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Over the years, evolving consumer attitudes have led companies to adopt sustainability. The UK supermarket industry is already experiencing acute competitive pressure. It now faces a double threat: not only the pressure to appeal to customers on price and convenience, but the task of persuading the public of its credibility in environmental and social responsibility. Research suggests that UK consumers are becoming more willing now to pay more for sustainable products, with one leading industry study finding that consumers would be prepared to pay approximately 10% more for a product with sustainability credentials (Haigh and Liszka, 2024). Meanwhile, loyalty is again vital for the supermarket sector - a UK retail survey says that grocery loyalty schemes encourage repeat visits and higher commitment (West, 2025). 
Yet there are still gaps in both the academic and practical literature, despite this convergence in sustainability and loyalty. While systematic reviews identify a growing interest in the green-marketing-brand loyalty nexus literature, they highlight problematic findings and a lack of attention in the UK supermarket marketplace (Tian and Kamran, 2021).  Because of this shortcoming, this study aims to fill the gap by investigating the interface between sustainability marketing and brand loyalty using a sample of top UK supermarkets.
Problem Statement
Even though UK supermarkets are working harder to be more environmentally friendly, there isn't much evidence that these efforts affect customer loyalty. The vast majority of extant studies ignore the UK supermarket setting or are purely qualitative, creating a research void. The study, therefore, addresses this gap by using secondary data to examine the relationship between sustainability marketing and brand loyalty.
Rationale of the Study
The research is important because it links sustainability marketing to brand loyalty in a UK supermarket setting where there is a lot of competition. It is helpful to understand how much more people trust a brand when it uses ethical, transparent marketing and how much longer they will stay with it. The findings are expected to enable both scholars and practitioners to build stronger customer relationships and operate more environmentally friendly businesses.

Aim
The research will investigate the influence of sustainability-oriented marketing on consumer brand loyalty among UK supermarket consumers.
Objectives
(1) To determine the major sustainability marketing strategies used by the leading UK supermarkets. 
(2) To examine how UK consumers understand and react to these initiatives and 
(3) To determine the degree of relationship between sustainability marketing and brand loyalty behaviours in the supermarket context. 
Research Questions
1. What is the relationship between sustainability marketing initiatives and brand loyalty in leading UK supermarkets?
2. How do UK consumers perceive and respond to these sustainability initiatives?
3. To what extent do sustainability marketing practices influence brand loyalty among supermarket consumers?
To achieve these goals, a quantitative method will be used, and secondary data from supermarket sustainability reports and loyalty-programme databases will be used to make inferences about sustainability and loyalty. And ensuring that all data is credible, verifiable, and ethically sourced to achieve the accuracy.
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Scope and Theoretical Foundation
The research reviews the application of sustainability (or green) marketing in retailing and its effects on brand loyalty. The theoretical model consists of several constructs, including the Expectation-Confirmation Theory (ECT), brand image, and brand trust models, which are commonly used to explain how consumer perceptions mediate the effects of sustainability initiatives on loyalty. For example, in Khalufi et al.'s (2025) study of a retail market, sustainability practices enhanced customer relationships (trust, satisfaction, commitment) and loyalty.


Sustainability Marketing in Retail
Sustainability marketing has evolved from simple green product marketing to corporate sustainability reporting, ecologically friendly packaging, ethical sourcing and transparency in the supply chain. According to Jones, Comfort, and Hillier (2009), major UK supermarkets have published numerous sustainability reports and have contributed to sustainable consumption through marketing communication. A systematic review by Adnan, Widowati, and Nuryakin (2023) of green marketing and customer loyalty literature revealed that although there is an increasing interface between these two, little research has been conducted in specific settings, including supermarkets. Furthermore, according to Sujanska and Nadanyiova (2024), experience in other areas of retail, consumer trust in sustainability marketing depends on how honest the consumer is and how they recognise themselves in the values, which suggests genuine results (e.g., eco-certification). In the context of supermarkets' sustainability marketing, it is crucial to shape consumer perceptions of the authenticity and significance of these actions to influence their loyalty.
Sustainability Marketing and Brand Loyalty
Consistent with research, empirical studies are conducted to support the positive relationship between sustainability marketing and brand loyalty, as well as the mediating and moderating roles of these factors. For example, Khandai et al. (2023) found that, in one survey, green marketing has a significant effect on brand loyalty through brand trust and perceived brand affect. Another non-probabilistic sample study examined the impact of green marketing on green brand loyalty and repurchase intention, while considering constructs such as brand equity and innovativeness (Pančić, Serdarušić, and Ćućić, 2023). These findings suggest that the effects of sustainability marketing are indirect: the marketing initiatives increase brand image, which in turn leads to loyalty. According to Khalufi et al. (2025), in a cross-sectional survey of 745 retail consumers, the use of sustainable retail practices (eco-friendly packaging, green certification) improved the quality of customer relationships, leading to customer loyalty. 
Although the positive relationship is obvious, it is care that is the key: the effectiveness of sustainability marketing is partially determined by the perception of the marketing's authentic character and by the compatibility of the consumer values with the brand's actions to be sustainable. Among green claims, one recent analysis has found that if they are perceived as superficial, loyalty is significantly reduced. 


Gaps and Applicability to UK Supermarkets
Although it is well documented that there is a general relationship between sustainability marketing and brand loyalty, there are specific gaps which are worth studying. First of all, there are very few studies that focus solely on the supermarket sector, particularly UK Supermarkets. Much of the literature is cross-sector or, more broadly, in the FMCG sector. For example, while there are generic models, the supermarket context, with its emphasis on price, convenience, and loyalty schemes, is under-represented. The systematic review identified this as a significant gap (Adnan, Widowati, and Nuryakin, 2023).
Second, many studies rely on self-reported survey data rather than actual behavioural or secondary data (e.g., loyalty card usage, repeat purchases). The use of secondary data located from supermarkets in the proposed study will help overcome this drawback. Third, there is a lack of research on region-specific issues in the literature, such as the UK regulatory / consumer environment, the competitive landscape, and unique supermarket loyalty programmes. Applying frameworks such as brand image mediation in a UK supermarket setting can yield fresh insights, by Watson, Perrigot, and Dada (2023), as seen in the study of green brand image on loyalty in fast food brands, which found mediating effects but did not explore supermarkets. 
Finally, factors that moderate effects, such as price sensitivity, consumer demographics, and claim authenticity, are often acknowledged but rarely investigated in detail in supermarket contexts. For example, the effect of sustainability marketing in supermarkets may be weakened by consumer price consciousness, which is typically a dominant motivator of consumer loyalty. There is a greater need for research on the sector and region.
In sum, the literature supports the existence of sustainable marketing, which has a meaningful positive effect on brand loyalty, chiefly through consumer perceptions of authenticity, trust, and values alignment. The supermarket context remains under-researched in the UK, particularly regarding the use of secondary behavioural data alongside survey measures. The proposed study will build on established theoretical frameworks (e.g., ECT, brand image mediation) and address any gaps by focusing on the UK supermarket market, utilising secondary data, and accounting for the moderating roles of price and loyalty scheme dynamics.
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The research study will follow a quantitative research design, and as such, the secondary data will be used exclusively. A quantitative approach is appropriate, as the purpose is to test, in a measurable way, the relationship between sustainability marketing initiatives and brand loyalty outcomes, consistent with work on sustainability and marketing metrics. For example, studies on sustainable product markets have used structural equation modelling and quantitative indicators to analyse the impact of sustainability practices on consumer behaviour (Fantoni et al., 2024). The decision to employ secondary data rather than primary surveys or interviews is justified given the objectives, which aim to identify measurable patterns between supermarket sustainability marketing as reported by firms and behaviours of brand loyalty as captured via loyalty programme data, purchase frequency statistics, or repeat purchase indices.
Data Collection & Sources
The data collection will include existing publicly available data from key UK supermarkets (e.g., Tesco, Sainsbury's, Asda, Waitrose), as well as market research databases and industry publications. Sustainability-marketing-related indicators may include: the proportion of a sustainable product range, scorecards from sustainability reports, the number of eco-labels, the percentage of ethically sourced goods, or sustainability-communication metrics. Brand-loyalty indicators may include: loyalty card membership growth, repeat-purchase rate, churn rate, average basket value of loyal customers, or other performance metrics of the loyalty scheme. The secondary-data approach can facilitate access to objective measures rather than self-report measures. Prior literature stresses the value of quantitative indicators in sustainability research (Singh, 2025). 
Sampling Strategy
Whilst the study is based on secondary data, there is a certain degree of sampling logic: selecting a sample of 3-4 leading UK supermarkets that regularly publish sustainability reports and loyalty programme metrics. The sampling is purposive, focusing on major players with publicly accessible data to ensure comparability. Data needs to reflect a consistent period (e.g., the last 3-5 years) to enable cross-sectional or panel analysis of sustainability marketing initiatives and their loyalty-related outcomes. Where they can be found, segmentation by consumer demographics (age groups, regions) will be noted, but the core unit of analysis will be the supermarket brand as a whole.
Data Analysis Techniques
Data from secondary sources will be tabulated to compare sustainability and brand loyalty across the UK's leading supermarket chains. The variables will be classified into conservation programs, loyalty program attributes, and customer retention factors. Patterns and differences found will be interpreted without statistical testing. Trends in the relationship between consumer loyalty and sustainable practices will be depicted using tabular format descriptions. This analytical method is simple, thereby making it clear, feasible, and objective, and is consistent with recognised quantitative methods of secondary research (Relich, 2025).
Ethical Considerations
Since the study uses publicly available secondary data, the ethical risks regarding participant consent and the confidentiality of human study subjects are minimal. The study will ensure the adequate attribution of data sources, and any data resulting from the performance of loyalty schemes will be at the aggregate level only (i.e., no individual-level data). If any data sources require data access permissions (e.g., loyalty programme data behind subscription models), all necessary permissions will be obtained. The study will be transparent regarding the source of the data used, the accuracy of the measurements, the absence of misrepresentation, and the acknowledgement of any limitations of the secondary dataset. Where sustainability indices are externally published at the end, legitimate sustainability measures (and otherwise subject to bias) by the company will be addressed.
Feasibility and Justification
The given methodology is feasible due to the availability of sustainability reports, marketing reports, and customer loyalty data from reputable supermarkets in the UK, without any challenges, as well as market research databases. Secondary quantitative data will allow the research to focus on clear, simple descriptive comparisons rather than complex statistical tests. The tactical aspect of it is reasonable and cost-effective, and can be successfully employed within the required time to produce plausible outcomes. Identifying significant trends in sustainability practices and brand loyalty can be easier with table sorting. It is a simplified design that maintains academic rigour and aligns with the recommended practice of quantitative secondary research.
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The research topic is to understand how sustainability marketing relates to brand loyalty among prominent supermarkets in the UK. It is expected that the more active supermarkets are in credible and transparent sustainability marketing, the greater will be customers' trust, customer satisfaction and customer loyalty in the long term. Consumers are becoming more aware of environmental and ethical concerns today, and those brands that can communicate their true sustainability initiatives to consumers are more likely to form emotional connections with them and create positive brand associations (Jansson-Boyd and Zawisza, 2016).
The expected results indicate that an explicit and consistent sustainability message can change both attitude of loyalty and behavioural loyalty through increased purchase repetition and increased participation in loyalty programmes. Supermarkets that successfully integrate sustainability into their marketing and branding identity are expected to outsell those that merely use it as a promotion tool (Turner, 2019).
The study expects the impact of sustainability marketing to depend on such aspects as price sensitivity, consumer demographics, and perceived genuineness. When consumers do not believe in the authenticity of sustainability claims, loyalty can be affected. Overall, the results are expected to show that quality sustainability marketing is a significant driver of brand loyalty in the UK supermarket industry.
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Several limitations of this study should be considered when interpreting the results. As the research uses secondary data, there may be limitations on the availability of published information from supermarkets and market databases, as well as on the accuracy and consistency of the information. The study will focus only on the top supermarkets in the UK, so the results may not be transferable to other smaller traders or to an international context. Moreover, there may be inconsistencies in measuring supermarkets' sustainability activities because they are reported in different ways. Time constraints cannot allow for proper data analysis or the utilisation of the most up-to-date datasets. Although there are some difficulties in the work, there are more potential problems that will be avoided in the study as the researchers will pay attention to the data that will be collected, cross-checking their accuracy along with the sources, and will always be transparent on the assumptions of the analysis, thus making the academic results reliable and correct.
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The dissertation proposal is a systematic investigation of the relationship between sustainability marketing and brand loyalty in major supermarkets in the United Kingdom. This research will thus provide insight into the influence of ethical marketing on brand awareness and customer retention in today's highly competitive retail sector. 
Although this can be considered a descriptive study that applies the technique and uses quantitative and secondary sources, the research aims to be objective and unbiased so that it can be relied on. This is the practical and academic research that needs to be done. 
Can use this information to come up with a marketing plan that will keep the business going and keep customers.  The results will help companies figure out new ways to gain and keep their customers' trust. They gain trust in their brand by doing good things for the environment and society, which is something that most brands find very hard to do in a retail world that is getting more and more cutthroat.
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