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Abstract 
Purpose: This study is aimed at determining the role of social media tools in consumer awareness of sustainable consumption.
Methodology: A qualitative, exploratory research design was used with a selection of interpretivism philosophy and an inductive methodology. The secondary sources of data such as peer-reviewed journals, industry reports and market studies were selected to gather insights about consumer awareness of sustainable consumption in the UK Retail Sector. The thematic analysis has been considered for interpreting the themes made through extracted codes and data. 
Findings: The study established that social media play an important role in enhancing sustainability awareness by engaging in campaigns that involves influencers to promote, and interactive elements such as polls, challenges, and storytelling. These notions make the complex concepts of sustainability more understandable to customers. Credibility, transparency and authenticity turned out to be the most useful influencing elements of consumer trust and involvement with sustainability messages. Despite the common shift to positive attitudes towards environment-friendly practices due to increased awareness, no regular change to sustainable behaviour was possible. The impact was diluted by structural barriers, including affordability, product accessibility, and scepticism of the consumer. The most effective way of reducing the gap between awareness, intention and actual behaviour was the use of campaigns that were based on authenticity, community participation and relatable storytelling.
Limitations: The research has been limited because of the use of secondary data and interpretive analysis that might not reflect real-time consumer behaviour and platform-specific trends.
Recommendations: It is recommended to increase transparency by presenting verifiable evidence, incorporating real influencers, creating engaging campaigns and making sustainable products more affordable and accessible. These measures can enhance confidence among consumers and transform the awareness that has been created by social media into behavioral change.
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[bookmark: _Toc210375509]Chapter 1: Introduction 
[bookmark: _Toc210375510]1.1 Background and context 
The social media platforms have become powerful tools to influence the opinion of the masses, information flow and the purchasing choices of consumers in the age of digital revolution in the UK retail sector (Sindhuja, et al., 2023). The promotion of sustainable consumption can be mentioned as a practice that implies the acquisition of goods and services with the least environmental impact, ethical procurement, and social responsibility. Instagram, Facebook, TikTok, X, and YouTube are some of the social media platforms currently used to build awareness and behaviour change amongst consumers amid growing concerns around the issue of climate change, environmental degradation, and unethical sourcing of supplies (Pourazad, et al., 2023). According to Statista, mentioned below, in a 2025 survey conducted on marketers across the world, about 83% said that they specifically used Facebook to market. LinkedIn and Instagram came next, cited by 69% and 78% of the interviewees, respectively (Statista, 2025).
[image: ]
Figure 1:Most used social media platforms by marketers worldwide as of January 2025
Source: (Statista, 2025)
Social media around the world enables the upward spread of sustainability-related communication across multiple and broad audiences. Of the total world population, more than 5 billion individuals are using social media, and this provides a huge platform through which one can nurture and teach people about eco-friendly lifestyles, green brands, and how consumer choices affect the environment (Data Reportal, 2024). Social media gives brands and individual influencers the opportunity to communicate with users in a personalised customer journey, building authentic content that is relatable and can make complex environmental problems easier to understand and act on by the average customer.
Influencer marketing is important in this dynamic. Research indicates that sustainability influencers who advocate environmentally friendly living, minimalism and ethical consumption have a large influence on the buying behaviour among younger audiences, specifically the Millennials and Gen Z (Polisetty and Pahari, 2025). As an example, 73% of the world's Millennials are ready to spend more money on eco-friendly products, which is further increased by the use of a trusted source creator on social networks such as Instagram or YouTube (Forbes, 2020). This new digital environment is also transforming brands; consequently, they have been influenced by the concept of integrating sustainability in their stories online. Social media has been used by brands like Patagonia, Lush and The Body Shop to market their environmental impact, pledges to ethical sourcing (fair-trade) and recycling as a means of building brand loyalty and trust (Junus and Wong, 2025). The hashtags #ZeroWaste, #PlasticFreeJuly, and #ThriftFlip became the most popular ones internationally, encouraging millions of users to become a part of the sustainability movements and share their own plans.
Significantly, social media can also contribute to the democratisation of the sustainability discourse. Grassroots movements, marginalised voices and NGOs now have a voice to push even cases of environmental justice and protest against greenwashing, which is a process of falsely telling consumers about the efforts by a given company towards environmental friendliness (Zapata Campos et al., 2024). The openness provided by user-generated content and real-time feedback allows the consumer to keep brands in check and helps to make better-informed decisions. Nevertheless, the digital transition also raises some problems, including misinformation, performative activism, and unreasonable commercialisation of sustainability trends in UK retail sector. However, social media as a strategically utilised tool can serve as an inclusive and impactful platform that informs, participates and empowers consumers to make more sustainable consumption decisions.
[bookmark: _Toc210375511]1.2 Research problem 
Sustainability-related content increasingly populates social media sites, but has not continued to correlate with real consumer sustainable behaviour in the UK retail sector (Confetto, et al., 2023). Even though environmental messaging often reaches the users, they tend not to critically analyse the message without taking any positive actions. The problem of greenwashing, misinformation and conflicting messages inhibit communication and decrease trust. This leads to passive involvement; users show their support for the direction of sustainability through online activities, but they fail to translate it into practice in real life. The essence of the issue is the lack of connection between knowledge and action. It is still challenging to use the benefits of social media to promote lasting consumption patterns until the true meaning and nature of this gap is understood and addressed.
[bookmark: _Toc210375512]1.3 Research rationale
The concept of social networking has become a key tool in influencing the minds of consumers, and it specifically applies to the digitally native young population (Yoon et al., 2023). These platforms present a never-before-seen platform to sell responsible consumption as the world gets increasingly sustainability-conscious. Exploring the impact of social media on consumer awareness and behaviour in a manner that will help ensure sustainability messages apply meaningful behaviour change as opposed to the emergence of performativity is thus of paramount importance.  
It is significant in the sense that this study explains how content format, authenticity and source credibility influence the response of the user. Marketers, educators, non-governmental organisations, and policymakers will find the lessons learnt crucial as they must improve their sustainability dynamics. Finally, the research belongs to larger projects that are aimed at ensuring the promotion of environmentally sustainable practices in the digital world.
[bookmark: _Toc210375513]1.4 Research aim and objectives 
Aim
[bookmark: _Hlk207385317]The aim of the study is to identify the role of social media platforms in driving consumer awareness of sustainable consumption.
Objectives
· To explore how sustainability-related content is communicated on major social media platforms.
· To assess the extent to which social media influences consumer knowledge and attitudes toward sustainable consumption.
· To identify the key factors that affect consumer trust and engagement with sustainability messages on social media.
· [bookmark: _Hlk204524893]To evaluate the impact of social media-driven awareness on consumers’ intentions and behaviours related to sustainable consumption.
[bookmark: _Toc210375514]1.5 Research question 
[bookmark: _Hlk207803766]How do social media platforms influence consumer awareness and understanding of sustainable consumption practices in the UK retail sector?
[bookmark: _Toc210375515]1.6 Research significance 
The study is relevant because it is critical to encourage sustainable consumption in the context of the increasing rate of environmental degradation and climate change. The social media sites have become a strong influence in determining the opinions of the masses, the buying patterns and the behavioural patterns. The current research records the impact of digital communication on building an environmentally responsible lifestyle decision-making process through an analysis of the role that these sites play in promoting consumer awareness of sustainability. The findings point out the potential to use social media to turn awareness into actual action, in particular to young and more digitally literate groups.  
The results offer a recommendation to businesses, policy-makers, and sustainability advocates on how to create more effective, open, and interesting communications to drive positive change. In addition, the study will be unique in the academic study of digital sustainability communication since it introduces a model that can be applied in the identification of the authenticity, reach, and authority of sustainability messages. Finally, it favours global initiatives to endorse conscious consumption and sustainable development of the environment in the long term.
[bookmark: _Toc210375516]1.7 Research structure 
· Introduction: This section of the research contains crucial insights with relevance to the prevailing problem, rationale of the study, structured objectives and the question.
· Literature review: This part highlights the critical viewpoint of authors considering PDFs, articles and publications that aid in extracting insights based on the variables of the topic.
· Methodology: This section of the study considers knowledge of distinct methods and techniques that assist in obtaining outcomes relevant to the objectives and questions of the study.
· Findings and Discussion: In this section of the study, the extracted outcomes have been interpreted with the consideration of the qualitative research method and discussed aligning with the literature review.
· Conclusion and Recommendation: The appropriate and relevant outcomes have been concluded and appropriate suggestions have been included in this section.


[bookmark: _Toc210375517]Chapter 2: Literature Review
[bookmark: _Toc210375518]2.1 Introduction 
This section examines the effects of social media sites on consumer awareness, trust and sustainable consumption behaviour. It reviews the extent to which social media influences consumer knowledge and attitudes, factors, impact and challenges and strategic approaches. This section seeks to interpret the impact of these dynamics on meaningful behavioural change in the long-term with considerations of articles, PDFs and publications.
[bookmark: _Toc210375519]2.2 Communication of Sustainability-Related Content on Major Social Media Platforms
Armutcu et al., (2024) state that the dissemination of sustainable messages through primary social networks has built into a very critical campaign platform of fostering environmental awareness, sustainable consumption, and social responsibility. Instagram, Facebook, TikTok, YouTube and X (formerly Twitter) are becoming colourful platforms on which businesses, influencers, non-governmental organisations (NGOs) and individual customers engage the world in a discussion on sustainability. But despite the incontrovertible breadth and urgency of such media, the quality, authenticity and content of the messages given can vary widely. The ability to engage in real-time and engage in a dialogue are some of the main benefits of sustainability communication via social media (Brylla, et al., 2022). Through social media, the organisations get a chance to pass information on environmental projects, the corporate social responsibility campaign (CSR), and the eco-friendly product lines to the consumers themselves. As an example, there are the Patagonia brand and Body Shop that are doing a great job of sharing ethical sourcing transparency, circular economy development, and climate advocacy with Instagram and YouTube (Singha, 2024). Most of these stories are visually engaging, which is in line with the visual nature of platforms such as Instagram and TikTok. This approach develops emotional appeal and customer confidence.
Chamcham et al., (2024) state that sustainability communication has been democratised by user-generated content and hashtag activism like #ZeroWaste, #FridaysForFuture, and #SustainableLiving. Ground based movements consequently allow people to add their own experience and guidance, making people feel empowered and part of a group. Influencers are the key players in forming perceptions about sustainability. The eco-influencers make the hard-to-understand problem of carbon footprints or fast fashion easier to understand by communicating relevant ideas to common people.  
Guerreiro and Pacheco, (2021) argue that there is a challenge-laden sustainability discourse on social media. Another big issue is the concept of greenwashing, where a brand claims to be environmentally friendly, whilst its actions are not better than those of its rival companies. Lack of regulatory control over digital marketing allows the spread of such misinformation, thus compromising the veracity of sustainability messages and causing confusion to consumers.  Since there are no standardised frameworks and third-party verification, it fails to enable the audience to differentiate between real sustainability efforts and false marketing.
[image: ]
Figure 2:Communication of Purchase Intention and Social Media Publicity of Green Products
Source: (Knight et al., 2022)
[bookmark: _Hlk204547421]The second concern pertains to the disintegration and superficiality of communication. Artistic domain as the sustainability is in need of deep contextual understanding (Knight, et al., 2022). Still, social media limits the ability to transmit subtleties and it prefers simple slogans or aesthetic-oriented posts that require the minimum reading and provide superficial information about the figure mentioned above. The platforms are more inclined to reward virality over subtlety, and thus, it is possible that they may encourage simplistic or even inaccurate descriptions of sustainable behavior. In addition, social media ecosystems may produce echo chambers where users are presented with messages that support existing beliefs based on algorithms that favour such messages over others (Kyu Kim, et al., 2021).
[bookmark: _Toc210375520][bookmark: _Hlk209101387]2.3 The extent to which social media influences consumer knowledge and attitudes toward sustainable consumption
Li, et al., (2024) argue that social media has become a significant instrument in the discourse of sustainability with respect to shaping consumer knowledge and attitudes on sustainable consumption. It allows creating a space for the fast spreading of data on environmental concerns and sustainable activities to a worldwide audience. But Viany et al., (2024) added that social media has the possible influence of informing and educating consumers, but that is both complex and contradictory. On the good side, social media raises awareness of sustainability by increasing the exposure of environmental concerns. Influencers, activists, and organisations can use platforms like Instagram, TikTok, and YouTube to share sustainability-related content engagingly. Videos, short clips, and reels tend to break down complicated issues in the environment and make them easier to swallow by your average everyday user. This has caused more awareness of issues like plastic pollution, fast fashion, ethical sourcing, and a vegan lifestyle.
Vemuri, et al., (2024) state that Influencers, specifically, can contribute greatly to developing the consumer attitude by educating about sustainable products and lifestyle preferences with the help of persuasion by the storytelling technique and personal commitments. Such peer-to-peer communication can produce the feeling of authenticity and trust that can influence the perceptions and attitudes of consumers towards sustainability. Nevertheless, the power of social media is not perfect. The most successful is usually content that is either propagated by an algorithm that favours interaction over accuracy or intelligence. Consequently, sustainability messages become simplified, misleading or even false. Thousands of consumers are subject to the so-called stylistic or aesthetic versions of sustainability such as eco-friendly hauls or zero-waste kitchen tours, misinformed about the truths and building unrealistic expectations (Sharma, 2024). 
In addition, additional brands are greenwashed such as that are represented to be environmentally friendly when they are founded on small empirical findings (Szabo and Webster, 2021).  Such practices can mislead, ruin consumer trust, and pollute attempts to assure sustainable consumption. In addition, awareness of actionable steps is low.  Even though positive attitudes and intentions will be formed through the social media, this does not mean behavioural change.  In actual business, considerations of sustainability are likely to be overshadowed by affordability, availability and convenience of the product. Another essential problem that should be mentioned is the role of demographics (Anand, 2023). Digitally literate, younger, and urban people are more prone to communicating sustainability content on social media. This introduces inequalities to information availability and strengthens socio-economic differences in sustainable consumption. Further, social media promotes individual efforts rather than structural and systemic issues needed to realise a large-scale environmental change.
Social media has become central to the formation of consumer awareness on the idea of sustainable consumption, but the nature of a consumer knowledge on the subject also depends on the algorithmic and psychological mechanisms that have not been fully studied and are frequently involved. The filter bubble, one of the products of algorithmic personalisation, constantly presents the user with the content that matches their past interests, values, and behaviours (Anand, 2023). This biased exposure is capable of entrenching rather than challenging or broadening prior accepted beliefs and thus preventing the evolution of critical knowledge on sustainability. Therefore, through this process, users can get entrapped in the so-called echo chambers in which they repeat the consumption of stylised, ideal or even misleading narratives of sustainability. There are also the measures of interaction, such as likes, shares and comments, when integrated into gamification design patterns that promote the creation of content that highly values visual and emotive messages rather than the conveyance of delicate information. Consequently, this concentration may deteriorate the richness of knowledge shared, which promotes a superficial attitude to sustainability that can be likened to performative eco-moralism. Under such circumstances, sustainable consumption will rather be perceived as a fad or an aesthetic indicator, rather than a result of a profound engagement in behaviour (Viany, et al., 2024).
The other ongoing issue is the commercialisation of sustainability messages as companies, resellers, and even non-profit organisations are competing to gain proximity in the flooded digital marketplace. This commercial impulse often elevates the simplicity of messages and beauty-branding higher than information disclosure and responsibility, and tarnishes the worth of the information (Kyu Kim, et al., 2021). Through its association, it is observed that even though social media can assist in the proliferation of the sustainability message, it may also contribute to a further miring of the slippery slope sensations, prejudice in emotional reasoning and the consumptionist lens in sustainability perceptions, further diminishing the abilities of the social media to contribute to the achievement of critical, informed and long-term changes in attitude.
[bookmark: _Toc210375521]2.4 Key factors that affect consumer trust and engagement with sustainability messages on social media
As Christou, et al., (2025), consumer trust and engagement in sustainability messaging via social media are an intricate amalgamation of components involving source credibility, message authenticity, message relevance, platform algorithms, in addition to larger socio-cultural aspects. Since social media is now a major force in sustainability messages, it is necessary to know these factors to ensure that not only are the messages received, but also believed and acted upon. The source credibility is one of the most important aspects which creates trust and involvement in a proper way (Pradhan et al., 2023). The food industry needs to remember that when it provides sustainability information directly to the consumer, having a trustworthy, clear, and objective source is very important. Explaining their expertise or supporting their arguments with evidence, influencers, NGOs, and scientists are used as actors likely to cause trust. Nevertheless, it has been said that the emergence of greenfluencers, or influencers selling an eco-friendly lifestyle, has brought new possibilities and issues (Dekoninck and Schmuck, 2024). Although they may make the consortium of sustainability feel closer with down-to-earth content, most of them are sponsored by brands. This may destroy trust without any disclosures because consumers might doubt the message's authenticity.
[image: Social Media Influencers: Customer Attitudes and Impact on Purchase  Behaviour]
Figure 3:Social Media Influencers: Customer Attitudes and Impact on Purchase Behaviour
Source: (Bahrain, et al.,2023)
Authenticity is one more important contributor to trust and engagement in the vision (Scalvini, 2024). The social media society is ready to notice insincerity or show activism. Whenever messages on sustainability fall short of persuading people that it is sincere, audiences can tune out or exhibit a poor response. By contrast, posts demonstrating the personal dedication of the creator to sustainability usually connect more with the audience, like posting about personal struggles, backstage efforts or missteps made. Real-life stories, and even more so when real-life, make the message human, generate emotional resonance, as shown in the above figure. Relevance and message clarity are also quite important. Highly technical and abstract sustainability messages may alienate audiences, particularly those not primarily interested in acting on environmental issues (Bahrain, et al.,2023). Good communication will make composite concepts easy to understand without making them less meaningful, sometimes in the form of visual media or small video clips. Also, messages related to the everyday life of a consumer, e.g. how to use less plastic at home or how to choose ethical fashion, will lead to more chances of engagement. Relevance occurs when content is contextual to the individual's values, interests or culture.
There should also be an algorithmic influence. Social media is all about prioritising activity based on engagement statistics, so a post that is more charged or eye-pleasing has higher chances of appearing on the feed (Hao, 2025).  Although this has the potential to expand interest in sustainable materials, it may also create problems of misunderstanding or oversimplification of solutions. This will give consumers an out-of-proportion view of sustainability concerns and may destroy any long-term trust through misplaced expectations versus reality. In light of this, social proof and peer engagement influence trust significantly (Bahrain, et al.,2023). When peers interact with or endorse sustainability messages on social media, they are more likely to accept the message as credible and pertinent to them when they see it. On the other hand, the comments or poor responsiveness may create scepticism or ignorance.
[bookmark: _Toc210375522]2.5 Impact of social media-driven awareness on consumers’ intentions and behaviours related to sustainable consumption
Li, et al., (2024) point out that although social media is important in consumer awareness of sustainable consumption issues, its effects on intentions and actual behavioural change episodes are not linear and straightforward. Platforms such as Instagram, TikTok Tok and YouTube have been effective in creating awareness in relation to environmental issues; ethical fashion, zero-waste living, or plant-based diets, but there exists a gaping difference between the awareness, professed intentions and actual behavioural change. Normalisation of sustainable ideals is one of the primary effects of the awareness provided by social media (Vemuri, et al., 2024). By constantly reading articles about sustainability, users get to know more about the terms and the language, the behaviours, and the principles of environmentally friendly lifestyles. This exposure assists in interlacing sustainable consumption as a social norm, particularly in younger groups. Content creators and influencers are essential in making sustainable behaviour like using reusable products, purchasing second-hand, seem cool, desirable and accessible as indicated in the figure below. Consequently, most of the consumers state that they are more willing to accept eco-friendly practices following exposure to such content.

.[image: ]
Figure 4:The Impact of Social Media Information Sharing on the Green Purchase Intention
Source: (Sun and Xing, 2022)
Nonetheless, Sun and Xing, (2022) have said that intention is not a very reliable predictor of behaviour. It is on this gap, commonly known as the attitude-behaviour gap, that despite social media having the potential of influencing what people say they value, it does not always translate into what they do. A number of structural and psychological impediments exist. The alternatives are usually less convenient or more costly, which deters compliance even on the part of the good-intentioned consumers. As an example, a customer might be motivated towards ethical fashion after seeing the video of an influencer, but switch to fast fashion because of price or accessible options. In addition, Chen et al., (2024) asserted that the social media performative nature may occasion shallow engagements. Sharing an article on sustainability or liking an environmentally friendly post might be more of a social signal than an intent to pursue a future behaviour change. Such a trend, commonly referred to as slacktivism, can provide an impression of moral superiority to the users without making hard or long-term lifestyle choices (George et al., 2023). Through it, the awareness is more focused on digital identity rather than substantial consumption culture.
In spite of such constraints, social media has had positive effects on intentions and behaviours in some cases. Projects like the PlasticFreeJuly and SecondhandSeptember movements and competitions to promote the idea of a zero-waste week are an indication that blended, participatory and community-based projects can create a real change in behaviour despite the lack of a direct impact (Brylane, et al., 2022). These campaigns often combine education, peer support, and observable results and, in this way, reduce the distance between intention and action. The greater the number of individuals who perceive themselves as part of a movement, carried by others and having the ability to make a difference, the more likely they are to continue changing their behaviour in the future. The emotional engagement also comes in handy. Based on the contextual conditions, empathetic messages, urgent messages, or especially messages endorsing personal relevance (both videos showing plastic as harmful to marine life and storytelling about victims of the rising temperatures) can build superior emotional bonds that further encourage behaviour. The combination of emotional arousal, practical tips, and realistic actions would probably be more effective in changing not only attitudes but also habits (Szabo and Webster, 2021).
Chen, et al., (2024) also argue that social media are critical in increasing the awareness of sustainable consumption, but the knowledge does not always result in behavioural change. Although most users are constantly exposed to content encouraging sustainable living, like zero-waste or ethical fashion, they usually interact in a very shallow way. Online reinforcement of social norms on sustainability can be very helpful, but carry-out consumption behaviour will often fall short due to market obstacles like price, convenience, or a lack of substitutes. Furthermore, the vast majority of users do it only to project self-image or gain approval from society, a trend that puts more emphasis on a digital identity than the actual effect of the actions. The community of sharing posts or liking green content might give the feeling of involvement without needing actual behavioural changes (Vemuri, et al., 2024).
Nevertheless, Brylane et al., (2022) stated that when social media campaigns are both emotionally evocative and community-based, e.g., about challenges or movement-based programmes, they are more likely to translate into real behaviour. Messages that are inducing a sense of urgency or involving emotions, especially messages that focus on an individual or global impact of unsustainable behaviours, are more likely to be well received by audiences. This effect of emotions in combination with instructive and practical suggestions can diminish the difference between intention and action. Thus, although social media can be useful in developing interest, long-term behaviour change requires further involvement, community enhancement and reinforcement as well as structural backing.
[bookmark: _Toc210375523]2.6 Challenges and Strategic Approaches to Promoting Sustainable Consumption on Social Media Platforms
To begin with, according to Glavic (2021), the promotion of sustainable consumption through social media is an attractive opportunity; however, it is associated with a set of significant drawbacks. These include low content visibility mediated by algorithms, the greenwashing practice, exclusionary framing, and ineffective behavioural effects. The strategic action of dealing with these difficulties is based on the underlying factors of revolving around transparency, inclusivity, and high levels of engagement. Among the key issues are peculiarities of the algorithms applied on platforms, which prefer the content with visual appeal and higher priority to the emotions rather than to the content that can be deemed educational or restrained. This leads to the fact that sustainability is usually boiled down to more superficial tips or trends, such as eco-friendly alternatives or more muted visions. It is over-simplified to the point of misdirecting audiences and encouraging selfish behaviour by neglecting systemic levels of awareness (Pradhan, et al., 2023). One of the potential remedies is that sustainability communicators adjust their messages to the platform formats, such as short videos, infographics, and captivating stories, but without compromising factuality. There is also a need to work with experts who can give informative information in an engaging manner.
The other problem that Szabo and Webster (2021) define as an issue of critical concern is greenwashing. The majority of brands take advantage of the hype with the notion of sustainability by posting meaningless or fake posts on their social media. When these statements are not declared directly or even critically, the impact of the promotion of eco-products by influencers may further decrease consumer confidence. One of the aspects where a response is evident is the action that is taken in response to transparency and accountability. It should be verifiable that the brands are observing sustainability, and this may either be in the form of certifications or otherwise.
[image: Consumer Behavior and Sustainable Marketing Development in Online and  Offline Settings]
Figure 5:Consumer Behaviour and Sustainable Marketing Development in Online and Offline Settings
Source: (Qalati, et al., 2024)
The influencers are encouraged to be frank and explain that the content is sponsored and get in on brands that have a more consistent business model that is more aligned with true ecological sustainability. Stricter advertising policies in social media should also be considered, which would aid in tracking and reducing greenwashing (Bahrain, et al.,2023). Moreover, the privileged voices that are most dominant in the sustainability discourse would tend to support exclusivist green ways of life. This tendency builds the perception that only the rich can afford to engage in sustainable consumption, thus excluding the masses from the market. To respond to this, communication interventions must be holistic and culturally aware. Sustainable practices may be brought down to a more digestible level by foregrounding cheap (community-based) options, e.g. shopping at thrift stores, eating locally, or recycling waste. The variety of voices and lived experiences will imply greater applicability and relatability (Christou, et al., 2025).
Social media can create awareness; therefore, they can fail to create long-term change in behaviour. A number of these users are passive- they like or share the content without changing their behaviour. To fill in such intention-action gap, campaigns must entail interactive processes, challenges, step-by-step actions and community support. The organisation of such events as #PlasticFreeJuly proved that commitment and behavioural change could be boosted by involvement, common purpose, and the physical evidence of the results.
[bookmark: _Toc210375524]2.7 Summary 
The study critically analyses the role of social media in creating consumer perceptions, trust and consumer behaviours regarding sustainable consumption. It finds out the opportunities and challenges of platforms such as Instagram, TikTok, and YouTube as the primary means of conveyance of sustainability-related information by influencers, brands, and users. In addition to real-time interactions, grassroots mobilisation and emotional activism, concerns about social media include greenwashing, bias in algorithms, and shallow forms of communication. In the study, there is a strong attitude-behaviour gap as greater awareness has not always led to long-lasting behaviours, frequently because of affordability or accessibility or performative online culture. The most important determinants of consumer trust are source credibility, authenticity and relevance of content. Even though campaigns such as #PlasticFreeJuly are successful, little is known about the impact of platform-specific features and user demographics on long-term behaviour change. In relation to this research gap, the current study explores how social media approaches affect trust, inclusivity, and valuable engagement in several consumer groups.
[bookmark: _Toc210375525]2.8 Research gap
Even though the role of social media in facilitating sustainable consumption is highly recognised, one of the current research projects is inclined to pay much attention to the awareness formation instead of the impact of platform-related peculiarities on the long-term consumer trust, attitudes and consumer behaviour. Recent literature acknowledges that social media can be used to propagate sustainability messages, but it provides little information about the workings of such use, including which forms of content, source credibility, or algorithmic exposure can be used to activate lasting consumer behaviour change. Moreover, minimal knowledge exists on how sustainability messages on the internet are taken and understood by users of various socio-economic backgrounds. This is especially important with the increasing role of digital media in the determination of consumer perception and practices. However, the connection between online interactions and the environmental sustainability of consumerism has not been studied properly and quantified inadequately. 
Thus, the main research gap is the lack of knowledge of the influence of social media communication strategies, such as types of content, credibility of sources, and exposure of algorithms on trust, inclusivity, and long-term behavioural changes in various demographics of users. This study focuses on filling this gap by critically reflecting on these factors, thus pushing knowledge beyond awareness-raising to the mechanisms that facilitate actual behaviour change.


[bookmark: _Toc210375526]Chapter 3: Research Methodology
[bookmark: _Toc210375527]3.1 Introduction 
This chapter identifies the research methodology used to explore consumer awareness of sustainable consumption using social media. The introduction is followed by the research design, philosophy, and approach, which justifies the qualitative, exploratory and inductive framework. The chapter proceeds with the description of the method of research, data collection and data analysis. It also covers ethical considerations, reliability and validity and closes by discussing research limitations, which makes it a clear, systematic and comprehensive methodology framework. Notably, besides defining the terms of the research, this chapter also shows why these methodological decisions are most suitable when it comes to this study on consumer awareness and sustainable consumption.
[bookmark: _Toc210375528]3.2 Research design
The research design is qualitative and exploratory, which suits the need to comprehend the consumer perception and their interactions with sustainability messages on social media (Olawale, et al., 2023). As explained in the Research Onion by Saunders, research design starts with the layer of philosophy, which in this case is interpretivism. 
The philosophy concentrates on the interpretation of subjective meanings and social reality created by humans, which is why it is appropriate to analyse the way in which consumers perceive sustainability communication (Mwita, 2024). The study is appropriate because perceptions of sustainability by consumers are social and subjective, and hence quantitative or positivist methods are not suitable.  It is an inductive approach, so the patterns, themes, and insights can be revealed through the observed data instead of trying to test existing theories. The plan is to collect secondary data that is credible through the use of Google Scholar, ScienceDirect, ResearchGate, and industry reports. Lastly, there is thematic analysis, which codes and identifies patterns of recurring themes offers rich context-specific information about consumer awareness and behaviours. This ensures that the findings are based on realistic consumer behaviour that is informed by secondary evidence.

Figure 6: Saunders' research onion method
Source: (By author)
[bookmark: _Toc210375529]3.3 Rationale for choose methodologies
The study uses qualitative, exploratory, and inductive research methodology to deal with the subjective aspect of consumer awareness of sustainable consumption on social media. A qualitative design was selected as it can enable an in-depth investigation of the perceptions, attitudes and meanings that cannot be quantified. This option was supported by the philosophy of interpretivism as it accepts the social construction of consumer awareness and concentrates on explaining the subjective meaning created in cultural, social, and digital contexts. Inductive approach was used allowing themes and patterns to develop out of the evidence, as opposed to trying out existing theories, which allowed twists and bends to revelations. The idea behind peer-reviewed academic articles, industry reports, and NGO publications as a triangulation strategy to collect the required secondary data made it credible, accessible, and very deep. 
Thematic analysis was used to code, group, and interpret the recurrent themes in a systematic way providing contextualised understanding of sustainability communication. The ethical considerations, reliability and validity were given priority by use of transparent coding, credible sources and abiding by the institutional guidelines. This research design provides rigour, integrity, and relevance to the research questions.
[bookmark: _Toc210375530]3.4 Research Philosophy 
Research philosophy is a set of beliefs and assumptions that direct the process of creation, interpretation, and application of knowledge in a study (Bianchi, 2021). Interpretivism is a suitable research philosophy to use in analysing how social media platforms have contributed to consumer awareness of sustainable consumption in the UK retail industry since it focuses on the interpretation of subjective meanings and social locations. Individual values, cultural influences and online interactions impact consumer awareness and their views towards sustainability and cannot be entirely measured under a purely quantitative or positivistic method.  Therefore, interpretivism is an appropriate research methodology in this study since it acknowledges that the issue of consumer awareness of sustainability cannot be measured numerically, but it has to be interpreted through meanings and perceptions based on literature and secondary data. Interpretivism enables the researcher to understand how consumers perceive sustainability messages on social media, how they construct meaning from brand communication, and the impact of the meaning on awareness and behaviour (Nickerson, 2022). This philosophy promotes the utilisation of qualitative insights, which provide a deeper study of the complex and socially constructed realities of consumer interaction and engagement with sustainable retail practices.
[bookmark: _Toc210375531]3.5 Research Approach 
The research approach is a process map that outlines the sequence through which a study is going to move to its conclusions by starting with the assumptions. An inductive approach is supported on the grounds that it is an approach that helps in building theories based on preexisting beliefs, but not existing facts (Lakhotia, 2021). This methodological type is especially useful in the analysis of multidimensional, socially constructed phenomena where patterns of behaviour, perception and meaning are self-emerging. Through the aggregation and analysis of qualitative data, a researcher is in a position to draw trends, correlations, and latent motivations to gain a better understanding of the phenomenon being studied. The inductive method is explicit in its support of the objective of the study to extrapolate the understanding of consumer awareness through the patterns observed in secondary data and does not test any set hypotheses.
[bookmark: _Toc210375532]3.6 Research Method 
A research method is a rational procedure or approach to be adopted to obtain, analyse and interpret data in a bid to arrive at the answer to research questions. Qualitative research design was used in the present study because it could provide an in-depth analysis of the perceptions, attitudes and meanings of the consumers with regard to sustainability messages conveyed using social media (Kumar and Ujire, 2024). The subjective meanings of consumer awareness, values and personal experiences that are related to culture cannot be appropriately characterised in terms of quantitative values only. 
It is thus through this qualitative method that can understand how individuals construct meanings about sustainability discourses, how they are able to determine online retail brands and how these perceptions can influence their awareness and behaviour. This emphasis on depth, rather than breadth, makes possible the sense of the complexity of the social interactions, symbolic meanings and contextual influences. Consequently, the results portray fragile data on the ability of social media to have dynamic effects on consumer awareness and offer viable suggestions in the formulation of more effective approaches to instigate sustainable practices. This method is also suitable for the study since it stipulates that the results of the study are not abstract but rather based on the available literature and secondary evidence that can be used to make conclusions and limitations based on the findings.
[bookmark: _Toc210375533]3.7 Data Collection Method 
The scientific process of obtaining information through various sources to respond to specific research questions is termed the data collection procedure. The secondary method of data collection is employed in the research since it will provide high-quality and credible evidence sources, such as academic databases like Google Scholar, Science Direct, Research Gate, governmental bodies, NGOs and market research companies. The sources offer detailed information on consumer behaviour, sustainability challenges, and the use of social media, which would be difficult to acquire through primary quantitative methods because it is time-consuming, expensive, and restricted in terms of access (Kumar and Ujire, 2024). Quantitative survey or experiment may not provide the strength and the background of context that already existing studies possess. The retail brands and platforms can be compared with the help of the secondary data, and the research can be grounded on the peer-reviewed and proven evidence, ensuring the credibility, efficacy, and balanced vision of the trends across the industry.
In this research, the secondary data is highlighted to grant reliability and credibility. Totally, 10 peer-reviewed journal articles and industry reports have been carefully chosen to constitute the central evidence base. The selection of these articles was due to their relevance to consumer behaviour, sustainability in retail and the impact of social media on awareness and buying decisions. These selection criteria included the publication date (not older than 10 years), the quality of the peer review, and the relevance to the UK retail sector. Also, there are credible reports of NGOs, governmental agencies and market research companies that will complement academic sources to provide a balanced picture. Such triangulation of the sources enhances the richness, validity, and contextual richness of the data. Such a method is appropriate as the applicability of peer-reviewed sources and industry reports offers credibility and enables comparison of studies, and reveals weaknesses and gaps in current evidence. It is on these strengths and gaps that the implications and limitations of the findings are founded (Anas, et al., 2022).
[bookmark: _Toc210375534]3.8 Data analysis Method 
A method of data analysis is a procedure that is systematic and is applied to analyse, interpolate, and draw inferences about meaningful patterns or insights of the information gathered. The proper selection of data analysis method aid in creating valuable insights. Thematic analysis is quite suitable in the study of the impact of social media platforms on consumer awareness towards sustainable consumption in the UK retail market, as it allows for determining and understanding patterns and repeated stories in the qualitative data. The first stage is getting acquainted with the data, and the next stage is generating the first codes, like eco-friendly messaging, brand engagement, or consumer motivation (Humble and Mozelius, 2022). Then, these codes are grouped into larger themes such as “Sustainability Communication Strategies” or “Consumer Behaviour Drivers. There is revisiting, narrowing down of topics and clarifying of the same before definitive knowledge is passed about the topic. 
Thematic analysis is flexible, rich, and contextualised, whereas other methods, like content analysis, which primarily works with frequencies or grounded theory are not. In its turn, thematic analysis is more suitable when it comes to identifying the subtle effects of social media communication on consumer awareness in terms of sustainable consumption.
[image: ]
Figure 7: Thematic analysis procedure
Source: (Labra, et al., 2020)
[bookmark: _Toc210375535]3.9 Ethical Considerations 
In this study, ethics have been put into proper application to make sure that all data and knowledge are acquired and used in a responsible manner (Sindhuja, et al., 2023). Since it is founded on sources of secondary information like Google Scholar, Science Direct, ResearchGate, industry reports, and even social media posts, proper citing habits have been observed to allow the respect of intellectual property rights and prevent plagiarism. Social media data have been handled with a lot of care not to violate privacy whereby the personal information or identifiable information of users does not leak. Thematic analysis has also been realized in a transparent way by using systematic coding and development of themes to prevent misinterpretation or selective reporting of the findings. Besides, the possibility of bias has been reduced through an objective examination of trends and themes in different sources.
Besides these overall ethical practices, this research also followed the University of Wales Trinity Saint David (UWTSD) ethical approval process in particular. The research plan was considered prior to the start of data collection and analysis as per the ethical requirements of UWTSD to ascertain adherence to institutional requirements. This included subjecting the research proposal to ethical review and affirming that the secondary data will be utilized and putting up the steps to ensure the protection of confidentiality, accuracy and transparency. Adhering to the UWTSD ethical procedure did not only guarantee the compliance of the institution but also enhanced the credibility, integrity, and reliability of the research results.
[bookmark: _Toc210375536]3.10 Reliability and Validity
The credibility of this study about the role of social media in influencing consumer awareness of sustainable consumption depends on reliability and validity. Reliability is also ensured through the consistent use of the thematic analysis process among all the secondary data sources, such as scholarly articles, industry reports and social media posts, so that the coding and development of themes can be repeated and the same results can be tested. The validity is guaranteed by appropriate, credible peer-reviewed databases like Google Scholar, ScienceDirect, and ResearchGate that offer relevant and correct information. The use of a combination of sources enhances the results through cross-validation of the patterns and themes. Proper documentation of coding choices and theme definitions contributes further to the reliability and validity, and in that, insights gained during the study are credible and represent the overall trends in the sector.
[bookmark: _Toc210375537]3.11 Research limitations
The limitation of this study is that it is based on secondary data, which might not be able to reflect the current consumer behaviours or platform-specific trends in detail. Thematic analysis is interpretive, and therefore, results can be affected by subjective judgment. Also, proprietary retail information cannot be as easily available, and sources might be biased in their publication and depth of information.

[bookmark: _Toc210375538]Chapter 4: Findings and Analysis 
[bookmark: _Toc210375539]4.1 Introduction 
This chapter introduces thematic analysis of the effect of social media on consumer awareness and knowledge of sustainable consumption practices within the UK retail industry. It emphasises the contribution of campaigns, influencers, perceptions of credibility, and obstacles to the formation of consumer attitudes and behaviours based on existing literature, codes and emerging patterns. The opportunities and constraints of social media as a sustainable consumption driver are critically discussed.
[bookmark: _Toc210375540]4.2 Findings 
[bookmark: _Toc210375541]4.2.1 Themes and Codes
	Authors
	Methodology
	Findings
	Codes

	Sarkar, et al., (2023)
	The authors adopted a quantitative approach, using large-scale surveys and structural equation modelling (SEM) to test the influence of sustainable brand message cues delivered through social media.
	The analysis carried out has shown that brand-based sustainability cues conveyed via social media have a powerful influence on responsible consumption behaviours. The eco-friendlier values were incorporated in the messages, and the more consumers trusted them and responded to them, which reflects the effectiveness of social media in forming sustainable habits.
	Social media cues; sustainable brands; responsible consumption

	Simeone and Scarpato (2020)
	A mixed-methods design was employed, combining consumer surveys with content analysis of social media food-related campaigns to examine their effect on sustainable dietary choices.
	The findings indicated that the food choices of consumers are directly influenced by social media content that mentions the benefits of an eco-friendly diet. Besides informing, the use of social media also strengthens healthy and sustainable diets, which influences the consumption decision in the food retail market.
	Food choices, social media influence, and sustainable diets

	Vergura, et al., (2023)
	The authors conducted a bibliometric analysis of global publications on sustainable consumption, using citation mapping and keyword clustering.
	The results revealed that there was a substantial increase in scholarly interest in the relationship between social media and sustainable consumption. The important trends indicated informative areas like consumer engagement, green marketing, and digital sustainability practices, which indicated the changing research environment.
	Research trends; bibliometric insights; academic focus

	Pourranjbar, et al., (2024)
	A big data and social media analytics approach was used, employing text mining and machine learning to identify barriers in consumers’ online discussions.
	The research found that problems like cost, convenience and resistance to culture restrict sustainable consumption. Nevertheless, the challenges can be overcome with the help of product-service systems advertised on social media, which can be affordable and more convenient.
	Consumption barriers; product-service system; social media analytics

	Terlau and Hirsch, (2015)
	This study was largely conceptual and literature-based, reviewing existing theories and measurement approaches regarding sustainable consumption.
	The study has pointed to the timeless attitude-behaviour disconnect wherein customers may say that they care about sustainability but fail to actually do it. It also pointed to the need to have sound measurement models to evaluate actual behavioural change.
	Attitude–behaviour gap; sustainable development; measurement

	Ummar, et al., (2023)
	A survey-based empirical study using regression analysis to assess consumer responses to green social media campaigns.
	The result was that properly designed green social media campaigns significantly positively affect consumer attitude. The campaigns raised green awareness and drastically improved the desire to buy green products.
	Green campaigns; eco-attitudes; purchase intention

	Chan, (2022)
	A large-scale quantitative survey of UK consumers was undertaken to examine the role of social media influencers.
	The findings revealed that influencers are vital in influencing buying behaviour. Sustainability messages were more compelling because of their credibility and relatability, thus enhancing consumer awareness and uptake of eco-friendly products.
	Influencers; credibility; consumer behaviour

	Lin, et al., (2022)
	The study applied a value adoption model using structured questionnaires and SEM to explore retail customers’ behaviour.
	The authors concluded that sustainable consumers make sustainable choices when these practices are consistent with personal values and the retail stores promote environmentally friendly practices. Store-led sustainability efforts enhance customer trust and drive behavioural change.
	Value adoption; retail stores; sustainable consumption

	Ronda, (2024)
	A qualitative study using in-depth interviews in the sustainable fashion retail sector.
	The research revealed that the attitude-behaviour gap in fashion can be bridged by means of transparent communication, cost-effectiveness of sustainable fashion, and consumer empowerment by means of awareness campaigns.
	Sustainable fashion; attitude–behaviour gap; retail

	Alam and Lutfi, (2023)
	The researchers employed a quantitative SEM approach with survey data on consumer engagement.
	The findings showed that exposure to pro-environmental information on social media leads to environmental sensitivity and encourages actual behavioural change, which connects online interaction with real-life sustainable behaviour.
	Pro-environmental content; consumer engagement; awareness


[bookmark: _Toc210375542]4.2.2 Theme Development 
	Themes 
	Codes

	Social media platforms influence consumer awareness and understanding of sustainable consumption practices in the UK retail sector.

	Awareness, Knowledge, Engagement, Perceptions, Digital role, Learning, Communication, Reach

	Sustainability campaigns, videos, and posts on social media shape consumer attitudes and purchasing decisions in the UK retail sector.
	Campaign impact, Content formats, Videos, Posts, Attitudes, Purchase intentions, Behaviour change, Influence

	Social media influencers and brand ambassadors play a significant role in promoting sustainable consumption awareness among UK retail consumers.
	Influencers, Ambassadors, Trust, Credibility, Awareness, Persuasion, Behaviour, Endorsement

	Consumers perceive the credibility of sustainability claims made by UK retailers on social media.
	Trust, Credibility, Authenticity, Greenwashing, Scepticism, Perceptions, Believability, Transparency

	Social proof and online communities drive sustainable consumption in the UK retail sector
	Social proof, Online communities, Sustainable consumptions, UK retail sector

	Social media barriers and strategies affect the impact of sustainability campaigns on UK consumers’ attitudes and purchasing decisions.
	Barriers, Strategies, Overload, Distrust, Transparency, Storytelling, Attitudes, Decisions


Theme 1: Social media platforms influence consumer awareness and understanding of sustainable consumption practices in the UK retail sector
Social media platforms have become one of the most influential channels in shaping consumer awareness and understanding of sustainable consumption practices, particularly within the UK retail sector (Alam and Lutfi, 2023). With the rising concerns about climate change, ethical sourcing, and waste reduction, retailers are under increasing pressure to demonstrate their commitment to sustainability (Sarkar, et al., 2023). Concerning the research question, social media plays a central role in this process by acting as both an information-sharing tool and a platform for dialogue between brands and consumers. One of the key ways social media influences awareness is through content dissemination (Vergura, et al., 2023).  Platforms like Instagram, TikTok, and Twitter enable retailers and sustainability advocates to share visually engaging and easily digestible content about eco-friendly products, recycling initiatives, and ethical supply chains (Ronda, 2024). This not only educates consumers but also makes sustainability appear more accessible and relatable. For example, campaigns showcasing behind-the-scenes sourcing practices or zero-waste packaging resonate with environmentally conscious audiences, fostering trust and loyalty (Ummar, et al., 2023).
In addition, social media amplifies peer influence and social proof. Consumers often look to influencers, peers, and online communities when making purchase decisions (Terlau and Hirsch, 2015). Influencer marketing, in particular, has proven effective in promoting sustainable consumption, as audiences are more likely to adopt practices endorsed by trusted figures. User-generated content, such as sharing eco-friendly purchases or lifestyle changes, further normalises sustainable behaviour, creating a ripple effect within digital communities. However, the influence of social media is not without limitations (Ronda, 2024). While it enhances awareness, it may also promote superficial engagement, where consumers “like” or “share” sustainability content without necessarily translating this into action, a phenomenon often termed “slacktivism” (Pourranjbar, et al., 2024). Moreover, the prevalence of “greenwashing” complicates consumer understanding. Many retailers may overstate their sustainability credentials, and social media can amplify such misleading messages, leading to consumer scepticism. This brings about the necessity of increased transparency and accountability of sustainability communication (Alam and Lutfi, 2023).
This theme relates effectively with research question that although social media is effective in creating awareness, the extent to which consumers are engaged is unknown. It enables sustainability to be made more accessible and interesting to people on the one hand and contrary to this has the potential of establishing a disconnection between awareness and behaviour change via slacktivism or greenwashing. Thus, despite the catalytic role of social media, its capacity to convert awareness into a systematic purchasing behaviour is achieved through transparency, consumer confidence and sustained brand responsibility. More importantly, social media is changing the consumer-retailer relationship to be one-way communication as opposed to a dialogue. Real-time questioning and challenging, and holding brands to account, enable consumers to force retailers to embrace more authentic and measurable sustainability practices (Sarkar et al., 2023). This two-way interaction reinforces the idea of social media as a catalyst toward sustainable consumption in the UK retail sphere, where the competition level is high, and consumer awareness has been increasing (Pourranjbar, et al., 2024).
Theme 2: Sustainability campaigns, videos, and posts on social media shape consumer attitudes and purchasing decisions in the UK retail sector
The social media-inspired sustainability campaigns have been added as a desperate element in the hands of UK retailers in managing consumer behaviour and promoting environmentally good practices in consumption behaviour. Such campaigns tend to be founded on a combination of different forms of messages, including videos, posts, infographics, and interactive features, to deliver the most crucial messages related to the concept of environmental sustainability, ethical sourcing, and socially responsible business practices. Videos may be employed as a living tool that will help make sense of a complex concept connected to sustainability, present the benefits of a product, and visually demonstrate the impact of environmentally friendly choices (Alam and Lutfi, 2023). Videos are accompanied by posts and infographics to reinforce the major messages, summarise the important information and provide a repetition of consumption meaning and awareness.
The nature of the character and how the contents of the social media are packaged determine the attitude of the consumer towards sustainable products significantly (Lin et al., 2022). Campaigns that are educative, graphically appealing and well-structured improve the attitude of the consumer on the applicability and importance of sustainable choices. Further, as per authors, peer-to-peer communication via social media, where people post their experiences, reviews, and recommendations of sustainable products is encouraged by social media. This type of social validation reinforces the positive attitudes, as the consumers are influenced by the thinking and the behaviour of their interpersonal network and the online communities (Ronda, 2024). It also enhances emotional appeal when storytelling and easily relatable narratives are employed in the campaigns to depict sustainable practices as especially appealing and less complicated (Simeone and Scarpato, 2020).
The effectiveness of sustainability campaigns is especially connected with credibility and authenticity, which contribute to the decision to purchase. The more the campaigns have presented clear and evidence-based information on the sustainability action of a particular retailer, the greater the likelihood of consumers responding positively. The reliability of assertions, overstatements, or greenwashing can reduce the credibility and lead to a low possibility of investing or buying (Terlau and Hirsch, 2015). Strategic campaigns must also be designed in terms of frequency, timing, choice of platform and delivery of the campaign. The chances of registering, internalising, and acting on sustainability messages are high by targeting the parts of the consumer groups that are environmentally friendly (Alam and Lutfi, 2023).
Interactive aspects of social media campaigns, e.g., polls, challenges, quizzes or user-generated content, contribute to the additional activity of the consumer and strengthen the behavioural intentions. These tactics provide the consumer with a chance to participate in sustainability communication, increasing retention and converting awareness into actual buying behaviour (Pourranjbar, et al., 2024). With time, relationships between sustainability messages, consumer attitudes, and purchasing decisions can be cemented through consistent exposure to successfully implemented campaigns, credibility and engagement tactics, instilling eco-conscious values into individuals' shopping experiences in the UK retail sector (Chan, 2022).
This theme points out that effective campaigns help shape consumer attitudes by creating emotional resonance and trust (Alam and Lutfi, 2023). But the implication is twofold: genuine campaigns are capable of creating quantifiable behaviour change, but exaggerated or inaccurately encouraged campaigns are likely to strengthen scepticism and consumer cynicism. Therefore, although campaigns can have a direct impact on sustainable purchasing, they require a balance between persuasion and transparency and consistency across platforms to succeed.
Theme 3: Social media influencers and brand ambassadors play a significant role in promoting sustainable consumption awareness among UK retail consumers
Social media influencers and brand ambassadors have become powerful agents of communication in shaping consumer perceptions and behaviours within the UK retail sector. Their role extends beyond simple product promotion, as they act as intermediaries who bridge the gap between retailers and consumers, particularly when promoting sustainable consumption (Terlau and Hirsch, 2015). By leveraging their online presence, credibility, and personal connection with followers, influencers and ambassadors can effectively raise awareness about sustainability practices and encourage eco-friendly purchasing decisions (Ronda, 2024). Digital content creators more often than not filter relatable and entertaining content that demonstrates how sustainable goods or practices can be incorporated into everyday life (Alam and Lutfi, 2023). To illustrate, they show practical uses of eco-friendly products via video, tutorials or lifestyle posts, thus normalising the idea of sustainable consumption. Compared to traditional types of advertisements, which are generally seen as impersonal, the authors have been stated that the influencer-created content is perceived as natural and credible, based on the already existing relationship between the producer and his or her followers (Simeone and Scarpato, 2020).  
Brand ambassadors, who are normally closely linked with specific retailers, play a different but complementary role. Their connection to a brand also allows the continuity of sustainability programs through long-term relationships (Lin, et al., 2022). This longevity of appearance ensures that sustainability messages are repeated in communication again and again, increasing the likelihood of consumers internalising and implementing them. Ambassadors serve as well as symbols of the good of the retailer, acting as role models with their behaviours and lifestyle choices being an example of sustainable practices. Social media has an interactive quality which further enhances the persuasive power of influencers and ambassadors (Terlau and Hirsch, 2015).  
The interaction between followers and influencers can be focused on one-on-one communication via comments, likes, shares, and live sessions, which in turn creates a two-way channel of communication that makes sustainability messages more effective. The user-driven content, triggered by the influencer campaigns, further provides a sense of authenticity by demonstrating the authentic involvement of consumers in the sustainable practices (Vergura, et al., 2023).  
However, the success of influencers and ambassadors depends on their credibility and their compliance with authentic sustainability principles. Unless consumers believe that influencers are motivating people to buy sustainably-oriented products due to pure commercial motivation, scepticism can undermine the convincing power of the message. Therefore, openness and honesty play a crucial role in maintaining trust and making sure that the increased awareness can be transformed into meaningful consumer interaction (Ummar, et al., 2023). Credibility and authenticity that lead to the purchase decision are particularly related to the effectiveness of sustainability campaigns. The better the campaigns have given clear and evidence-based information on the sustainability action of a specific retailer, the higher the chances that consumers will respond positively. Considering research question, the credibility of statements, exaggerations, or greenwashing may create a low risk of investment or purchase (Terlau and Hirsch, 2015). There is also a need for strategic campaigns to be planned regarding frequency, timing, platform and delivery of the campaign. With the parts of the consumer groups that are environmentally friendly, the chances of registering, internalising, and taking actions on the sustainability messages are high (Alam and Lutfi, 2023).
Communicative elements of social media campaigns, e.g. polls, challenges, quizzes or user-generated content, are part of the added activity of the consumer and reinforce the behavioural intentions. Such strategies give the consumer an opportunity to engage in sustainability discourse, enhancing retention and turning awareness into a real purchasing behaviour (Pourranjbar. et al., 2024). Over time, the relationship between sustainability message, attitude of the consumer and purchase decision can be established by continuous exposure to effectively implemented campaigns, and the use of credibility and engagement strategies that instil values of eco-consciousness into the consumer shopping experience in the UK retail sector (Chan, 2022).
Brand ambassadors, on the other hand, tend to go hand in hand with particular retailers and offer a sense of permanence to messages of sustainability in the long term. They can be sustained in their practices, and hence, there are high chances that consumers internalise these behaviours. As role models, ambassadors value the ideals of sustainable consumption through their individual lifestyles, which also motivate their followers to emulate them. Social media is highly interactive, and this improves the effectiveness of influencers and ambassadors. Instagram, TikTok, and YouTube platforms are two-way communication tools and enable followers to comment, share, and engage in discussions, thus giving the impression that they are a party involved and co-creating sustainability efforts. The user-generated content that is influenced by the campaign of the influencers provides an extra layer of authenticity that shows the actual consumer interest in sustainable practices.
The ability to influence influencers and ambassadors, in its turn, lies in the perceived credibility. The sustainability messages are also reduced in effectiveness when consumers believe that the endorsements are done on the basis of pure profits. Therefore, trust is a very important aspect, which involves disclosing, truthfulness and sticking to the true core of sustainability. The influencers and brand ambassadors' synergy is a dynamic tool in consumer understanding development; creation of awareness and eventual persuasion of behaviour change to sustainable consumption in the UK retail market when rightfully applied. The results provided indicate that influencers and ambassadors have the potential to close the gap that exists between brands and consumers by making sustainability relatable and aspirational. This supports the essence of genuineness and openness in influencer partnerships. This, in practice, implies that retailers should be very selective in choosing ambassadors whose own values correspond to sustainability.
Theme 4: The consumers perceive the credibility of sustainability claims made by UK retailers on social media
Credibility perception is one of the most significant factors in the effectiveness of sustainability messages distributed through social media in the United Kingdom retail sector (Lin et al., 2022). Sustainability messages that retailers have conveyed, such as production processes that are environmentally friendly, ethical sourcing, and carbon footprint decreases, are meant to direct consumers towards responsible consumption habits. However, the impact of these assertions depends greatly on how consumers will evaluate their credibility, accuracy, and transparency (Ummar, et al., 2023). Therefore, credibility becomes one of the most important elements that determine consumer attitudes, participation, and purchasing behaviour in the framework of eco-friendly products. Social media provides a highly accessible resource in which retailers can promulgate their sustainability strategies (Terlau and Hirsch, 2015). Together, posts, videos, campaign materials, and the posts of influencers pass information about the willingness of a brand to engage in ethical and environmentally friendly activities. Cues that are commonly used by consumers to check the credibility include empirical evidence, third-party certifications and transparency of the provided data. As an example, a campaign that offers quantifiable numbers on carbon reductions, material recyclability, or sourcing based on fair-trade is more inclined to be viewed as true than vague or overstated claims (Ronda, 2024).
Peer interaction and social validation also modulate perceptions of credibility. By commenting, reviewing the products, and sharing the experience, users can evaluate sustainability promises collectively, which strengthens confidence in a case where positive feedback is expressed over time (Chan, 2022). On the other hand, unmet statements made by a retailer and what is actually observed, negative customer commentary, or showing false advertising messages can significantly reduce credibility and create a sense of mistrust. These effects are enhanced by the interactive quality of social media, where the content can rapidly spread to a wide audience and spark a set of debates that will either support or challenge the claims by retailers (Ummar, et al., 2023). Moreover, the perceived credibility of sustainability claims influences consumer decision‑making. Consumers holding positive perceptions about the genuineness of the sustainability practices of a brand are more likely to respond to campaigns, cultivate a positive attitude towards products, and adopt green buying behaviours (Alam and Lutfi, 2023).  
On the other hand, the idea of greenwashing or lack of transparency can decrease the effectiveness of the campaigns, decrease interactions, and even harm the brands in question (Vergura, et al., 2023). As a result, retailers should carefully plan their messages that should be clear, accurate and transparent, and at the same time strengthen their ethical and sustainable operations by maintaining a consistent message through cross-platform communication (Ronda, 2024). The potential of social media-maintaining programs is great in the UK retail market, as a nuanced understanding of how credibility is perceived by the consumer population is the mediating factor of the impact (Terlau and Hirsch, 2015). The authors argue that by aligning the assertions with verifiable facts and by ensuring transparency and encouraging other peers to participate in the process, the retailers can enhance trust, enhance consumer interest and encourage accountable consumption behaviour.
The persuasiveness of the perception of the consumer forms a decisive part that leads to the acceptance of the sustainability claims by the UK retailers on social media. Social media becomes the centre stage in the communication process of the sustainability undertakings of retailers in the era when sustainability and ethics in consumption are increasingly becoming popular. Consumers also consider credibility by the information given, and the credibility is tested by the consumers themselves on the consistency, specificity and verifiability of the claims. To illustrate this, the posts that report measurable environmental transformations such as a reduction in water use or carbon emissions, or volumes of waste, will be considered credible in contrast to ambiguous words such as eco-friendly production.
There should be evidence-based communication and transparency. Sustainability is a practical component and can be realised by way of third-party certification, audits and independent reporting that aid the consumer in finding the difference between what sustainability initiatives are and what is being floated by companies in their marketing rhetoric. Besides, social media is interactive and instantaneous, something that increases the value of credibility. Peer reviews, comments and shared experiences are ways by which sustainability arguments can be proven or refuted in a collective manner. Positive social evidence increases trust, and information contradictions between what a brand is suggesting and what consumers are finding might lead to reputational damage and doubt. The credibility perceptions are also complicated by another so-called greenwashing, or the false or unsustainable statements. Consumers' ability to scrutinise the brands is becoming more serious, and retailers need to integrate their message with verifiable practices. Cross-platform consistency, the awareness of reporting sustainability efforts, and consumer feedback participation should be regarded as the key strategies to maintain trust.
This theme shows how credibility is the key to successfully communicating sustainability. Claims based on evidence and third-party validation increase consumer credibility, whereas ambiguous and overstated promises diminish the quality of awareness and behaviour. However, trust is weak in the age of greenwashing and transparency and quantifiable results are critical to keeping consumers engaged with retailers.
Theme 5: Social proof and online communities drive sustainable consumption in the UK retail sector
The emergence of social proof and online communities has become a pivotal power when it comes to influencing consumer consciousness and behaviour with respect to sustainable consumption, which is especially the case in the UK retail sector (Chan, 2022).  Social proof is the disposition of people to think or act in a given way as they believe that others deem it to be popular, accepted or proven right. This process is magnified on social media, where likes, comments, shares, and involvement in it all are visible signs of approval and the normalisation of certain behaviours. As consumers see peers, influencers, or online communities actively practising sustainability, like advertising eco-friendly brands, getting involved in zero-waste challenges, or promoting ethical fashion, these actions become viewed as credible and socially desirable, which makes other people adopt them (Ummar, et al., 2023).
Sustainability is celebrated and shared through online communities, formed based on hashtags, groups and campaigns. Hashtags such as PlasticFreeJuly or ThriftFlip lead to digital movements that provide a feeling of belonging and encourage people to follow sustainable practices as a way of belonging to a group identity (Terlau and Hirsch, 2015). Posts. In such communities, peer-to-peer interactions using user-generated content, reviews, testimonials, or a personal sustainability journey can present additional credibility and relatability to sustainability communications, and in many cases prove more convincing than a traditional corporate campaign. In contrast to refined brand messages, authentic stories and experiences are very appealing to consumers, which diminishes scepticism and grows confidence in sustainable practices.
Notably, social proof is also another variable that fills the knowledge-behavioural change gap (Alam and Lutfi, 2023). Although authors have been stated that numerous consumers are willing to support sustainability in theory, most are reluctant to make practical changes because of the obstacles such as cost or convenience. Watching other people in their network successfully transitioning to eco-friendly lifestyles gives a sense that sustainable consumption is not only feasible but also rewarding. In the case of communities that endorse second-hand fashion or refilling locations, uncertain consumers are likely to think that such behaviour is a social norm and not a niche behaviour. Social proof can be used to build brand credibility heavily in the UK retail scenario, whereby sustainability is a competitive differentiating factor (Chan, 2022). Several retailers that have been successful with the mobilisation of online communities and getting users involved in sustainability campaigns have stood a better chance of engagement and loyalty. In addition, the interactive aspect of these communities promotes accountability since consumers are able to challenge or object to the brands directly and want transparency and authenticity in claims on sustainability.
Overall, social proof and online communities are powerful instruments that cannot only obtain awareness but also make sustainability an element of the working consumer decisions. By turning eco-friendly behaviour into a common element of the collective digital culture, they ensure that sustainability ceases to be an abstract notion and becomes a collective, socially constructive reality within the UK retail sector (Chan, 2022). This theme shows that social evidence and communities on the internet are changing sustainability from a personal decision to a social norm. These communities break down the boundaries of cost and convenience issues by integrating environmentally responsible behaviour into digital culture. The drawback, however, is inclusivity as such communities tend to capture people who are already environmentally conscious, which rules out mainstream consumers. The implication here is that as much as social proof as a product speeds change among the involved circles, retailers must have broader measures that can expand the effects of social proof among larger consumer bases.
Theme 6: Social media barriers and strategies affect the impact of sustainability campaigns on UK consumers’ attitudes and purchasing decisions
Social media has become a powerful driver of consumer awareness and behaviour, particularly in shaping how individuals in the UK engage with sustainability campaigns (Lin, et al., 2022). However, the effectiveness of these campaigns depends on the interaction between barriers and strategies that influence how messages are received, interpreted, and acted upon. One key barrier lies in the issue of information overload. Consumers in the UK are constantly bombarded with digital streams of content, and therefore, the sustainability messages are hard to notice (Chan, 2022). The issue of a lack of trust is also among the primary barriers that need to be overcome such as most consumers are uncertain about the plausibility of brand-based sustainability activities, particularly in the conditions of an increasing trend toward so-called greenwashing (Ummar et al., 2023). 
This scepticism thus comes into the way of the conversion of the awareness to actual purchase decisions among the consumers (Simeone and Scarpato, 2020). Moreover, digital inequalities such as restricted engagement among older cohorts or individuals with limited online activity curtail the dissemination of sustainability messages (Lin et al., 2022). Nevertheless, the challenges can be overcome with the help of efficient tactics and directly influence consumer attitude and behaviour (Chan, 2022). Another strategy that is salient is the promotion of authenticity and transparency, the less the companies justify the measurable effects like carbon footprints or ethically sourced products that are proved by third parties, the more likely that their campaigns will create a sense of trust. storytelling is also useful, as emotionally appealing content that connects sustainable decisions with everyday life is relevant to the UK consumers who value personal relevance highly (Alam and Lutfi, 2023). In addition, by tapping into influencers who are viewed as trusted guardians of sustainability, a wider audience and persuasive influence can be achieved, particularly in younger age groups. Interactive elements such as polls, quizzes, or campaigns of user-generated content also grant the feeling of participation and influence consumers to internalise the values of sustainability (Ronda, 2024).
The authors with regards to considering research question has been stated that the strategic employment of targeted advertising and data analytics further augments the efficacy of campaign outcomes. The brands can maximise the chances of influencing the buying behaviour by tailoring sustainability messages to reflect certain consumer groups, like affording consumers or highlighting long-term environmental benefits to socially aware consumers (Chan, 2022). Collaborations with non-governmental organisations and community-level programs contribute to the added credibility and decrease the mistrust of corporate motives (Vergura et al., 2023).  In general, even though information overload, lack of trust, and digital inequalities can negatively affect the efficacy of sustainability campaigns in social media, well-thought-out strategies that incorporate the aspects of transparency, storytelling, influencer collaboration, and precise messaging can eliminate the harmful variables (Alam and Lutfi, 2023). These strategies not only enhance the consumer attitude towards sustainable practices when well implemented but also result in responsible purchasing behaviour, hence contributing to the sustainability objectives at a larger scale in the UK retail environment (Ummar et al., 2023). 
This theme emphasises the role of strategic planning in overcoming obstacles such as information overload, digital inequality, and consumer scepticism. What this means is that awareness into actual behaviour is more likely to be converted through campaigns that have an authentic foundation, emotional narratives, and a focus on specific engagement. Notwithstanding, the problem is that the strategies cannot completely exclude any external factors, like bias in the algorithms or consumer predisposition. Thus, even though social media strategies could be applicable in promoting sustainability campaigns, they should be regarded as a component of a multi-channel consumer engagement strategy.
[bookmark: _Toc210375543]4.3 Discussion 
As to the research question of the study, which is: How do social media platforms affect consumer awareness and knowledge of sustainable consumption practice in the UK retail industry? It has been postulated that consumer awareness of sustainability in the consumption of the UK retail industry through social media platforms is an outcome of the social phenomenon of social proof. When consumers see their peers promote eco-friendly products through likes, shares and hashtags, they make sustainable behaviour normalised and more desirable. There is also the indirect effect of algorithms, where searches and interactions that involve the sustainability aspect generally led to the creation of more eco-friendly content, thus increasing awareness over time. Interactive features, including Instagram polls, TikTok challenges, and behind-the-scenes sustainability stories, are the other increasingly used interactive tools that engage consumers in exceptionally interesting ways by UK retailers as an educational mechanism. Moreover, the practices promote transparency and accountability via real-time feedback to consumer inquiries, which is not usually provided by conventional advertising. This participatory and algorithm-based solution leads to a better understanding of the consumer and includes the elements of sustainability in daily retail transactions.
This study was aimed at discussing research question that how social media platform contributes to consumer awareness and knowledge of sustainable consumption practices in the UK retail market. Based on the literature review and the thematic findings, it is evident that social media is a two-sided sword as it provides the possibility of reaching vast amounts of people with sustainability messages, but due to the problems of greenwashing, superficial interaction, and algorithmic bias, its benefits are limited. Theoretically, this research serves a contribution to the literature by incorporating the concepts of social proof, participatory communication, and algorithmic influence within one framework and explaining how consumer awareness of sustainability is formed in the UK retail scenario. In practice, it draws attention to the way retailers can use interactive content and genuine influencer collaborations to increase consumer trust and the attitude behaviour gap.
Among the main results is the fact that social media platforms play a significant role in creating awareness and understanding of sustainable consumption practices. This view is strongly supported by the literature. Sarkar, et al. (2023) observe that brand-based sustainability cues conveyed via the Instagram and Facebook platforms have a positive effect on consumer trust and behaviours. Equally, Vergura et al. (2023) emphasised the increasing scholarly interest in the relationship between social media and sustainable consumption, indicating its contribution to the popularisation of environmentally friendly lifestyles. The thematic analysis demonstrated that the UK retailers employ interactive content, i.e., TikTok challenges, Instagram polls and storytelling campaigns, successfully in order to make sustainability relatable. This is consistent with the fact that food-related campaigns on social media have a direct impact on dietary decisions, as they approach sustainability realistically and in consumer-focused ways (Simeone and Scarpato, 2020). Therefore, social media not only informs but also simplifies complicated sustainability concepts to make them practical to consumers.
Meanwhile, the results support the attitude-behaviour gap that is very common in the literature. As noted by Terlau and Hirsch (2015), consumers might have the concern of sustainability, but, in most cases, their behaviour is wanting because of the affordability, convenience, or absence of structural support. It was demonstrated that most UK consumers view sustainability content, either by giving likes, sharing or commenting, but this does not necessarily result in actual behavioural change. This is in line with Chen et al. (2024), who explained this as slacktivism, in which online actions take the place of meaningful lifestyle adjustments. Ronda (2024) further suggested that this gap has to be filled through transparency, affordability, and empowering consumers. Hence, even though social media has a definite positive impact on increasing awareness, its influence on creating long-lasting behaviour change is less pronounced unless integrated with more enablers at the structural level.
The other significant theme is how sustainability campaigns, videos, and posts affect consumer attitudes and purchasing behaviours. The results have indicated that interactive and visually involving campaigns are especially effective in changing attitudes. This is in line with the findings by Lin et al. (2022), who had argued that value correspondence between consumers and retailers is essential in behavioural adoption. Campaigns that have evidence-based assertions, like carbon footprint cuts or fair-trade sourcing, increase consumer trust. Conversely, exaggerated statements help to build scepticism, which supports the warning of Szabo and Webster (2021) on greenwashing. The results point to the fact that the UK retailers investing in clear storytelling and verifiable sustainability indicators are more prone to receiving a positive consumer reaction, and companies found in unclear or performative activism may receive negative consequences to their reputation.
Influencers and brand ambassadors became another important aspect. The results showed that consumers find influencer sustainability messages more relatable and authentic than normal corporate communication. This result is not isolated and concurs with Chan (2022), who showed that the credibility and relatability of influencers increase the level of consumer awareness and adoption of eco-friendly products. Similarly, Li et al. (2024) observed that through influencers, value co-creation is achieved by inculcating sustainable lifestyles in daily activities. Nevertheless, the tension that has been identified in the literature also needs to be considered during the discussion. Dekoninck and Schmuck (2024) cautioned that authenticity and authenticity are easily mixed by greenfluencers and thus trust is compromised where there is no transparency. Consequently, at the same time as influencers and ambassadors continue to be potent in normalising sustainable consumption, their impact is determined by perceived authenticity and congruity with true eco-friendly principles.
One other important dimension is the credibility of consumers. These results indicate that consumers believe their sustainability claims to be more credible when they are backed by evidence that can be verified, certifications, and third-party endorsements. This is similar to the ideologies of Pradhan et al. (2023), who emphasised the role of source credibility in cultivating trust. Alam and Lutfi (2023) also demonstrated that pro-environmental content engagement is facilitated by campaigns using clear information instead of making empty promises. The findings show that retailers in the UK who integrate transparency in their online communication are better placed to eliminate scepticism and build long-term consumer trust. Conversely, the greenwashing practice, as depicted by Szabo and Webster (2021), not only lowers the degree of consumer confidence but also sabotages even the process of total sustainability in the retail sector.
The other learning is the factor of barriers and the ways of utilising social media to promote sustainability. Findings identified information overload, digital inequalities and consumer scepticism as a hindrance. Those findings may be explained by the fact that Simeone and Scarpato (2020) have observed that sustainability messages struggle to maintain commercial messages. NGO collaboration, interactive activities, and storytelling were identified as solutions to circumvent these obstacles, in line with Bryła et al. (2022), who suggested that campaigns that engage emotions, such as the #PlasticFreeJuly generate true behavioural change. The results support the hypothesis that campaigns that are based on authenticity, inclusivity, and participatory interaction have higher chances to transform understanding into action.
It is also observed in the discussion that social media has the power to transform into a participatory platform. By contrast, with the traditional one-way advertising, platforms enable the consumer to counteract, question and co-create sustainability stories with brands. Sarkar et al. (2023) underlined that this two-sided communication urges retailers to operate in a more authentic way. This was proved by the findings that revealed UK consumers rely on comments, reviews and user-generated content to hold the brands accountable. These dynamics also bring the idea of a democratisation of sustainability discourse, similar to Zapata Campos et al. (2024), who emphasised the significance of social media in the amplification of grassroots voices. Therefore, social media is not only informative but also empowering as it makes consumers more responsible and transparent in the retail environment. The primary theoretical and practical contribution of the current research to the sustainable retail communication domain is this dual potential, increasing awareness and facilitating co-created sustainability narratives.
[bookmark: _Toc210375544]4.4 Summary
It has been conclusively discussed that the role of social media platforms in raising awareness of sustainable consumption amongst the UK retailer industry through spreading captivating content, influencer-driven advocacy, and an interactive brand-consumer dialogue has been influential. Whereas eco-friendly practices are normalised and trust is increased by transparency, issues like greenwashing, slacktivism, and information overabundance remain. The results and the literature led to the conclusion that awareness is not a sufficient factor to ensure behavioural change; authenticity, affordability, and systemic support are needed to turn digital engagement into long-term sustainable consumer behaviour.

[bookmark: _Toc210375545]Chapter 5: Conclusion and Recommendations 
[bookmark: _Toc210375546]5.1 Introduction 
This chapter provides the conclusions, recommendations, and the scope of the future based on analysing the role of social media in ensuring sustainable consumption in the UK retail sector. It also generalises the research results concerning the research aims, and it shows the success, difficulties, and consumer attitudes relating to sustainability communication. The chapter also suggests effective measures that can be adopted by retailers to facilitate engagement, trust, and behaviour change, and it also recognises limitations of the research and future research opportunities. Also, this chapter mentions both theoretical and practical contributions of the work, which is why the research questions are directly resolved and their meaning is directly identified.
[bookmark: _Toc210375547]5.2 Conclusion 
The study adds value to the consumer behaviour and sustainability literature by showing how social media is not only a tool of awareness but a cause of behavioural intentions in the UK retail industry. It builds on current research on digital marketing and consumer psychology by emphasising the dual nature of social media to elicit both emotional response and scepticism, depending on the plausibility of sustainability claims. As a practitioner, the findings provide information on how to design effective sustainability campaigns. Theoretically it has been concluded that to promote the idea of sustainability, retailers are encouraged to navigate authenticity, transparent message communication, alignment with influencers, and building online communities. By gaining this understanding, at the practical level, it has been concluded that businesses can gain consumer trust, build a reputation, and develop long-term loyalty in a more sustainability-conscious market.
With regards to the research question “How do social media platforms influence consumer awareness and understanding of sustainable consumption practices in the UK retail sector?”, it has been concluded that social media has a central influence on consumer knowledge and perception of sustainability. It is possible to spread awareness, simplify complicated topics, and build emotional resonance on platforms like Instagram, YouTube, and TikTok as they offer access to deep and interesting content. The impact is not all positive, though, as there are still risks of greenwashing, information overload, and slacktivism. Generally, social media has been an enabler and a challenge towards creating meaningful and sustainable consumption awareness. Further, with first objective consideration, it has been concluded that literature demonstrates that social media is an effective instrument to convey sustainability messages in a visual storytelling, influence advocacy, and interaction campaign. This was supported by the thematic findings, which revealed that platforms like Instagram and TikTok are used in the retail industry of the UK in order to post visually appealing campaigns and sustainability hashtags. 
Nonetheless, consumer scepticism and information overload have been identified as key obstacles and the findings, which were not as emphasised in the literature. Although the former research cautioned against the possibility of greenwashing, the results showed that the UK customers are particularly sceptical and require transparency and verifiable evidence before believing in sustainability messages. Social media sustainability communication is best achieved when it is true, visual and interactive. The results point to the fact that platforms offer great chances of engagement, but credibility and relevance are required to make sure that communication is not superficial or performative.
Considering the second objective, it has been concluded that Literature tends to emphasise that awareness is raised through social media by streamlining complicated issues of sustainability and rendering them reachable by very large audiences. This role was supported by the thematic findings, which indicated that UK consumers regularly use social media as a major source of sustainability knowledge. Nonetheless, although presupposes that the positive attitudes are bound to be the result of heightened awareness and the information provided in the literature showed a less positive and more conditional call to reason. Attitudes are not the effect of increased awareness only, but the result of factors like affordability, access, and messaging consistency. Claims, which seemed to be overstated or contradictory, made consumers more sceptical and minimised the positive impact on attitudes. Social media not only increases the knowledge level and attitude towards sustainable consumption, but the effect is not universal. Theoretically it explains that attitudes need to be transformed in a meaningful way, which means that the content needs to be credible, relatable, and relevant in terms of real-life consumer lives. Otherwise, the level of awareness can be superficial and not supported by the development of long-term sustainable attitudes.
According to the third objective, the conclusion has been made that Literature recognises source credibility, transparency, and authenticity as the key motivators of consumer trust. These arguments were reinforced by the thematic results, which further elaborated on them when they demonstrated that UK consumers pay close attention to the personal behaviour of influencers and ambassadors to determine whether their recommendations are consistent with the actual principles of sustainability. In contrast to the literature, which tends to consider engagement as an outcome of trust, the results revealed that engagement, in its various forms of likes, shares, and interaction is also a process of trust building. This is an indication of a more dynamic relationship between trust and engagement than has been previously recognised. On the practical level, it has been concluded that authenticity, transparency and consistency with actual practice are necessary to trust and engage with sustainability messages. The results indicate that engagement in the UK retail sector is not only a product of trust but also a contributor to it, and therefore, interactivity is a very important factor in enhancing consumer trust.
Regarding the fourth objective, it has been determined that Literature tends to propose that increased awareness on social media translates directly into reinforced intentions and behaviours in sustainable consumption. The thematic results countered this assumption by revealing that although awareness usually informed intentions, it did not always result in behaviour. Price, convenience and availability are structural barriers that restrain action, and the psychological measures such as scepticism with regard to brands reinforced the gap. The results also showed that peer-based campaigns and participatory movements worked better in filling the gap compared to corporate-based ones, and this indicated a dissimilarity between theory and practice. The awareness created through social media has a positive impact on consumer intentions without ensuring behaviour change. Theoretically and practically, it has been concluded that true behaviour change takes place in the reduction of barriers and consumer engagement via community-based, open, and realistic activities. This indicates that knowledge is not enough as supportive measures are required to transform the intention into a consistent and sustainable act.
[bookmark: _Toc210375548]5.3 Recommendations 
· Ensure Transparency and Accountability in Campaigns: The retailers are urged to be straightforward and transparent in their reporting of sustainability on social media. All the assertions should be supported with quantifiable evidence, including the data regarding carbon minimisation, recycling, or fair-trade sourcing (Jestratijevic, et al., 2022). The deliverables may be visualised in the form of brief videos, infographics, and regular progress reports that are made in simple and understandable styles. Retailers can also cooperate with independent certification organisations to release evidence of conformity, and in this way, it will increase credibility (Tang and Higgins, 2022). This form of transparency helps avoid confusion and leads to the development of consumer trust in the brand as committed to sustainability.
· Use Authentic Influencers and Interactive Campaigns: The retailers are advised to work jointly with influencers who genuinely lead a sustainable lifestyle, since such role models help in the identification of the audience. In addition to the standard advertising posts, these influencers are able to provide tutorials, challenges, and live discussions that ensure consumers are actively involved in the participation of the campaign (Jacobson and Harrison, 2022). As an example, a Plastic-Free Week Challenge or the publicity of second-hand fashion ideas provide a platform on which the followers can communicate and share their experiential knowledge directly. Engagement can also be increased by encouraging users to post their content and rewarding their participation with discounts or social rewards. This will change the passive viewing campaigns into active participation, and sustainability can become practical, attractive and simpler to integrate into the everyday choices of the consumers (Tang and Higgins, 2022).
· Improve Affordability and Accessibility of Sustainable Products: The eco-friendly alternatives should be made more accessible to customers and more convenient and cheaper by retailers (Armenio, et al., 2022). Green purchases can be adopted through the introduction of loyalty programs that reward purchases of green products and provide a discount on sustainable product lines or introducing bundle deals. E-commerce websites can include special sections or filters that are eco-friendly, and that sustainable options can be identified in a much easier way. In physical stores, clearer labelling and placement of green products alongside regular items reduces effort for shoppers. Offering easy instructions, fast tips, or QR-code connected tutorials on how to use products also makes customers sustainability-inclusive in their lifestyles. Retailers can pursue steady, sustainable behaviour by reducing barriers and making decisions more available.
[bookmark: _Toc210375549]5.4 Future scope and limitations
This study has a number of limitations that compromise its validity, reliability and its generalisability. The secondary data dependency limits the accuracy because these resources might lack context-specific information and real-time consumer data thus limiting reliability. As the research lacks the basis of primary evidence, its results cannot be completely checked against real consumer behaviour. In addition, the subjectivity of thematic analysis predisposes the sensitivity of results to researcher bias thus compromising internal validity. This is also due to a lack of proprietary retail data, so the depth of the analysis is restricted, undermining external validity and limiting the generalisability between industries or regions. These constraints imply that the useful patterns were found, but results are still uncertain. Primary methods that should be used in future research include survey, interview or experiment to obtain lived consumer experiences, improve reliability and validate themes. Generalisability would also be enhanced by cross-demographic/regional comparisons and provide more clear evidence on the role of social media in promoting sustainable consumption.
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