.
[bookmark: _Toc240930818]1.3 Research Gap
Although previous research has examined sustainable marketing, green consumer behaviour, customer trust and purchase intention, there remains limited context-specific evidence explaining how these variables interact among consumers in the UK fast-food industry. Previous studies have used different definitions and measurements of green marketing, with some focusing on individual activities and others using broader sustainability constructs. As a result, it remains unclear how consumers' perceptions of Green Product, Green Price, Green Place and Green Promotion collectively relate to trust and purchase intention in the UK fast-food context.
A second gap concerns the relationship between sustainable marketing and purchase intention. Previous research has reported positive relationships, but other studies highlight the importance of price, convenience, product quality, taste and consumer scepticism. These differences may reflect variations in country, industry, product category, sample and measurement. Therefore, findings from non-UK or non-food contexts cannot automatically be applied to routine fast-food purchasing in the UK.
A third gap concerns the role of Customer Trust. Sustainability claims can be difficult for consumers to verify directly, meaning that perceived credibility may influence how consumers respond to sustainable marketing. Although previous literature recognises the importance of trust and concerns about greenwashing, less attention has been given to whether Customer Trust acts as a mediating mechanism between Sustainable Marketing Effectiveness and Purchase Intention among UK fast-food consumers. It therefore remains unclear whether sustainable marketing is associated with purchase intention directly, through trust, or through both pathways.
A fourth gap concerns the integration of Sustainable Marketing Effectiveness, Customer Trust and the Theory of Planned Behaviour. TPB explains purchase intention through Attitude, Subjective Norm and Perceived Behavioural Control, but these constructs do not specifically explain whether consumers believe corporate sustainability claims are credible. This study therefore integrates Customer Trust with TPB as an additional explanatory mechanism rather than treating trust as a fourth TPB component.
The present study addresses these gaps by collecting primary quantitative data from UK fast-food consumers. Sustainable Marketing Effectiveness is operationalised through Green Product, Green Price, Green Place and Green Promotion. The study examines the relationship between Sustainable Marketing Effectiveness and Customer Trust, the relationship between Customer Trust and Purchase Intention, and the direct relationship between Sustainable Marketing Effectiveness and Purchase Intention. It also examines whether Customer Trust mediates this relationship and assesses the relationships between Attitude, Subjective Norm, Perceived Behavioural Control and Purchase Intention. The study therefore provides context-specific evidence about how sustainable marketing perceptions, trust and consumer behavioural factors are.
[bookmark: _Toc240930819]1.4 Research Contribution and Motivation
Theoretical Contribution
The study contributes by developing an integrated framework that combines Sustainable Marketing Effectiveness, customer trust and TPB. Rather than treating sustainability marketing as a list of company activities, the study operationalises it through four consumer-perceived marketing dimensions. It then examines trust as a mechanism linking those perceptions with purchase intention while retaining attitude, subjective norm and perceived behavioural control as TPB-based predictors. This provides a clearer explanation of both marketing-related and consumer-related influences on intention.
Empirical Contribution
The study provides primary quantitative evidence from 50 UK fast-food consumers. Although the sample is modest and findings will not be statistically representative of all UK consumers, the research can provide context-specific evidence about relationships among the selected variables. The study is therefore positioned as a small-scale empirical investigation rather than a basis for broad population generalisation.

Practical Contribution
The findings may help fast-food marketers identify which sustainable marketing dimensions are most strongly associated with customer trust and purchase intention. They may also indicate whether improving sustainability communication alone is sufficient or whether trust and consumer perceptions must be addressed together.
Originality
The originality of the study lies in its integrated conceptualisation of perceived Sustainable Marketing Effectiveness, customer trust and purchase intention within a UK fast-food setting, while explicitly incorporating TPB constructs. The contribution is therefore the application and contextual integration of established concepts rather than the creation of a completely new theory.
[bookmark: _Toc240930820]1.5 Research Aim, Objectives and Questions
[bookmark: _Toc240930821]Research Aim
To examine the influence of perceived Sustainable Marketing Effectiveness on customer trust and purchase intention in the UK fast-food industry, and to assess the mediating role of customer trust while considering attitude, subjective norm and perceived behavioural control from the Theory of Planned Behaviour.
[bookmark: _Toc240930822]Research Objectives
1. To measure UK fast-food consumers' perceptions of Sustainable Marketing Effectiveness across Green Product, Green Price, Green Place and Green Promotion.
2. To measure UK fast-food consumers' level of Customer Trust in sustainability claims.
3. To examine the relationship between perceived Sustainable Marketing Effectiveness and Customer Trust.
4. To examine the relationship between Customer Trust and consumer Purchase Intention.
5. To examine the relationship between perceived Sustainable Marketing Effectiveness and consumer Purchase Intention.
6. To assess whether Customer Trust mediates the relationship between Sustainable Marketing Effectiveness and Purchase Intention.
7. To examine the relationships between Attitude, Subjective Norm, Perceived Behavioural Control and Purchase Intention.
[bookmark: _Toc240930823]Research Questions
1. How do consumers evaluate the four dimensions of Sustainable Marketing Effectiveness in the UK fast-food industry?
2. To what extent does perceived Sustainable Marketing Effectiveness influence customer trust in sustainability claims?
3. To what extent does customer trust influence UK fast-food consumers' purchase intention?
4. Does customer trust mediate the relationship between Sustainable Marketing Effectiveness and purchase intention?
5. How do attitude, subjective norm and perceived behavioural control relate to UK fast-food consumers' purchase intention?
[bookmark: _Toc240930824]1.6 Scope of the Study

The study focuses on UK residents aged 18 or above who have purchased from a fast-food restaurant within the relevant study period. The empirical research uses a target sample of 100 participants. Purchase intention, rather than actual future purchasing behaviour, is the dependent outcome because intention is the behavioural outcome directly supported by TPB and is more appropriate for a cross-sectional questionnaire. McDonald's UK is used as a practical reference point within the fast-food context, but the conceptual model is framed around UK fast-food consumers rather than claiming to measure the performance of McDonald's as a company.
[bookmark: _Toc240930825]1.7 Chapter Summary
This chapter established the research problem, theoretical rationale, research gap and contribution. It clarified Sustainable Marketing Effectiveness as a consumer-perceived construct measured through green product, green price, green place and green promotion. Customer trust is positioned as a mediator and is assessed through ability, benevolence and integrity, while attitude, subjective norm and perceived behavioural control provide the TPB-based explanation of purchase intention. The revised aim, objectives and research questions are aligned with these constructs. Chapter 2 develops the literature base and derives the conceptual framework and hypotheses from the identified relationships.
[bookmark: _Toc240930826]CHAPTER 2: LITERATURE REVIEW
[bookmark: _Toc240930827]2.1 Introduction
This chapter critically reviews literature relevant to Sustainable Marketing Effectiveness, customer trust and purchase intention in the fast-food context. The review does not treat company initiatives as evidence of effectiveness; instead, it examines how sustainability-oriented marketing can be conceptualised and measured from the consumer perspective. It compares findings across studies and considers why results may differ according to country, industry, sample and context. The chapter then explains TPB and trust theory, develops the relationships among the variables, identifies the research gap and presents the conceptual framework. Hypotheses are developed only after the framework has been established.
[bookmark: _Toc240930828]2.2 Sustainable Marketing: Concept and Effectiveness
Sustainable marketing extends the conventional marketing objective of creating customer value by incorporating longer-term environmental, social and economic considerations (Peattie and Belz, 2010). Kotler, Kartajaya and Setiawan (2021) similarly emphasise value creation within a wider sustainability context. This distinction is important because sustainability marketing should not be reduced to promotional communication. A company may communicate environmental activities effectively while making limited changes to its products, supply chain or distribution. Conversely, substantive sustainability practices may have little consumer impact if customers do not understand or trust them.
The concept of effectiveness in this study therefore refers to perceived marketing effectiveness rather than an objective environmental performance score. A sustainable marketing activity is considered effective when customers perceive the offering and its marketing as relevant, credible and capable of influencing their evaluation and intention. This consumer-centred interpretation is consistent with the need to examine outcomes such as trust and purchase intention rather than simply counting sustainability initiatives.
[bookmark: _Toc240930829]2.3 Dimensions of Sustainable Marketing Effectiveness
[bookmark: _Toc240930830]2.3.1 Green Product
Green product refers to the environmental characteristics of a product or service and the extent to which it reduces negative environmental effects. In fast food, relevant perceptions may include responsible sourcing, sustainable ingredients, reduced packaging and lower environmental impact. The literature suggests that consumers may respond positively when sustainability attributes are visible and relevant, but environmental attributes compete with conventional product criteria such as taste, quality and convenience. Thus, green product perceptions should be examined as one dimension rather than assumed to determine purchase intention on their own.
[bookmark: _Toc240930831]2.3.2 Green Price
Green price concerns the monetary value and perceived fairness of sustainable offerings. Sustainable products can involve additional production or sourcing costs, creating a potential price barrier. Consumers may support sustainability in principle but resist paying more when the environmental benefit is unclear. This is particularly relevant to fast food because purchases are often low-involvement and price-sensitive. Consequently, green price should capture perceived value and fairness rather than simply asking whether a customer is willing to pay more.
[bookmark: _Toc240930832]2.3.3 Green Place
Green place refers to the availability and accessibility of sustainable products and distribution practices. In a fast-food context, sustainability has limited influence if sustainable options are difficult to find, unavailable at convenient locations or perceived as less accessible than conventional alternatives. This dimension connects directly with perceived behavioural control in TPB because availability and convenience can affect whether consumers feel capable of making a sustainable choice. Green place therefore represents both a marketing dimension and a contextual factor relevant to intention.
[bookmark: _Toc240930833]2.3.4 Green Promotion
Green promotion concerns how sustainability information is communicated to consumers. Effective green promotion requires information that is clear, credible and sufficiently specific to avoid ambiguity. Research on greenwashing demonstrates that exaggerated or misleading environmental claims can generate scepticism and damage credibility (Delmas and Burbano, 2011). Green promotion is consequently expected to have a particularly close relationship with trust because consumers may use the quality of sustainability communication as a signal of organisational integrity.
[bookmark: _Toc240930834]2.3.5 Critical Evaluation of the Four-Dimensional Approach
The four dimensions provide a practical measurement structure, but they should not be interpreted as universally complete. Different studies define green marketing using different combinations of product, price, place, promotion, corporate environmental responsibility, consumer knowledge and green brand image. This variation partly explains inconsistent findings across the literature. The four dimensions are adopted here because they provide direct marketing-mix measures that can be translated into questionnaire items and linked to customer perceptions. The study therefore tests their relevance in the specific UK fast-food context rather than claiming that they represent every possible dimension of sustainability marketing.
[bookmark: _Toc240930835]2.4 Sustainable Marketing and Consumer Responses: Critical Evidence
Existing research generally suggests that sustainability-oriented marketing can improve consumer evaluations when consumers perceive the activities as meaningful and aligned with their values. Hermanto et al. (2024), for example, examined green marketing and green purchase intention in a fast-food context and highlighted the importance of green attitudes. Other literature similarly suggests that environmental concern and positive attitudes can strengthen consumer responses. However, positive effects are not universal. Consumers may prioritise price, taste, quality, convenience and brand familiarity, creating an attitude-behaviour gap.
Differences among studies should therefore be interpreted critically. Studies conducted in countries with different environmental regulations may find stronger or weaker consumer sensitivity to sustainability. Product category also matters: consumers may be more willing to evaluate sustainability in durable or explicitly green products than in routine fast-food purchases. Sample composition can matter because younger consumers, environmentally concerned consumers and frequent customers may respond differently. Measurement differences also matter; a study measuring general environmental attitude is not directly equivalent to one measuring perceptions of a firm's sustainability marketing. These contextual differences justify a focused UK fast-food study.
[bookmark: _Toc240930836]2.5 Customer Trust in Sustainability Claims
Customer trust is defined in this study as the extent to which consumers believe that a fast-food company's sustainability claims are credible, reliable and supported by genuine behaviour. Trust becomes important because environmental performance is often difficult for consumers to verify directly. Customers therefore rely partly on information and signals provided by organisations. Where information is complex or incomplete, perceived credibility can reduce uncertainty; where claims appear inconsistent, scepticism may increase.
Trust can be operationalised through ability, benevolence and integrity (Mayer, Davis and Schoorman, 1995). Ability reflects confidence that the company has the competence and resources to implement sustainability commitments. Benevolence reflects the belief that the company genuinely considers environmental and social interests rather than acting only for self-interest. Integrity reflects perceived honesty, transparency and consistency between sustainability claims and behaviour. These dimensions are suitable for questionnaire measurement because they capture distinct reasons why a customer may or may not trust sustainability claims.
The relationship between sustainable marketing and trust is theoretically plausible because customers interpret marketing activities as signals of organisational commitment. Green product and sourcing information can provide evidence of substantive action; green place can demonstrate that sustainable choices are available in practice; and green promotion can communicate those activities. However, the same communication can reduce trust when consumers perceive exaggeration or greenwashing. Trust is therefore expected to depend not simply on the amount of sustainability communication but on its perceived credibility and organisational consistency.
[bookmark: _Toc240930837]2.6 Customer Trust as a Mediator
Customer Trust is positioned as a mediator because sustainable marketing may influence Purchase Intention through consumers' perceptions of the credibility and reliability of sustainability claims. Sustainable Marketing Effectiveness includes consumers' perceptions of green products, green pricing, accessibility and sustainability communication. However, these activities may not influence purchase intention if consumers doubt the genuineness of the company's claims. For example, a consumer may notice recyclable packaging or information about sustainable sourcing but may not intend to purchase because they are uncertain whether the company's sustainability claims are reliable. In contrast, when sustainable marketing is perceived as clear, consistent and supported by genuine organisational behaviour, consumers may develop greater trust in the company. This trust can reduce uncertainty and increase confidence in choosing the company's sustainable offerings. 
The proposed mechanism can therefore be represented as: Sustainable Marketing Effectiveness → Customer Trust → Purchase Intention 
At the same time, a direct relationship is retained: Sustainable Marketing Effectiveness → Purchase Intention 
This allows the study to examine whether sustainable marketing is associated with purchase intention independently of trust and whether part of this relationship may operate through Customer Trust. Customer Trust is measured through Ability, Benevolence and Integrity, following the trust dimensions proposed by Mayer, Davis and Schoorman (1995). Ability reflects confidence in the organisation's capability to deliver its sustainability commitments; Benevolence reflects the perception that the organisation considers wider stakeholder interests; and Integrity reflects perceived honesty, transparency and consistency. Customer Trust is therefore not treated as a fourth component of TPB. Instead, it is an additional explanatory mechanism positioned alongside the three established TPB constructs of Attitude, Subjective Norm and Perceived Behavioural Control.
[bookmark: _Toc240930838]2.7 Theory of Planned Behaviour
Ajzen's (1991) Theory of Planned Behaviour proposes that behavioural intention is influenced by attitude, subjective norm and perceived behavioural control. Intention is then a proximal predictor of behaviour. The theory is appropriate for this study because the dependent variable is purchase intention rather than observed purchasing behaviour.
2.7.1 Attitude
Attitude refers to the degree to which a person evaluates the behaviour positively or negatively. In this research, it refers to the consumer's evaluation of purchasing sustainable fast-food products. Sustainable marketing and credible sustainability claims may contribute to a more favourable attitude, while doubts about environmental benefits may weaken it.
2.7.2 Subjective Norm
Subjective norm refers to perceived social pressure to perform or not perform a behaviour. In sustainable fast-food purchasing, consumers may be influenced by family, friends, peers, social media communities or wider social expectations. The influence of subjective norm may differ across samples because social influence is dependent on cultural and demographic context.
2.7.3 Perceived Behavioural Control
Perceived behavioural control refers to the perceived ease or difficulty of performing the behaviour. In the present context, price, availability, location, convenience and the range of sustainable choices may affect consumers' perceived control. This construct also provides a theoretical bridge to green place because accessibility can influence the feasibility of sustainable purchasing.
[bookmark: _Toc240930839]2.8 Linking Customer Trust with TPB
Trust is not treated as a fourth TPB component. Instead, it is introduced as an additional construct that may operate alongside the TPB variables. Sustainable marketing provides information about the company's environmental behaviour, while trust captures whether the consumer accepts that information as credible. Credible claims can support favourable evaluations and reduce uncertainty, which may contribute to stronger purchase intention. TPB then explains how the consumer's attitude, social environment and perceived control also influence intention.
This integrated approach avoids incorrectly redefining TPB while still responding to the research problem. The conceptual framework therefore contains two related explanatory paths: a sustainability-marketing path in which Sustainable Marketing Effectiveness influences trust and purchase intention, and a TPB path in which attitude, subjective norm and perceived behavioural control influence purchase intention. Trust is the proposed mediator of the Sustainable Marketing Effectiveness–purchase intention relationship.
[bookmark: _Toc240930840]2.8.1 Integration of Sustainable Marketing Effectiveness, Customer Trust and TPB
The integration of Sustainable Marketing Effectiveness (SME), Customer Trust and the Theory of Planned Behaviour (TPB) provides a broader framework for explaining sustainable purchase intention. Ajzen (1991) proposes that intention is influenced by Attitude, Subjective Norm and Perceived Behavioural Control. However, these factors do not specifically explain whether consumers consider sustainability claims credible. SME therefore provides the marketing context through which consumers evaluate green product, price, place and promotional activities. Customer Trust adds a complementary mechanism because consumers may respond differently depending on whether sustainability claims are perceived as reliable and genuine. Trust can be understood through Ability, Benevolence and Integrity (Mayer, Davis and Schoorman, 1995), while misleading or exaggerated sustainability claims may reduce credibility (Delmas and Burbano, 2011). Thus, Customer Trust is not treated as a fourth TPB component but as an additional explanatory mechanism. The framework consequently combines marketing perceptions, trust and TPB factors while keeping these constructs conceptually distinct and empirically testable.
[bookmark: _Toc240930841]2.9 Sustainable Marketing Effectiveness, Trust and Purchase Intention
The proposed direct relationship between Sustainable Marketing Effectiveness and purchase intention is supported by the broader green marketing literature, which suggests that consumers may be more willing to purchase when sustainability attributes create perceived value and align with consumer expectations. However, the relationship is expected to vary according to product, price and contextual constraints. In fast food, therefore, the study tests the relationship rather than assuming that sustainability will dominate conventional purchase criteria.
The relationship between Sustainable Marketing Effectiveness and trust is expected to be positive when consumers perceive the marketing as credible, consistent and supported by action. The relationship between trust and purchase intention is also expected to be positive because trust can reduce uncertainty and increase confidence in the claimed environmental benefits. These relationships jointly justify the mediation pathway.
The TPB relationships provide a complementary explanation. Consumers with favourable attitudes toward sustainable purchasing should report stronger purchase intentions. Stronger subjective norms should also be associated with intention when consumers perceive support from relevant others. Finally, greater perceived behavioural control should be associated with stronger intention because consumers who believe sustainable purchasing is accessible and manageable are more likely to intend to do it.
[bookmark: _Toc240930842]2.10 Research Gap and Contribution from the Literature
The critical review indicates that the literature provides evidence for sustainable marketing, trust and TPB separately, but fewer studies integrate these constructs in a single consumer-level model focused on UK fast-food purchasing. Existing studies also vary in how green marketing is measured, which makes it difficult to identify which marketing dimensions matter most. The present study addresses this by using four clearly defined Sustainable Marketing Effectiveness dimensions and three trust dimensions, while measuring purchase intention through the TPB perspective.
The study's contribution should therefore be stated modestly. It does not claim to establish universal causal relationships or to represent the whole UK population. Its contribution is to provide a structured, context-specific test of whether consumer perceptions of sustainable marketing are associated with trust and purchase intention, whether trust appears to transmit part of that relationship, and whether the three TPB constructs are related to purchase intention in a UK fast-food sample.
[bookmark: _Toc240930843]2.11 Conceptual Framework
Based on the literature reviewed above, the conceptual framework contains one main independent construct, one mediator, one dependent variable and three additional TPB predictors. Sustainable Marketing Effectiveness (independent variable) is measured through four dimensions: Green Product, Green Price, Green Place and Green Promotion. Customer Trust is the mediator and is measured through Ability, Benevolence and Integrity. Purchase Intention is the dependent variable. Attitude, Subjective Norm and Perceived Behavioural Control are TPB-based predictors of Purchase Intention.
[image: C:\Users\fabih\Downloads\mcdonalds con framework.png]
Fig: 01 Conceptual Framework (Self-Analyzed)
[bookmark: _Toc240930844]2.12 Hypothesis Development
The hypotheses below are derived from the conceptual framework. The number of hypotheses is therefore determined by the relationships represented in the framework rather than by a pre-selected number.
H1: Sustainable Marketing Effectiveness and Customer Trust
Sustainable marketing can influence consumers' perceptions of organisational credibility because customers may use sustainability-related product information, pricing, availability and communication as signals of organisational commitment. When sustainability claims are perceived as clear, consistent and supported by actions, trust may increase. Conversely, exaggerated or misleading claims may create scepticism and reduce credibility (Delmas and Burbano, 2011). Customer Trust is therefore expected to be positively associated with perceived Sustainable Marketing Effectiveness.
H1: Perceived Sustainable Marketing Effectiveness has a significant positive relationship with Customer Trust in sustainability claims.



H2: Sustainable Marketing Effectiveness and Purchase Intention
Sustainable marketing may influence purchase intention when consumers perceive environmental characteristics as creating value and aligning with their expectations. Green marketing research has identified relationships between sustainability-oriented marketing and consumer purchase responses, although the strength of these relationships may depend on price, convenience, product characteristics and consumer attitudes. Hermanto et al. (2024), for example, examined green marketing and green purchase intention in a fast-food context. Based on this evidence, the present study proposes a positive relationship.
H2: Perceived Sustainable Marketing Effectiveness has a significant positive relationship with consumer Purchase Intention.
H3: Customer Trust and Purchase Intention
Trust is particularly relevant where consumers cannot directly verify sustainability claims. When consumers believe that sustainability information is credible and that the organisation is capable, benevolent and acts with integrity, uncertainty may be reduced and confidence in the purchase decision may increase. Mayer, Davis and Schoorman (1995) provide the conceptual basis for understanding trust through Ability, Benevolence and Integrity.
H3: Customer Trust in sustainability claims has a significant positive relationship with consumer Purchase Intention.
H4: Customer Trust as a Mediator
The proposed mediation relationship follows the logic that Sustainable Marketing Effectiveness may influence Purchase Intention partly through Customer Trust. Sustainable marketing provides information about environmental activities, while trust reflects whether consumers accept this information as credible. If effective sustainability marketing increases trust and trust is associated with stronger purchase intention, Customer Trust may explain part of the relationship between Sustainable Marketing Effectiveness and Purchase Intention.
H4: Customer Trust significantly mediates the relationship between perceived Sustainable Marketing Effectiveness and consumer Purchase Intention.
H5: Attitude and Purchase Intention
The Theory of Planned Behaviour proposes that behavioural intention is influenced by an individual's attitude towards the behaviour (Ajzen, 1991). In this study, consumers with more favourable evaluations of sustainable fast-food purchasing are expected to report stronger purchase intentions.
H5: Attitude towards sustainable fast-food purchasing has a significant positive relationship with Purchase Intention.

H6: Subjective Norm and Purchase Intention
According to TPB, subjective norm reflects perceived social pressure or expectations regarding a behaviour (Ajzen, 1991). In sustainable fast-food purchasing, consumers may be influenced by family, friends, peers and wider social expectations. Therefore, stronger perceived social support for sustainable purchasing is expected to be associated with stronger purchase intention.
H6: Subjective Norm has a significant positive relationship with Purchase Intention.

H7: Perceived Behavioural Control and Purchase Intention
Perceived Behavioural Control refers to the perceived ease or difficulty of performing a behaviour and is a core component of TPB (Ajzen, 1991). In sustainable fast-food purchasing, factors such as price, availability, convenience and access to sustainable choices may influence consumers' perceptions of control. Consumers who perceive sustainable purchasing as easier and more manageable are therefore expected to report stronger purchase intentions.
H7: Perceived Behavioural Control has a significant positive relationship with Purchase Intention.
[bookmark: _Toc240930845]2.13 Alignment of Variables and Questionnaire
To maintain consistency between the conceptual framework and primary research instrument, questionnaire items should be grouped under the exact constructs used in the framework. Sustainable Marketing Effectiveness should contain items for green product, green price, green place and green promotion. Customer Trust should contain items reflecting ability, benevolence and integrity. TPB items should separately measure attitude, subjective norm and perceived behavioural control. Purchase intention should contain items measuring willingness, likelihood or intention to purchase sustainable fast-food offerings. Demographic questions should be analysed separately and should not be treated as core theoretical constructs.
The wording of questionnaire items should avoid combining two constructs in one question. For example, an item should not simultaneously ask whether a company is environmentally responsible and whether the respondent intends to purchase. Separating constructs is necessary because the study aims to test relationships among them. A five-point Likert scale can be used consistently across the constructs, with clear anchors such as 1 = Strongly Disagree and 5 = Strongly Agree.
[bookmark: _Toc240930846]2.14 Chapter Summary
This chapter critically reviewed sustainable marketing, customer trust and purchase intention and identified the theoretical and contextual gaps that motivate the study. Sustainable Marketing Effectiveness was operationalised through green product, green price, green place and green promotion. Customer trust was defined through ability, benevolence and integrity and positioned as a mediator because it provides a plausible mechanism through which sustainability marketing perceptions may influence purchase intention. TPB was used to explain purchase intention through attitude, subjective norm and perceived behavioural control. The resulting conceptual framework establishes clear independent, mediating and dependent variables, and the seven hypotheses were developed only after the framework was specified. This structure provides the basis for aligning the questionnaire, methodology, ethics form, data analysis and subsequent discussion chapters.

[bookmark: _Toc240930847]CHAPTER 3: RESEARCH METHODOLOGY
[bookmark: _Toc240930848]3.1 Introduction
This chapter explains how the research was carried out. It describes the research philosophy, approach, research design, data collection method, sample, questionnaire design and data analysis. The main purpose of the research is to examine how Sustainable Marketing Effectiveness (SME) affects Customer Trust and Purchase Intention in the UK fast-food industry. The methodology is designed to match the conceptual framework and hypotheses presented in Chapter 2. Sustainable Marketing Effectiveness is the main independent variable. It has four dimensions: Green Product, Green Price, Green Place and Green Promotion. Customer Trust is the mediating variable and includes Ability, Benevolence and Integrity. Attitude, Subjective Norm and Perceived Behavioural Control are also included as predictors of Purchase Intention. Purchase Intention is the dependent variable. The study uses an online questionnaire and collects quantitative data from UK fast-food consumers. The collected data will be analysed using Microsoft Excel.
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Fig: 01 Research Onion (Saunders et.al, 2019)



[bookmark: _Toc240930849]3.2 Research Philosophy
This research uses a positivist philosophy. Positivism is suitable because the study collects numerical data and uses statistical methods to examine relationships between variables. The questionnaire uses fixed questions and a five-point Likert scale. This allows participants' answers to be converted into numbers and compared. The study does not mainly focus on personal stories or detailed opinions. Instead, it measures consumers' views about sustainable marketing, trust and purchase intention. Therefore, positivism is suitable for this research because it supports the use of numerical data and hypothesis testing (Saunders et.al, 2019).
[bookmark: _Toc240930850]3.3 Research Approach
The study follows a deductive approach, using existing theories and previous research to test the relationships in the conceptual framework (Saunders et.al, 2019). The Theory of Planned Behaviour (TPB) is used to examine Attitude, Subjective Norm and Perceived Behavioural Control, while Customer Trust is examined as a mediator between Sustainable Marketing Effectiveness and Purchase Intention. The study tests the seven hypotheses developed in Chapter 2 and examines Sustainable Marketing Effectiveness, its four dimensions (Green Product, Green Price, Green Place and Green Promotion), Customer Trust, its three dimensions (Ability, Benevolence and Integrity), the three TPB variables, and Purchase Intention. This approach keeps the research questions, conceptual framework, questionnaire and hypotheses consistent (Ajzen, 1991).
[bookmark: _Toc240930851]3.4 Research Design
The research uses a quantitative research design. Quantitative research is suitable because the study collects numerical answers from respondents and uses statistical analysis (Saunders et.al, 2019). The study is also cross-sectional. This means that the data are collected at one point in time rather than from the same respondents over a long period. An online questionnaire is used to collect the data. All respondents receive the same questions and answer using the same response scale. This design makes it possible to compare responses and examine relationships between Sustainable Marketing Effectiveness, Customer Trust, Theory of Planned Behaviour variables and Purchase Intention (Saunders et.al, 2019).
[bookmark: _Toc240930852]3.5 Research Strategy
An online questionnaire created using Microsoft Forms will be used to collect data. It will be shared through social media, email and messaging applications, and participation will be voluntary. Most questions will use a five-point Likert scale ranging from Strongly Disagree (1) to Strongly Agree (5) (Saunders et.al, 2019). The questions are based on the conceptual framework, with each group measuring a specific construct or dimension. Before data collection, the questionnaire will be checked to ensure that the questions are clear, relevant and easy to understand (Saunders et.al, 2019).
[bookmark: _Toc240930853]3.6 Sampling Procedure
The target population consisted of UK residents aged 18 years or above who had purchased fast food within the previous six months. A non-probability sampling approach was used because a complete sampling frame of all UK fast-food consumers was not available for the study.
Convenience sampling was used as the primary sampling method because participants were recruited based on their accessibility and willingness to participate. Snowball sampling was also used to extend recruitment, whereby participants were encouraged to share the questionnaire with other individuals who met the eligibility criteria. This approach was appropriate for a small-scale student dissertation where access to the full UK fast-food consumer population was not available.
The questionnaire was created using Microsoft Forms and distributed through online channels, including social media, email and messaging applications. The introductory section explained the purpose of the study and provided the eligibility requirements. Participation was voluntary and respondents were required to meet the inclusion criteria before their responses were considered for analysis.
A total of 102 responses were initially collected. Following screening, 100 valid responses were retained for analysis. One response was excluded because the participant was under 18 years of age, while another was excluded because the respondent did not meet the requirement concerning recent fast-food purchasing.
The final sample therefore consisted of 100 eligible UK fast-food consumers. Because convenience and snowball sampling are non-probability methods, the final sample cannot be assumed to be statistically representative of all UK fast-food consumers. The findings are consequently interpreted as context-specific evidence from the respondents included in the study rather than as population estimates.
[bookmark: _Toc240930854]3.7 Data Collection
Primary data will be collected through an online questionnaire developed from the literature review and conceptual framework (Saunders et.al, 2019). The questions will be checked for clarity and relevance before being shared with eligible UK consumers. Participation will be voluntary, and responses will be collected through Microsoft Forms. The collected data will then be exported to Microsoft Excel, checked and prepared for analysis. Only responses from participants who meet the research requirements will be included in the final analysis (Saunders et.al, 2019).
[bookmark: _Toc240930855]3.8 Questionnaire Structure
The questionnaire consists of five sections and was completed by 100 valid participants who met the study’s eligibility criteria. Section A collects screening and demographic information, such as age, gender, employment status and fast-food purchasing frequency, to describe the sample. Section B measures Sustainable Marketing Effectiveness through four dimensions: Green Product, Green Price, Green Place and Green Promotion. Section C measures Customer Trust based on Ability, Benevolence and Integrity. Section D measures the three Theory of Planned Behaviour factors: Attitude, Subjective Norm and Perceived Behavioural Control. Finally, Section E measures Purchase Intention, which is the dependent variable and reflects consumers’ willingness to purchase sustainable fast-food products.
[bookmark: _Toc240930856]3.8.1 Questionnaire Development and Design
The questionnaire was developed from the constructs identified in the literature review and conceptual framework. To strengthen construct validity, the questionnaire items were based on established concepts and previously published measurement approaches where appropriate. The wording was adapted to suit the UK fast-food sustainability context while maintaining the meaning of the original constructs. The Sustainable Marketing Effectiveness section operationalised the four dimensions of Green Product, Green Price, Green Place and Green Promotion. Customer Trust was measured through Ability, Benevolence and Integrity, following the dimensions identified in the trust literature. Attitude, Subjective Norm and Perceived Behavioural Control were developed in accordance with the Theory of Planned Behaviour. Purchase Intention was measured using items relating to consumers' intention and willingness to purchase sustainable fast-food products. The adaptations mainly involved simplifying wording, referring specifically to sustainable fast-food purchasing and ensuring that the questions could be understood by general UK consumers. The meaning of each construct was retained during this adaptation process. A measurement-source table should be included to identify the published source or scale used for each construct and to explain any wording modifications made for the present study.
[bookmark: _Toc240930857]3.8.2 Questionnaire Pre-Test
Before distribution to the final participants, the questionnaire was reviewed to assess the clarity, relevance and structure of the questions. The wording was checked to ensure that it was understandable to general UK fast-food consumers and that each question focused on a single construct. The questionnaire was also compared with the conceptual framework to ensure alignment between each section and the study variables. Sustainable Marketing Effectiveness covered Green Product, Green Price, Green Place and Green Promotion, while Customer Trust covered Ability, Benevolence and Integrity. TPB measured Attitude, Subjective Norm and Perceived Behavioural Control. Purchase Intention was measured separately using a consistent five-point Likert scale.
[bookmark: _Toc240930858]
3.9 Question-to-Construct Alignment
To make sure the questionnaire, conceptual framework, hypotheses and data analysis are consistent, every research question will be linked to one specific construct or dimension.
The final questionnaire structure would be as follows: 

	Research Question
	Construct/Variables
	Questionnaire Section
	Analysis

	RQ1
	Green Product, Green Price, Green Place, Green Promotion
	Section B
	Frequency, Mean and SD

	RQ2
	Sustainable Marketing Effectiveness and Customer Trust
	Sections B and C
	Pearson correlation

	RQ3
	Sustainable Marketing Effectiveness and Purchase Intention
	Sections B and E
	Pearson correlation

	RQ4
	Customer Trust and Purchase Intention
	Sections C and E
	Pearson correlation

	RQ5
	Attitude, Subjective Norm, PBC and Purchase Intention
	Sections D and E
	Pearson correlation / multiple regression



This mapping ensures that every questionnaire question has a clear purpose.

[bookmark: _Toc240930859]3.10 Measurement of Variables
All main questionnaire statements will be measured using a five-point Likert scale from 1 to 5. Questions measuring the same dimension will be combined to calculate an average score (Likert, R.1932). For example, the Green Product score will be calculated as the average of all Green Product questions. The same method will be used for Green Price, Green Place, Green Promotion, Ability, Benevolence, Integrity, Attitude, Subjective Norm, Perceived Behavioural Control and Purchase Intention. The four SME dimension scores will be used to measure overall Sustainable Marketing Effectiveness, while the three trust dimension scores will be used to measure Customer Trust (Likert, R.1932). This method ensures that the data analysis is consistent with the conceptual framework (Likert, R.1932). 
[bookmark: _Toc240930860]
3.11 Data Analysis
The questionnaire data were analysed using Microsoft Excel. Initially, responses were screened for eligibility, completeness and usability, resulting in 100 valid responses from 102 collected responses. Likert-scale responses were coded from 1 to 5. Frequencies and percentages were calculated for demographic variables, while means, standard deviations and sample sizes (N) were reported for the main constructs and dimensions. Composite scores for multi-item constructs were calculated by averaging relevant items. Internal consistency was assessed using Cronbach’s alpha, with results presented in Chapter 4. Pearson’s correlation analysis was used to examine relationships between continuous composite variables, considering measurement level, linearity and extreme observations. Multiple regression was also used to examine the independent contribution of Attitude, Subjective Norm and Perceived Behavioural Control to Purchase Intention, consistent with the Theory of Planned Behaviour (Ajzen, 1991). As formal mediation testing was not conducted, relationships between Sustainable Marketing Effectiveness, Customer Trust and Purchase Intention are reported as associations rather than conclusive mediation effects.
[bookmark: _Toc240930861]3.12 Hypothesis Testing and Analysis Plan
The study tested seven hypotheses. H1 examined the relationship between Sustainable Marketing Effectiveness (SME) and Customer Trust, while H2 examined SME and Purchase Intention. H3 examined the relationship between Customer Trust and Purchase Intention. H4 proposed that Customer Trust mediates the relationship between SME and Purchase Intention. H5, H6 and H7 examined the relationships between Attitude, Subjective Norm, Perceived Behavioural Control and Purchase Intention, respectively. Pearson’s correlation analysis was used to assess the bivariate relationships for H1, H2, H3, H5, H6 and H7, with correlation coefficients, sample size and significance levels reported. H4 required formal mediation analysis; however, the original analysis did not calculate an indirect effect or confidence interval. Therefore, the relevant correlations were treated as preliminary evidence rather than conclusive mediation. For H5–H7, multiple regression analysis was used to examine the independent contribution of the three TPB variables to Purchase Intention (Ajzen, 1991).
[bookmark: _Toc240930862]3.13 Ethical Considerations
Ethical principles will be followed throughout the research. Participation will be voluntary. Participants will be informed about the purpose of the study before completing the questionnaire. The questionnaire will not collect unnecessary personal information. The responses will be kept confidential and used only for academic purposes. Participants can choose whether to take part and can stop completing the questionnaire. The collected data will be stored securely and will not be shared for purposes outside the research. The researcher will follow the university's ethical requirements and obtain the necessary approval before collecting data.
[bookmark: _Toc240930863]3.14 Chapter Summary
This chapter explained the methodology used to examine Sustainable Marketing Effectiveness, Customer Trust, Theory of Planned Behaviour variables and Purchase Intention in the UK fast-food industry. The research adopted a positivist philosophy, deductive approach and quantitative cross-sectional design. Primary data were collected through an online questionnaire.
A total of 102 responses were initially collected, of which 100 valid responses were retained after screening. The questionnaire contained five sections. Section A collected demographic and screening information. Section B measured Sustainable Marketing Effectiveness through Green Product, Green Price, Green Place and Green Promotion. Section C measured Customer Trust through Ability, Benevolence and Integrity. Section D measured Attitude, Subjective Norm and Perceived Behavioural Control. Section E measured Purchase Intention.
Questions measuring the same dimension were combined to create composite scores. Descriptive statistics, reliability analysis and correlation analysis were used to analyse the data. Multiple regression was used to examine the independent relationships between the TPB variables and Purchase Intention where appropriate. The seven hypotheses developed in Chapter 2 were examined using the relevant statistical procedures.
The chapter therefore established a clear link between the research questions, conceptual framework, questionnaire, data collection process and statistical analysis.
 CHAPTER 4: FINDINGS
[bookmark: _Toc240930864] 4.1 Introduction

This chapter presents the findings from the questionnaire survey of UK fast-food consumers. The purpose of this chapter is to report the results of the data analysis and examine the relationships between Sustainable Marketing Effectiveness, Customer Trust, and Purchase Intention.
The chapter begins with descriptive statistics that describe the sample. It then presents findings for each main construct: Sustainable Marketing Effectiveness, Customer Trust, Theory of Planned Behaviour variables, and Purchase Intention. Finally, the chapter examines the relationships between variables and tests the hypotheses developed in Chapter 2.
A total of 102 responses were collected through the online questionnaire. After data cleaning, 100 valid responses were retained for analysis. One respondent was under 18 years old and was excluded. Another respondent reported not purchasing fast food within the required period and was also excluded.
[bookmark: _Toc240930865]4.2 Respondent Profile

The respondent profile indicates that the sample was concentrated among younger consumers, with respondents aged 25–34 representing the largest group (42%). Male and female respondents represented 48% and 46%, respectively. Students formed the largest employment group at 38%. Regarding purchasing behaviour, 34% purchased fast food two to three times per week, while 24% reported daily or almost daily purchasing. These results indicate that the sample consisted largely of relatively frequent fast-food consumers. The demographic findings reported in the dissertation identify the same distribution.
[bookmark: _Toc240930866]4.2.1 Age Distribution
The age distribution of respondents is shown the largest age group was 25-34 years, representing 42% of the sample. The second largest group was 18-24 years at 28%. Together, these two younger age groups account for 70% of all respondents. Respondents aged 35-44 made up 15% of the sample. Those aged 45-54 represented 9%, while the 55-64 age group accounted for 6%.
The sample is skewed towards younger consumers. This is consistent with fast-food consumption patterns in the UK, where younger adults are more frequent customers. However, it also means that the findings may not fully represent older consumers' views.

[bookmark: _Toc240930867]4.2.2 Gender Distribution
Male respondents made up 48% of the sample, while female respondents accounted for 46%. Two respondents (2%) identified as non-binary. Four respondents (4%) preferred not to say.
The gender distribution is relatively balanced. This suggests that the findings reflect the views of both male and female consumers.

[bookmark: _Toc240930868]4.2.3 Employment Status

Respondents came from various employment backgrounds. Students represented the largest group at 38%. Full-time employed respondents made up 32% of the sample. Part-time employed respondents accounted for 16%. Self-employed respondents represented 6%, unemployed respondents 5%, and retired respondents 3%.
The high proportion of students reflects the younger age profile of the sample. This may influence the findings because students often have lower disposable income and may be more price-sensitive.

[bookmark: _Toc240930869]4.2.4 Fast-Food Purchasing Frequency
The most common response was "2-3 times per week" at 34%. "Daily or almost daily" was reported by 24% of respondents. "Once a week" accounted for 22%, while "2-3 times per month" represented 16%. Only 4% reported purchasing fast food once a month or less.
The sample represents frequent fast-food consumers. Over half of respondents purchase fast food at least twice per week. This suggests that respondents are familiar with fast-food products and can provide informed opinions about sustainability practices.
For more clear concept of respondent’s profile see Appendix A
[bookmark: _Toc240930870]
4.3 Descriptive Statistics for Main Constructs

This section presents the mean scores and standard deviations for each construct measured in the questionnaire. A five-point Likert scale was used, where 1 = Strongly Disagree and 5 = Strongly Agree. Mean scores above 3.0 indicate general agreement, while scores below 3.0 indicate disagreement.

[bookmark: _Toc240930871]4.3.1 Sustainable Marketing Effectiveness
Sustainable Marketing Effectiveness was measured through four dimensions: Green Product, Green Price, Green Place, and Green Promotion. 
Table 4.1 Descriptive Statistics for Sustainable Marketing Effectiveness
	Sustainable Marketing Effectiveness Dimension
	N
	Mean

	Green Product
	100
	4.12

	Green Price
	100
	3.87

	Green Place
	100
	3.94

	Green Promotion
	100
	4.05

	Overall Sustainable Marketing Effectiveness
	100
	4



Table 4.1 presents the descriptive results for the four dimensions of Sustainable Marketing Effectiveness. Green Product recorded a mean of 4.12, followed by Green Promotion (M = 4.05), Green Place (M = 3.94) and Green Price (M = 3.87). The overall mean for Sustainable Marketing Effectiveness was 4.00. These results indicate generally positive consumer evaluations of the four dimensions.
The overall mean for Sustainable Marketing Effectiveness was 4.00, indicating high perceived effectiveness. Green Product had the highest mean score (M = 4.12), suggesting that respondents strongly value environmentally friendly products and packaging. Green Promotion also received a high score (M = 4.05), indicating that respondents value clear and honest sustainability communication.
Green Place received a moderate-high score (M = 3.94). This suggests that respondents generally find sustainable options accessible, but there is room for improvement. Green Price had the lowest mean score (M = 3.87), indicating that price remains a concern for some consumers.
The findings suggest that respondents perceive fast-food companies as making efforts in sustainable marketing. However, the lower score for Green Price indicates that consumers may question whether sustainable options offer good value for money.

[bookmark: _Toc240930872]4.3.2 Customer Trust

Customer Trust was measured through three dimensions based on Mayer, Davis, and Schoorman's (1995) framework: Ability, Benevolence, and Integrity. The overall mean for Customer Trust was 3.85, indicating moderate-high trust in sustainability claims. Ability had the highest mean score (M = 3.92), suggesting that respondents believe fast-food companies have the capability to implement sustainability initiatives. Integrity received a moderate-high score (M = 3.85), indicating that respondents generally view companies as honest.
Table 4.2 Descriptive Statistics for Customer Trust
	Dimension
	N
	Mean

	Ability
	100
	3.92

	Benevolence
	100
	3.78

	Integrity
	100
	3.85

	Overall Customer Trust
	100
	3.85



Benevolence had the lowest mean score (M = 3.78). This suggests that some respondents question whether fast-food companies genuinely care about environmental issues or are primarily motivated by profit. This finding is important because it indicates that building trust requires more than demonstrating competence; companies must also show genuine commitment to sustainability.

[bookmark: _Toc240930873]4.3.3 Theory of Planned Behaviour Variables

The Theory of Planned Behaviour variables were measured through three constructs: Attitude, Subjective Norm, and Perceived Behavioural Control. 
Attitude had the highest mean score (M = 4.08), indicating that respondents have positive views about purchasing sustainable fast-food products. This suggests that consumers generally support sustainability in principle.
Perceived Behavioural Control received a moderate-high score (M = 3.82). This indicates that respondents generally feel capable of making sustainable choices, but some barriers may exist. These barriers could include price, availability, or convenience.

Figure: 4.1 Descriptive Statistics for TPB Variables

Subjective Norm had the lowest mean score (M = 3.76). This suggests that social pressure to choose sustainable options is moderate. Respondents may not feel strong encouragement from family, friends, or society to prioritise sustainability when choosing fast food.

[bookmark: _Toc240930874]4.3.4 Purchase Intention

Purchase Intention was measured through items related to willingness to purchase, likelihood to choose sustainable options, and intention to recommend. For clear variables see Appendix B
The overall mean for Purchase Intention was 3.80, indicating moderate-high intention to purchase sustainable fast-food products. The highest score was for intention to purchase sustainable products (M = 3.94). The intention to recommend sustainable fast-food to others also received a relatively high score (M = 3.85).
The lowest score was for willingness to pay more for sustainable fast-food (M = 3.52). This finding is consistent with the Green Price result and suggests that price sensitivity is an important barrier. While consumers express positive intentions towards sustainability, they may be reluctant to pay premium prices.

[bookmark: _Toc240930875] 4.4 Hypothesis Testing
This section presents the statistical procedures used to examine the seven hypotheses. Composite scores were calculated by averaging relevant questionnaire items for each construct. Saunders, Lewis and Thornhill (2019) explain that composite measures can be used to represent related questionnaire items within quantitative research. Pearson’s correlation analysis was applied to examine the linear relationships between Sustainable Marketing Effectiveness, Customer Trust, Purchase Intention and the TPB variables. Field (2018) explains that Pearson’s correlation is appropriate for assessing the strength and direction of linear associations between continuous variables. Multiple regression was used to assess the combined contribution of Attitude, Subjective Norm and Perceived Behavioural Control to Purchase Intention. Saunders et al. (2019) note that regression can examine relationships involving multiple predictors. Statistical significance was interpreted as evidence of association rather than causation.
[bookmark: _Toc240930876]4.4.1 Hypothesis Results
The study examined seven hypotheses. H1, H2, H3, H5, H6 and H7 were examined primarily through Pearson's correlation analysis, while H4 concerned the proposed mediating role of Customer Trust.
H1 was supported because Sustainable Marketing Effectiveness had a statistically significant positive relationship with Customer Trust (r = 0.68, p < 0.01). H2 was supported because Sustainable Marketing Effectiveness had a statistically significant positive relationship with Purchase Intention (r = 0.52, p < 0.01). H3 was supported because Customer Trust had a statistically significant positive relationship with Purchase Intention (r = 0.61, p < 0.01).
H5 was supported because Attitude had a statistically significant positive relationship with Purchase Intention (r = 0.58, p < 0.01). H6 was supported because Subjective Norm had a statistically significant positive relationship with Purchase Intention (r = 0.41, p < 0.01). H7 was supported because Perceived Behavioural Control had a statistically significant positive relationship with Purchase Intention (r = 0.47, p < 0.01).
H4 is considered separately because the three significant correlations do not, by themselves, demonstrate a statistically significant indirect effect. Therefore, the results for H4 are reported as preliminary evidence for the proposed mediation pathway rather than as conclusive evidence of mediation. For more clear view and concept see Appendix C

[bookmark: _Toc240930877]4.4.3 Mediation Analysis (H4)

H4 proposed that Customer Trust mediates the relationship between Sustainable Marketing Effectiveness (SME) and Purchase Intention. The analysis identified significant positive associations between SME and Customer Trust (r = 0.68, p < 0.01), Customer Trust and Purchase Intention (r = 0.61, p < 0.01), and SME and Purchase Intention (r = 0.52, p < 0.01). These results are consistent with the proposed mediation pathway because the variables were significantly associated with each other. However, these three bivariate correlations do not statistically demonstrate a mediation effect. In particular, the analysis did not estimate an indirect effect or provide a confidence interval for the indirect effect. Therefore, H4 cannot be considered conclusively supported by the current analysis. The findings provide preliminary evidence that is consistent with the proposed pathway, but they do not establish that Customer Trust statistically mediates the relationship between Sustainable Marketing Effectiveness and Purchase Intention. A formal mediation analysis, such as a bootstrapped indirect-effect analysis, would be required to determine whether the indirect effect through Customer Trust is statistically significant. Accordingly, H4 should be reported as not conclusively established in the present study. The mediation analysis examined three relationships, as presented in Appendix D. 
[bookmark: _Toc240930878] 4.5 Summary of Findings
This chapter presented the findings obtained from the questionnaire survey of 100 valid UK fast-food consumers. The respondent profile showed that most participants were aged between 18 and 34 years, representing 70% of the sample, while 58% reported purchasing fast food at least twice per week. The findings indicated that Sustainable Marketing Effectiveness was evaluated positively, with an overall mean score of 4.00. Green Product received the highest mean score (M = 4.12), whereas Green Price received the lowest score (M = 3.87). Customer Trust recorded an overall mean of 3.85. Among the TPB variables, Attitude recorded the highest mean score at 4.08, followed by Perceived Behavioural Control and Subjective Norm. Purchase Intention recorded an overall mean of 3.80. The correlation analysis identified statistically significant positive relationships between Sustainable Marketing Effectiveness and Customer Trust, Sustainable Marketing Effectiveness and Purchase Intention, and Customer Trust and Purchase Intention. Attitude, Subjective Norm and Perceived Behavioural Control were also positively associated with Purchase Intention. However, the results do not provide conclusive statistical evidence for the proposed mediation of Customer Trust because a formal indirect-effect mediation test was not conducted. The findings therefore provide preliminary evidence consistent with the proposed conceptual pathway but should not be interpreted as proof of mediation.
[bookmark: _Toc240930879]4.6 Chapter Summary
This chapter presented the findings from the questionnaire survey of 100 UK fast-food consumers. The findings show that respondents perceive sustainable marketing as effective and have moderate-high trust in sustainability claims. Purchase intention is also moderate-high, although willingness to pay premium prices is lower.
The hypothesis testing revealed significant positive relationships between all main constructs. Sustainable Marketing Effectiveness is strongly related to Customer Trust and moderately related to Purchase Intention. Customer Trust is strongly related to Purchase Intention. The TPB variables also show significant positive relationships with Purchase Intention.
Customer Trust appears to partially mediate the relationship between Sustainable Marketing Effectiveness and Purchase Intention. This suggests that trust is an important mechanism through which sustainability marketing influences consumer behaviour.
The findings support the conceptual framework and provide a foundation for the discussion in Chapter 5. The next chapter will interpret these findings in relation to existing literature and discuss their implications for theory and practice.


[bookmark: _Toc240930880]CHAPTER 5: DISCUSSION
[bookmark: _Toc240930881]5.1 Introduction
This chapter discusses the main findings presented in Chapter 4 in relation to the literature and theories discussed in Chapters 1 and 2. The study examined the influence of perceived Sustainable Marketing Effectiveness (SME) on Customer Trust and Purchase Intention among UK fast-food consumers. Customer Trust was also examined as a possible mediator, while Attitude, Subjective Norm and Perceived Behavioural Control were examined using the Theory of Planned Behaviour (TPB). The discussion focuses on the meaning of the findings rather than simply repeating the statistical results. The findings are compared with previous research to identify areas of agreement and difference. The theoretical and practical implications are also discussed. Finally, the limitations of the research and suggestions for future research are presented.
The study was based on the view that sustainable marketing should be considered from the consumer's perspective. Sustainable marketing includes product, price, place and promotion decisions that consider longer-term environmental, social and economic effects (Peattie and Belz, 2010). The present study measured this concept through Green Product, Green Price, Green Place and Green Promotion. Customer Trust was measured through Ability, Benevolence and Integrity, based on the framework of Mayer, Davis and Schoorman (1995). TPB was used to explain Purchase Intention through Attitude, Subjective Norm and Perceived Behavioural Control (Ajzen, 1991).
[bookmark: _Toc240930882]5.2 Overview of the Main Findings
The survey included 100 valid UK fast-food consumers. The sample was mainly made up of younger consumers, with 70% aged between 18 and 34 years. In addition, 58% of respondents reported purchasing fast food at least twice per week. This means that most participants had regular experience with fast-food products and were therefore able to provide relevant opinions about sustainability practices in this industry. However, the younger profile of the sample should be considered when interpreting the findings because the views of older consumers may be less strongly represented.
Overall, respondents gave a positive assessment of Sustainable Marketing Effectiveness. The overall mean score was 4.00. Green Product received the highest score (M = 4.12), followed by Green Promotion (M = 4.05), Green Place (M = 3.94) and Green Price (M = 3.87). This indicates that respondents generally recognised sustainability efforts in fast-food marketing. However, the lower score for Green Price suggests that financial value remains an important issue for consumers.
Customer Trust recorded an overall mean of 3.85. Ability had the highest score (M = 3.92), followed by Integrity (M = 3.85), while Benevolence had the lowest score (M = 3.78). Therefore, respondents generally believed that fast-food companies were capable of carrying out sustainability activities, but they were somewhat less certain that companies genuinely cared about environmental issues.
The TPB results also showed generally positive responses. Attitude recorded the highest mean score at 4.08, followed by Perceived Behavioural Control at 3.82 and Subjective Norm at 3.76. This suggests that respondents generally had positive attitudes towards sustainable fast-food purchasing. However, social influence was somewhat weaker than personal attitudes.
Purchase Intention recorded an overall mean of 3.80. Intention to purchase sustainable products received the highest score (M = 3.94), while willingness to pay more received the lowest score (M = 3.52). This result suggests that consumers may support sustainable fast-food products but may be less willing to accept higher prices for them.
[bookmark: _Toc240930883]5.3 Discussion of Sustainable Marketing Effectiveness
The findings show that Sustainable Marketing Effectiveness was positively perceived by respondents. The overall mean of 4.00 indicates a high level of agreement with sustainability-oriented marketing activities. This finding supports the view that sustainable marketing can create customer value when environmental features are visible and relevant to consumers (Peattie and Belz, 2010). It also supports the wider marketing approach suggested by Kotler, Kartajaya and Setiawan (2021), where marketing is expected to consider wider environmental and social issues.
Green Product received the highest mean score of 4.12. This indicates that product-related sustainability was particularly important to respondents. In the fast-food sector, customers can directly notice features such as environmentally friendly packaging, sustainable ingredients and responsible sourcing. These visible features may make sustainability easier for consumers to understand. The result is consistent with the argument in Chapter 2 that consumers may respond positively when sustainability characteristics are visible and connected to the product itself.
Green Promotion also received a high score of 4.05. This suggests that respondents considered sustainability communication important. Clear and honest communication can help consumers understand what a company is doing. However, communication must be supported by real action. Delmas and Burbano (2011) explain that misleading or exaggerated environmental claims can create greenwashing concerns and reduce consumer confidence. Therefore, fast-food companies should avoid making broad claims that cannot be supported with clear evidence.
Green Place received a mean of 3.94. Although this score was positive, it was lower than Green Product and Green Promotion. This may suggest that respondents generally believed sustainable choices were available but that accessibility could still be improved. This result is also relevant to TPB because availability and convenience can influence Perceived Behavioural Control. Ajzen (1991) explains that perceived control is linked to how easy or difficult people believe a behaviour will be.
Green Price received the lowest SME score at 3.87. Although this is still a moderate-high result, it suggests that price remains an important concern. This finding is supported by the Purchase Intention results, where willingness to pay more recorded the lowest mean score of 3.52. Together, these findings suggest that consumers may support sustainable marketing but may not automatically accept higher prices. This is important in fast food because purchases are often based on convenience, price and value.
[bookmark: _Toc240930884]5.4 Discussion of Customer Trust
The overall Customer Trust score was 3.85, showing a moderate-high level of trust in sustainability claims. This result supports the theoretical argument that trust is important when consumers cannot directly verify environmental claims. Mayer, Davis and Schoorman (1995) explain trust through Ability, Benevolence and Integrity. The findings provide useful evidence about how these three dimensions are viewed by UK fast-food consumers.
Ability received the highest score at 3.92. This suggests that respondents generally believed fast-food companies had the resources and capability to implement sustainability activities. In other words, consumers may accept that large fast-food companies have the financial and organisational resources needed to introduce sustainable products, packaging and processes.
Integrity received a mean score of 3.85. This indicates that respondents generally considered sustainability claims to be reasonably honest and consistent. However, the score was not extremely high. This suggests that some uncertainty may remain about whether sustainability messages fully match company actions. This finding is important because sustainability communication can become less effective when customers believe that claims are exaggerated or unclear.
Benevolence recorded the lowest trust score at 3.78. This suggests that respondents were less certain that companies genuinely care about environmental issues rather than mainly focusing on profit. This finding is particularly important because trust is not only based on whether a company is capable of taking action. Consumers may also want to see evidence of genuine commitment. Mayer, Davis and Schoorman (1995) identify benevolence as an important part of trust because it concerns whether an organisation is perceived to consider the interests of others.
The findings therefore suggest that fast-food companies need to demonstrate both capability and genuine commitment. Sustainability communication alone may not be enough. Companies should show evidence of their environmental actions and explain these actions in a clear and transparent way.
[bookmark: _Toc240930885]5.5 Discussion of Sustainable Marketing Effectiveness and Customer Trust (H1)
H1 proposed that perceived Sustainable Marketing Effectiveness has a significant positive relationship with Customer Trust. The result supported H1 because SME had a strong positive correlation with Customer Trust (r = 0.68, p < 0.01). This means that respondents who viewed sustainable marketing more positively were also more likely to trust sustainability claims.
This finding is consistent with the theoretical argument developed in Chapter 2. Sustainability-related product information, pricing, availability and promotion can act as signals of organisational commitment. When consumers see sustainability activities as clear and credible, trust may increase. Delmas and Burbano (2011) also show why credibility is important because misleading environmental communication can create scepticism.
The finding also supports the use of Customer Trust as an important variable in the conceptual framework. The relationship suggests that sustainable marketing is not only connected with consumers' purchase decisions but may also influence how consumers evaluate the credibility of the company. However, because the study used correlation analysis, the result should be interpreted as an association rather than proof that SME directly causes trust.
[bookmark: _Toc240930886]5.6 Discussion of Sustainable Marketing Effectiveness and Purchase Intention (H2)
H2 proposed a significant positive relationship between Sustainable Marketing Effectiveness and Purchase Intention. The results supported H2, with a moderate positive correlation of r = 0.52 (p < 0.01). This indicates that consumers who perceived sustainable marketing more positively also reported stronger intentions to purchase sustainable fast-food products.
This result is consistent with previous green marketing research. Hermanto et al. (2024) examined green marketing and green purchase intention in a fast-food context and highlighted the importance of consumer attitudes. The present finding also supports the broader argument of Peattie and Belz (2010) that sustainability can form part of customer value.
However, the moderate strength of the relationship shows that sustainable marketing is not the only factor affecting purchase intention. Fast-food consumers may also consider price, taste, quality, convenience and brand familiarity. This is important because the lowest Green Price and willingness-to-pay-more scores suggest that price remains a barrier. Therefore, sustainable marketing may encourage purchase intention, but it may not completely replace traditional purchase factors.
[bookmark: _Toc240930887]
5.7 Discussion of Customer Trust and Purchase Intention (H3)
H3 proposed that Customer Trust has a significant positive relationship with Purchase Intention. The findings supported H3, with a strong positive correlation between Customer Trust and Purchase Intention (r = 0.61, p < 0.01). This means that respondents who had greater trust in sustainability claims were also more likely to report stronger purchase intentions.
This finding supports the role of trust proposed in Chapter 2. Sustainability information can be difficult for consumers to verify independently. Trust can therefore reduce uncertainty and increase confidence in the information provided by companies. When customers believe that a company is capable, honest and genuinely committed to sustainability, they may feel more comfortable choosing its sustainable products.
The result also provides practical support for the idea that companies should not focus only on communicating sustainability benefits. They should also build credibility. Clear information, consistent actions and evidence of environmental improvements may help to strengthen customer trust.
[bookmark: _Toc240930888]5.8 Discussion of Customer Trust as a Mediator (H4)
H4 proposed that Customer Trust mediates the relationship between Sustainable Marketing Effectiveness and Purchase Intention. The findings showed significant positive relationships between Sustainable Marketing Effectiveness and Customer Trust, Customer Trust and Purchase Intention, and Sustainable Marketing Effectiveness and Purchase Intention. These relationships are consistent with the conceptual pathway proposed in Chapter 2. Consumers who evaluated sustainable marketing more positively also tended to report higher levels of trust, while higher trust was associated with stronger Purchase Intention. This provides a plausible basis for considering Customer Trust as an explanatory mechanism. However, the current analysis did not formally estimate an indirect effect. Therefore, the findings cannot establish that Customer Trust statistically mediates the relationship between Sustainable Marketing Effectiveness and Purchase Intention. The three significant correlations should instead be interpreted as evidence of associations that are consistent with the proposed mediation pathway.
This distinction is important because a significant relationship between the three variables does not by itself establish the size or statistical significance of an indirect effect. Future research should apply formal mediation analysis, preferably using a bootstrapping approach, to determine whether Customer Trust carries a significant indirect effect.
[bookmark: _Toc240930889]5.9 Discussion of Theory of Planned Behaviour Variables
The Theory of Planned Behaviour (TPB) explains Purchase Intention through Attitude, Subjective Norm and Perceived Behavioural Control (Ajzen, 1991). In this study, all three variables demonstrated significant positive bivariate relationships with Purchase Intention. However, correlations cannot determine whether each predictor contributes independently when the variables are considered together. Therefore, multiple regression analysis was conducted, with Purchase Intention as the dependent variable and the three TPB variables as simultaneous predictors. Field (2018) states that regression helps assess the unique contribution of predictors while controlling for other variables. Thus, regression provided a more integrated assessment of the TPB framework.
[bookmark: _Toc240930890]5.9.1 Attitude and Purchase Intention (H5)
H5 proposed that Attitude has a significant positive relationship with Purchase Intention. The hypothesis was supported, with a correlation of r = 0.58 (p < 0.01). This indicates that respondents with more positive attitudes towards sustainable fast-food purchasing were more likely to report stronger purchase intentions.
The result is consistent with Ajzen's (1991) TPB. People who evaluate a behaviour positively are more likely to develop an intention to perform that behaviour. The mean score for Attitude was also the highest among the TPB variables at 4.08. This suggests that personal attitudes towards sustainability were relatively strong among the respondents.
The result is also consistent with Hermanto et al. (2024), who highlighted the role of green attitudes in the relationship between green marketing and green purchase intention in a fast-food setting. However, a positive attitude does not always guarantee actual behaviour. Price, convenience and other barriers can still prevent consumers from making sustainable purchases.
[bookmark: _Toc240930891]5.9.2 Subjective Norm and Purchase Intention (H6)
H6 proposed that Subjective Norm has a significant positive relationship with Purchase Intention. This hypothesis was supported, with r = 0.41 (p < 0.01). The result indicates that social influence was positively associated with consumers' intention to choose sustainable fast-food products.
According to Ajzen (1991), subjective norm reflects perceived social pressure to perform a behaviour. In this study, family, friends, peers and wider social expectations may influence sustainable fast-food choices. However, Subjective Norm had the lowest mean among the TPB variables at 3.76. This suggests that social influence was present but weaker than personal attitudes.
This finding may indicate that sustainable fast-food purchasing is currently influenced more by individual beliefs than by strong social pressure. Social influence may become more important if sustainable food choices become more common and socially accepted.
[bookmark: _Toc240930892]5.9.3 Perceived Behavioural Control and Purchase Intention (H7)
H7 proposed that Perceived Behavioural Control has a significant positive relationship with Purchase Intention. The result supported H7, with r = 0.47 (p < 0.01). This indicates that consumers who felt more capable of making sustainable choices also reported stronger purchase intentions.
This finding supports Ajzen's (1991) TPB. If consumers believe that sustainable products are affordable, available and convenient, they may feel more able to choose them. The mean score of 3.82 indicates that respondents generally felt capable of making sustainable choices, although some barriers remained.
The result also connects with Green Place and Green Price. Sustainable options may be difficult to choose if they are unavailable, inconvenient or too expensive. Therefore, fast-food companies can potentially support sustainable purchasing by improving accessibility and maintaining reasonable prices.
[bookmark: _Toc240930893]5.10 Purchase Intention and the Role of Price
The overall Purchase Intention mean was 3.80, indicating a moderate-high level of intention. However, willingness to pay more recorded the lowest score at 3.52. This finding is important because it shows a possible difference between supporting sustainability and accepting additional financial costs.
The result is consistent with the lower score for Green Price. Consumers may appreciate sustainable products but still expect reasonable prices. This supports the discussion in Chapter 2 that price can act as a barrier to sustainable purchasing. In fast food, where consumers often seek convenience and affordable meals, a sustainability premium may reduce the likelihood of purchase.
Therefore, the findings suggest that sustainable marketing strategies should focus on providing environmental benefits without creating a large price difference. Companies should communicate the value of sustainable products clearly and consider ways to reduce the additional cost faced by consumers.
[bookmark: _Toc240930894]5.11 Integration with the Conceptual Framework
The findings provide evidence for several of the relationships proposed in the conceptual framework, but the results should not be interpreted as demonstrating that all components operate as a single integrated statistical model.
The Sustainable Marketing Effectiveness component showed significant positive relationships with Customer Trust and Purchase Intention. Customer Trust was also positively associated with Purchase Intention. These findings are consistent with the sustainability-marketing pathway proposed in Chapter 2.
The TPB component showed positive relationships between Attitude, Subjective Norm, Perceived Behavioural Control and Purchase Intention. Multiple regression provides an additional assessment of whether these variables make independent contributions to Purchase Intention when considered simultaneously.
The framework therefore combines two complementary perspectives. Sustainable Marketing Effectiveness focuses on how consumers evaluate sustainability-related marketing activities, while Customer Trust considers the credibility consumers attach to those activities. TPB provides a behavioural explanation based on personal evaluation, social influence and perceived control.
However, the two components should not be presented as having been statistically integrated into one complete causal model. The present analysis primarily examined their relationships through correlations and, for the TPB variables, multiple regression. The proposed mediation pathway involving Customer Trust also remains unconfirmed because a formal indirect-effect test was not conducted.
The findings therefore provide empirical evidence for important relationships within the framework while also identifying the need for more advanced integrated modelling in future research.
[bookmark: _Toc240930895]5.12 Theoretical Implications
The study provides several theoretical implications. First, the findings support the use of the four-dimensional Sustainable Marketing Effectiveness construct. Green Product, Green Price, Green Place and Green Promotion provided a practical way to measure consumers' perceptions of sustainable marketing. This supports the green marketing approach discussed by Peattie and Belz (2010).
Second, the findings support the importance of Customer Trust in sustainability-related consumer behaviour. The strong relationship between SME and Trust indicates that consumer perceptions of sustainability marketing are closely linked with perceptions of organisational credibility. This supports the trust framework of Mayer, Davis and Schoorman (1995).
Third, the study provides support for using Customer Trust as a possible mechanism between sustainable marketing and purchase intention. The results are consistent with the proposed mediation pathway, although the mediation finding remains exploratory.
Finally, the findings support TPB as a useful framework for understanding sustainable purchase intention. Attitude, Subjective Norm and Perceived Behavioural Control were all significantly related to Purchase Intention. This supports the central argument of Ajzen (1991) that behavioural intention is shaped by personal evaluation, social influence and perceived control.
[bookmark: _Toc240930896]5.13 Practical Implications
The findings provide several practical implications for fast-food companies in the UK. First, companies should continue improving sustainable products and packaging because Green Product received the highest mean score. Sustainability should be made visible and easy for customers to understand.
Second, companies should provide clear and honest sustainability communication. Green Promotion received a high score, but trust also depends on credibility. Therefore, companies should provide specific information about sourcing, packaging, waste reduction and other sustainability activities. Claims should be supported by evidence to reduce concerns about greenwashing (Delmas and Burbano, 2011).
Third, price should be carefully considered. Green Price received the lowest SME score, and willingness to pay more also received the lowest Purchase Intention score. Companies should therefore avoid relying heavily on premium pricing for sustainable products. Where possible, sustainable choices should be offered at competitive prices.
Fourth, companies should improve the accessibility of sustainable choices. Green Place received a lower score than Green Product and Green Promotion. Sustainable options should therefore be easy to find and purchase across restaurants and digital ordering platforms.
Fifth, companies should focus on building genuine trust. The lower Benevolence score suggests that consumers may question whether sustainability is driven by genuine environmental concern or mainly by commercial objectives. Companies should therefore demonstrate long-term commitment through consistent actions rather than relying only on promotional messages.
[bookmark: _Toc240930897]5.14 Limitations of the Study
Several limitations should be considered when interpreting the findings. First, the final sample consisted of 100 respondents. Although this provided useful evidence for a small-scale dissertation, it is not large enough to represent all UK fast-food consumers.
Second, convenience and snowball sampling were used. These are non-probability sampling methods, meaning that respondents were selected based on accessibility and willingness to participate. Therefore, the findings cannot be assumed to represent the wider UK population. The methodology in Chapter 3 also recognises this limitation.
Third, the study used a cross-sectional design. Data were collected at one point in time. Therefore, the research identifies relationships between variables but cannot establish long-term changes or definite causal relationships.
Fourth, the study measured Purchase Intention rather than actual purchasing behaviour. A respondent may report a positive intention but behave differently when faced with real prices, convenience issues or competing products. Therefore, the findings should not be interpreted as proof of actual future purchasing behaviour.
Fifth, the sample was concentrated among younger consumers. Participants aged 18–34 represented 70% of the sample. Older consumers were therefore less strongly represented, which may limit the application of the findings to different age groups.
Finally, the mediation analysis was exploratory. Although the three required relationships were significant, formal mediation testing was limited. A larger sample and more advanced statistical testing would provide stronger evidence about the indirect effect of Customer Trust.
[bookmark: _Toc240930898]5.15 Recommendations for Future Research
Future research should use a larger sample to improve the strength and generalisability of the findings. Probability sampling could also be considered so that different groups of UK fast-food consumers are more evenly represented.
Future studies should also examine whether the findings differ between age groups, income groups and employment categories. For example, students may respond differently to sustainable pricing than full-time employed consumers.
A longitudinal study could also be conducted to examine whether consumer trust and purchase intention change over time. This would be useful because sustainability awareness and company practices can change.
Future research should use formal mediation analysis, such as a bootstrapping approach, to test the indirect effect of Customer Trust. This would provide stronger evidence about whether trust actually mediates the relationship between Sustainable Marketing Effectiveness and Purchase Intention.
Future studies could also examine actual purchasing behaviour rather than only purchase intention. This could help identify whether positive attitudes and intentions lead to real sustainable choices.
Finally, future research could examine additional factors such as environmental knowledge, green brand image, perceived greenwashing, price sensitivity and consumer involvement. These variables may help explain why some consumers respond more strongly to sustainable marketing than others.
[bookmark: _Toc240930899]5.16 Chapter Summary
This chapter discussed the findings of the study in relation to the literature and theoretical framework. Sustainable Marketing Effectiveness received a high overall mean, with Green Product receiving the highest score. Customer Trust was moderate-high, although Benevolence received the lowest trust score. Purchase Intention was also moderate-high, but willingness to pay more was relatively low. These findings suggest that consumers generally support sustainable fast-food products but remain sensitive to price.
The hypothesis results showed significant positive relationships between Sustainable Marketing Effectiveness, Customer Trust and Purchase Intention. The three TPB variables were also positively related to Purchase Intention. Customer Trust showed a possible partial mediating role between Sustainable Marketing Effectiveness and Purchase Intention, although this finding should be treated as exploratory because of the sample size and limited formal mediation testing.
Overall, the findings support the conceptual framework and show that sustainable marketing, trust and consumer behavioural factors should be considered together when studying sustainable purchase intention. The next chapter provides the overall conclusion, recommendations and final contribution of the study.


[bookmark: _Toc240930900]CHAPTER 6: CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc240930901]6.1 Introduction
This chapter provides the overall conclusion of the research. The study examined the influence of Sustainable Marketing Effectiveness on Customer Trust and Purchase Intention among UK fast-food consumers. It also examined the possible mediating role of Customer Trust and considered Attitude, Subjective Norm and Perceived Behavioural Control based on the Theory of Planned Behaviour (TPB).
The research was developed because sustainability has become an important issue in the fast-food industry. Environmental issues such as packaging waste, food waste, resource use and supply-chain impacts have increased attention towards sustainable business practices (WRAP, 2024; DEFRA, 2023). However, the existence of sustainability activities does not automatically mean that consumers will trust companies or purchase sustainable products. Peattie and Belz (2010) argue that sustainable marketing should create customer value while also considering longer-term environmental and social effects. This study therefore focused on consumers' perceptions of sustainable marketing rather than simply measuring company activities.
[bookmark: _Toc240930902]6.2 Overall Conclusion
The overall conclusion is that perceived Sustainable Marketing Effectiveness was positively associated with both Customer Trust and Purchase Intention among the respondents. Customer Trust was also positively associated with Purchase Intention. In addition, Attitude, Subjective Norm and Perceived Behavioural Control were all positively related to Purchase Intention.
The overall SME mean was 4.00, showing that respondents generally viewed sustainable marketing positively. Green Product had the highest mean score at 4.12, while Green Price had the lowest score at 3.87. This suggests that visible sustainability features were positively received, but price remained an important concern.
Customer Trust recorded an overall mean of 3.85. Ability received the highest score at 3.92, while Benevolence received the lowest at 3.78. This indicates that consumers generally believed fast-food companies had the ability to implement sustainability activities, but some were less certain about the companies' genuine concern for environmental issues.
Purchase Intention recorded an overall mean of 3.80. Intention to purchase sustainable products was relatively high at 3.94, while willingness to pay more was lower at 3.52. This suggests that positive attitudes towards sustainability may not always translate into willingness to accept higher prices.
The correlation findings further support the main conclusions. SME had a strong positive relationship with Customer Trust (r = 0.68, p < 0.01). SME also had a moderate positive relationship with Purchase Intention (r = 0.52, p < 0.01), while Customer Trust had a strong positive relationship with Purchase Intention (r = 0.61, p < 0.01). The TPB variables also showed significant positive relationships with Purchase Intention.
[bookmark: _Toc240930903]6.3 Conclusions Based on the Research Objectives
[bookmark: _Toc240930904]Objective 1: To measure perceptions of Sustainable Marketing Effectiveness
The first objective was achieved. Sustainable Marketing Effectiveness was measured through Green Product, Green Price, Green Place and Green Promotion. The overall mean score of 4.00 showed that respondents generally viewed sustainable marketing positively. Green Product was the strongest dimension, while Green Price was the weakest.
The result indicates that product-related sustainability may be particularly visible and meaningful to consumers. However, price remains an important consideration when sustainable choices are made.
[bookmark: _Toc240930905]Objective 2: To measure Customer Trust
The second objective was also achieved. Customer Trust was measured through Ability, Benevolence and Integrity, based on Mayer, Davis and Schoorman (1995). The overall mean was 3.85. Respondents generally trusted sustainability claims, but the lower Benevolence score suggests that companies need to demonstrate genuine environmental commitment.
[bookmark: _Toc240930906]Objective 3: To examine the relationship between SME and Customer Trust
The third objective was achieved. SME showed a strong positive relationship with Customer Trust (r = 0.68, p < 0.01). This suggests that stronger perceptions of sustainable marketing were associated with greater trust in sustainability claims.
This finding supports the argument that sustainability marketing can influence how consumers judge company credibility. However, the result represents an association and should not be interpreted as proof of direct causation.
[bookmark: _Toc240930907]Objective 4: To examine the relationship between Customer Trust and Purchase Intention
The fourth objective was achieved. Customer Trust had a strong positive relationship with Purchase Intention (r = 0.61, p < 0.01). This indicates that consumers who trusted sustainability claims were more likely to report an intention to purchase sustainable fast-food products.
This result supports the theoretical role of trust in reducing uncertainty. Mayer, Davis and Schoorman (1995) show that trust can be understood through ability, benevolence and integrity. These dimensions appear relevant to consumers' responses to sustainability claims.
[bookmark: _Toc240930908]Objective 5: To examine the relationship between SME and Purchase Intention
The fifth objective was achieved. SME had a moderate positive relationship with Purchase Intention (r = 0.52, p < 0.01). This suggests that sustainable marketing perceptions were associated with stronger purchase intentions.
However, the moderate strength of the relationship also indicates that other factors are important. Price, taste, quality, convenience and availability may continue to affect fast-food choices. Therefore, sustainability should be considered as one part of the overall consumer decision.
[bookmark: _Toc240930909]Objective 6: To assess the mediating role of Customer Trust
The study examined the proposed role of Customer Trust in the relationship between Sustainable Marketing Effectiveness and Purchase Intention. Significant positive relationships were found between Sustainable Marketing Effectiveness and Customer Trust, Customer Trust and Purchase Intention, and Sustainable Marketing Effectiveness and Purchase Intention.
However, these relationships do not by themselves establish a statistically significant indirect effect. A formal mediation analysis was not conducted in the present study. Therefore, the objective provides preliminary evidence consistent with the proposed mediation pathway, but the mediating role of Customer Trust was not conclusively established.
Future research should use formal mediation analysis, preferably with bootstrapped confidence intervals, to determine whether Customer Trust carries a statistically significant indirect effect between Sustainable Marketing Effectiveness and Purchase Intention.
[bookmark: _Toc240930910]Objective 7: To examine the TPB variables and Purchase Intention
The seventh objective was achieved. Attitude, Subjective Norm and Perceived Behavioural Control all showed significant positive relationships with Purchase Intention. Attitude had the strongest relationship (r = 0.58), followed by Perceived Behavioural Control (r = 0.47) and Subjective Norm (r = 0.41), all at p < 0.01. These results support the main principles of TPB proposed by Ajzen (1991).
[bookmark: _Toc240930911]6.4 Conclusions Related to the Hypotheses
H1 was supported because Sustainable Marketing Effectiveness was significantly and positively related to Customer Trust.
H2 was supported because Sustainable Marketing Effectiveness was significantly and positively related to Purchase Intention.
H3 was supported because Customer Trust was significantly and positively related to Purchase Intention.
H4 was not conclusively established because the analysis identified significant relationships among Sustainable Marketing Effectiveness, Customer Trust and Purchase Intention but did not formally test the indirect effect required to demonstrate mediation.
H5 was supported because Attitude was significantly and positively related to Purchase Intention.
H6 was supported because Subjective Norm was significantly and positively related to Purchase Intention.
H7 was supported because Perceived Behavioural Control was significantly and positively related to Purchase Intention.
[bookmark: _Toc240930912]6.5 Recommendations for UK Fast-Food Companies
Based on the findings, several recommendations can be made for fast-food companies.
First, companies should improve sustainable products and packaging. Green Product received the highest SME score. Companies should therefore continue to develop sustainable packaging, responsible sourcing and environmentally friendly product options. These features should be easy for consumers to understand.
Second, companies should improve transparency. Green Promotion received a high score, but trust depends on the credibility of sustainability communication. Companies should provide clear and specific information about their environmental actions. Delmas and Burbano (2011) show that misleading environmental claims can create greenwashing concerns. Sustainability claims should therefore be supported by evidence.
Third, companies should avoid large sustainability-related price increases. Green Price received the lowest SME score, while willingness to pay more also received the lowest Purchase Intention score. Sustainable choices should therefore remain reasonably affordable. Companies could explore operational improvements that reduce the additional cost of sustainable products.
Fourth, sustainable options should be made convenient and accessible. Green Place received a lower score than Green Product and Green Promotion. Companies should ensure that sustainable options are available in restaurants and through online ordering systems. Easy access may also increase consumers' Perceived Behavioural Control.
Fifth, companies should demonstrate genuine commitment. Benevolence received the lowest Customer Trust score. This suggests that some consumers may question whether sustainability activities are motivated by genuine concern or mainly by business interests. Long-term sustainability programmes, transparent reporting and consistent actions may help address this concern.
Sixth, companies should use positive consumer attitudes more effectively. Attitude had the highest TPB mean and showed a significant relationship with Purchase Intention. Marketing communication can therefore connect sustainability with benefits that consumers already value, such as product quality, convenience and responsible consumption.
[bookmark: _Toc240930913]6.6 Theoretical Contribution
The study contributes to existing research by bringing together Sustainable Marketing Effectiveness, Customer Trust and TPB in a UK fast-food context. The research does not propose a completely new theory. Instead, it applies established theories and concepts to a specific consumer setting.
The first contribution is the use of four dimensions—Green Product, Green Price, Green Place and Green Promotion—to measure perceived Sustainable Marketing Effectiveness. This provides a clear structure for examining sustainability from the consumer perspective, consistent with Peattie and Belz (2010).
The second contribution is the inclusion of Customer Trust as a possible mediating mechanism. The results suggest that consumers' perceptions of sustainable marketing are strongly related to trust, and trust is strongly related to Purchase Intention. This provides preliminary support for the proposed pathway.
The third contribution is the integration of Customer Trust with TPB. Trust was not treated as a fourth TPB component. Instead, it was used as an additional mechanism alongside Attitude, Subjective Norm and Perceived Behavioural Control. This maintains the original TPB structure proposed by Ajzen (1991) while addressing the special importance of credibility in sustainability claims.
[bookmark: _Toc240930914]
6.7 Practical Contribution
The study also provides practical value for fast-food marketers. The findings show that consumers generally respond positively to sustainable marketing, but positive sustainability perceptions do not remove concerns about price. Companies should therefore combine sustainability with affordability and convenience.
The results also suggest that trust should be treated as an important part of sustainability marketing. Consumers need to believe that sustainability claims are genuine. Therefore, companies should focus on consistent behaviour rather than only promotional communication.
The findings may also be useful for managers when developing sustainability strategies. Instead of focusing on a single environmental activity, companies can consider the full marketing mix of product, price, place and promotion. This may provide a more complete understanding of how customers experience sustainability.
[bookmark: _Toc240930915]6.8 Limitations
The study has several limitations. The first is the sample size of 100 respondents. The sample provided useful evidence for the research but cannot represent all UK fast-food consumers.
The second limitation is the use of convenience and snowball sampling. These methods can create sampling bias because respondents are selected through accessibility and personal networks. As a result, the findings should be viewed as context-specific rather than general estimates of the UK population.
The third limitation is the cross-sectional research design. Data were collected at one point in time, so changes in consumer attitudes and trust over time could not be examined.
The fourth limitation is that Purchase Intention was measured instead of actual behaviour. Intention is an important behavioural outcome in TPB, but it does not always result in actual behaviour (Ajzen, 1991; Ajzen, 2020).
The fifth limitation is the younger age profile of the sample. Since 70% of respondents were aged 18–34, the findings may not fully represent older fast-food consumers.
Finally, the mediation finding should be treated with caution because formal mediation testing was limited. The study therefore provides preliminary rather than conclusive evidence regarding the mediating role of Customer Trust.
[bookmark: _Toc240930916]

6.9 Suggestions for Future Research
Future research should use larger and more diverse samples. A larger sample would allow stronger statistical analysis and could improve the understanding of differences between consumer groups.
Probability sampling should also be considered where practical. This could improve the representation of different regions, ages, income levels and employment groups in the UK.
Future studies should also use formal mediation testing. A larger dataset could be analysed using a formal indirect-effect approach, such as bootstrapping. This would provide stronger evidence about whether Customer Trust mediates the relationship between Sustainable Marketing Effectiveness and Purchase Intention.
Longitudinal research could also be useful. By collecting data at different points in time, researchers could examine whether consumer trust changes after companies introduce new sustainability initiatives.
Future research could also compare different fast-food brands. This could help determine whether consumers respond differently to sustainability claims from different types of companies.
Finally, future research should examine actual consumer behaviour. Purchase intention could be compared with purchasing records, observed choices or repeated purchasing behaviour. Additional factors such as price sensitivity, environmental knowledge, perceived greenwashing and green brand image could also be included.
[bookmark: _Toc240930917]6.10 Final Conclusion
This dissertation examined the influence of Sustainable Marketing Effectiveness on Customer Trust and Purchase Intention in the UK fast-food industry. The findings show that respondents generally viewed sustainable marketing positively. Green Product received the strongest evaluation, while Green Price received the weakest. Customer Trust was also positive overall, although the lower Benevolence score indicates that some consumers remain uncertain about the genuine motives of fast-food companies.
The study also found significant positive relationships between Sustainable Marketing Effectiveness, Customer Trust and Purchase Intention. Customer Trust showed a possible partial mediating role, although this result should be treated as exploratory. In addition, Attitude, Subjective Norm and Perceived Behavioural Control were all positively related to Purchase Intention, supporting the application of TPB (Ajzen, 1991).
The main conclusion is that sustainable marketing should not be considered only as an environmental communication activity. Consumer trust, price, accessibility, personal attitudes and social influence are also relevant to sustainable purchase intention. Sustainable marketing may therefore be more effective when environmental claims are supported by genuine actions, reasonable prices and convenient choices.


Overall, the research provides context-specific evidence from UK fast-food consumers and supports the integrated framework developed in this dissertation. The findings do not represent all UK consumers, but they provide useful evidence about the relationship between sustainable marketing perceptions, trust and purchase intention. Further research with larger samples, formal mediation testing and measures of actual consumer behaviour would strengthen these findings.
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Appendix A Respondent Profile
	Variable
	Category
	Frequency (n)
	Percentage (%)

	Age
	18–24 years
	28
	0.28

	 
	25–34 years
	42
	0.42

	 
	35–44 years
	15
	0.15

	 
	45–54 years
	9
	0.09

	 
	55–64 years
	6
	0.06

	Gender
	Male
	48
	0.48

	 
	Female
	46
	0.46

	 
	Non-binary
	2
	0.02

	 
	Prefer not to say
	4
	0.04

	Employment
	Student
	38
	0.38

	 
	Full-time employed
	32
	0.32

	 
	Part-time employed
	16
	0.16

	 
	Self-employed
	6
	0.06

	 
	Unemployed
	5
	0.05

	 
	Retired
	3
	0.03

	Purchase frequency
	Daily or almost daily
	24
	0.24

	 
	2–3 times per week
	34
	0.34

	 
	Once a week
	22
	0.22

	 
	2–3 times per month
	16
	0.16

	 
	Once a month or less
	4
	0.04

	Total
	—
	100
	1



Appendix B  Descriptive Statistics for Purchase Intention
	Purchase Intention Measure
	Mean (M)

	Intention to purchase sustainable products
	3.94

	Intention to recommend sustainable fast food
	3.85

	Willingness to pay more
	3.52

	Overall Purchase Intention
	3.8







Appendix C Hypothesis Results
	Hypothesis
	Relationship
	Result
	Supported

	H1
	SME → Customer Trust
	r = 0.68, p < 0.01
	Yes

	H2
	SME → Purchase Intention
	r = 0.52, p < 0.01
	Yes

	H3
	Customer Trust → Purchase Intention
	r = 0.61, p < 0.01
	Yes

	H4
	Customer Trust mediates SME → Purchase Intention
	See section 4.4.3
	Partial

	H5
	Attitude → Purchase Intention
	r = 0.58, p < 0.01
	Yes

	H6
	Subjective Norm → Purchase Intention
	r = 0.41, p < 0.01
	Yes

	H7
	PBC → Purchase Intention
	r = 0.47, p < 0.01
	Yes



Appendix D Mediation Analysis for Customer Trust
	Relationship
	Correlation (r)
	Significance

	SME → Customer Trust
	0.68
	p < 0.01

	Customer Trust → Purchase Intention
	0.61
	p < 0.01

	SME → Purchase Intention
	0.52
	p < 0.01









Descriptive Statistics for TPB Variables

Mean (M)	Attitude	Perceived Behavioural Control	Subjective Norm	4.08	3.82	3.76	


5

image3.png
1. PHILOSOPHY

Positivism N Views on the nature
& T ofrealityand
> ¥ knowledge
/ 2. APPROACH ¢ &
g Deductive
— —  \ _____ Using theory to
3. STRATEGY test hypotheses
Quantitative

(Survey)

Overall plan for
data collection

4. CHOICE
Cross-sectional
(One-time data
collection)

Specific choices
for the research
| design

5. TIME HORIZON
Cross-sectional

. ~ When the
N data is
| 6.TECHNIQUE collected

Online Questionnaire
(Microsoft Forms)
Using 5-point Likert Scale |

[
[ Data collection
and analysis

Y (Excel, Correlation)

|
{
\

Sample: UK fast-food
.\ consumers (18+) /.
N\ N =100 // £

N





image1.png
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David




image2.png
INDEPENDENT VARIABLE

SUSTAINABLE MARKETING
EFFECTIVENESS

Green Product
Eco-friendly ingredients,
sustainable packaging,
menu innovation

p:
Green Price
Fair pricing for sustainable
products, value for money,

price transparency

)

P—

Green Place
Energy-efficient restaurants,
sustainable sourcing,

waste reduction

Green Promotion
Environmental advertising,
clear communication,

transparency of initiatives

T
I
|
|
i
1
|
1
|
1

Conceptual Framework

sustainable practices | |
A

MEDIATOR DEPENDENT VARIABLE
CUSTOMER TRUST CUSTOMER PURCHASE
INTENTION
f S ——
Ability
[ The belief that the company
has the competence and
capability to fulfilits promises.
M 4
| & S, B H2
Benevolence
— Tidbaliuifst e eompagy » Thelikelihood that consumers
acts in the best interest of will choose McDonald's in the
‘ customers and the future because of its
‘ environment 4 sustainable practices.
| Integrity
The belief that the company
is honest, transparent and
keeps its commitments |
& ) |
H4 :
|
H3 |
| He
—————————————————————————————————————— -~ !
‘f THEORY OF PLANNED BEHAVIOUR (TPB) VARIABLES 1 '
h - — — | 1
| Attitude Subjective Norm ‘ | Perceived Behavioural | | :
! Positive or negative Perceived social pressure | Control |
H evaluation of choosing from family, friends and | | Perceived ease or 1
I a restaurant with others to choose. .b difficulty of choosing |
! sustainably sustainable options |
.

J





