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[bookmark: _Toc102382369]Abstract
Eco-labels have gotten a lot of attention recently from academics studying green marketing. Eco-labels as indicators of sustainable products are regarded to be a successful method for shifting consumer behaviour toward green purchases and increasing consumer understanding of the notion of sustainability. Nevertheless, it has not yet been thoroughly explored in U.K. While global theoretical knowledge can be applied to society today on a global scale, very little is known about consumers in the United Kingdom, particularly the population of the United Kingdom. The purpose of this study is to determine the effect of eco labels on customers buying behaviour in the United Kingdom's food business. The study's objective was to ascertain consumer awareness of eco-labels and the factors that influenced their choice to buy green items. This explanatory study used a quantitative research strategy with a deductive approach to acquire an insight into the relationships between eco-labels and green consumer behaviour. The poll was designed to ascertain whether millennial customers are aware of the variety of eco-labels available on food packaging, and hence whether they influence actual purchasing behaviour toward green products. According to the findings, the positive influence of eco-labels on consumer purchasing behaviour in the United Kingdom has been attributed to activities that enhance the likelihood of developing a sustainable supply chain and preserving the natural environment.







[bookmark: _Toc102382370]1.0 Introduction
[bookmark: _Toc102382371]Background
Over the past decades, there have been increased environmental concerns, especially with the increasing calls for environmental conservation. Since the 1990s, ecological issues have increasingly been debated, with numerous articles highlighting the impacts of environmental campaigns. This led to increased discussions on 'organic' products, the effects of greenhouse effects, environmental pollution, and the effects on people's health. Green marketing and eco-labels have become a common practice in many businesses due to the positive ecological images it creates for the business. Many companies use eco-labels as a marketing asset when communicating the ecological impacts of their products on the consumers' health (Naidoo and Verma, 2019). Such products can be differentiated using various packaging strategies, increasing consumer purchases. According to Kumar et al. (2015), consumers should always be aware of their actions within their purchasing behaviour before changing their consumption. However, many businesses do not find any need for using eco-labels because of their assumptions on the negligible impacts green products have on the natural environment. Various obstacles such as high pricing affect the consumption of eco-labelled products. From the findings in research by Asche et al. (2015), high prices of green products prevent many consumers from purchasing them. Some positive impacts can be realised in the shopping patterns, mainly when the consumers can easily recognise the eco-labels (Paul et al., 2016). This implies that the use of eco-labels can impact consumer buying patterns. 
Additionally, the greenwashing of the consumers also plays a considerable role in creating a misconception among the consumers about the substandard quality of such products. In contrast, some consumers portray such brands as using the labels for marketing purposes and not the reality about the sustainability of the products. Therefore, in creating a compelling marketing strategy for green products, the use of eco-labels is used by brands to help third parties easily recognise and establish credibility and build trust with the consumers over the product quality and authenticity (Pagiaslis & Krontalis, 2014). Many consumers use eco-labels as a confirmation of the eco-friendliness of the products. In the end, eco-labels are fundamentally used to communicate with the consumers and increase such products' credibility. According to Sharma and Kushwaha (2019), marketing products with third-party eco-labels is a more practical approach for enhancing the validity of both the products and the brand. 
As consumers increase their environmental brand and use it to influence their purchase patterns, businesses are continuously facing a significant from the consumers, especially on the ecological impacts of their activities and the sustainability of their production processes. More green consumers are the driving factors, generating new economies. However, there is a continued gap between consumers environmental concerns and purchasing behaviours. Eco-labelling is one of the standard practices guiding consumers in making conscious purchase decisions, therefore is worth an extensive investigation, especially on the willingness of green consumption decisions by consumers. According to Banovic et al. (2018), the green consumption concept as product label standards using the eco-labels influences consumer buying behaviours in different ways; first, it influences how the consumers are initiated and introduced to green consumption. Besides, it helps consumers shop for such green products compared with conventional products. In other words, marketing products with eco-labels makes it easier for consumers to purchase and compare between sustainable and traditional brands. 
Finally, the degradation of the environment is a growing concern in the global community, which has led to the emergence of a new crop of consumers exhibiting environmental sensitivity (Willett et al., 2019). The contemporary consumer is increasingly worried about the negative impacts of their purchasing decisions (Taufique et al., 2017). The food distribution channel is among the leading contributors to the degradation of the environment (Bastounis et al., 2021). The United Nations Sustainable Development Goals developed a framework to motivate governments to adopt more sustainable food production systems (Eyhorn et a., 2019). Price is a significant determinant of consumers' purchasing behavior (Riskos et al., 2021). Therefore, it means the high prices for environmentally sustainable food products may deter transiting to sustainable food systems (Riskos et al., 2021). To overcome the cost challenge, it is crucial to provide consumers with information about the environmental impact of their products to raise awareness. Eco-labels can convey such messages and highlight the level of sustainability of the product they purchase (Atkinson et al., 2014). The use of eco-labels can also compel businesses to reduce the environmental impact of their products and avoid negative publicity in the market. This research proposes to delve into the impact of using eco-labels on the purchasing behaviour of U.K. consumers on food products. 
[bookmark: _Toc102382372]1.1 Significance of the study
As highlighted above, the idea of consuming 'green' food products and the marketing approaches for the products has shifted attention towards sustainable consumption, the use of more environmentally friendly products. Green marketing techniques used by businesses mainly focus on changing consumer buying patterns towards purchasing such sustainable products because they are regarded as environmentally friendly. One of the main factors that influence consumer attitudes towards green products is the use of eco-labels. This implies that the use of eco-labels is a scheme by businesses to influence consumer purchasing patterns and attitudes towards such products because of the differentiation and increased awareness about such labels. The primary goal of eco-labels is to help businesses build trust with the consumers by communicating product sustainability through the labels. Consumer preferences for eco-friendly products positively impact the global clarion call for sustainable production and consumption. 
This study proposes a general understanding of the marketing strategies by green producers and how the approaches influence the consumption of such products. It investigates whether such eco-labels influence consumer purchasing behaviour. This research seeks to help businesses and aspiring entrepreneurs for 'organic products' about the certainty in using eco-labels to encourage the U.K. to consider buying such products. Therefore, this study will help businesses and other organisations strengthen their marketing and CSR techniques and focus on the sustainability of their production processes due to the increased demands for eco-friendly products. As many organisations and initiatives aimed at reducing the environmental degradation effects of the production processes, analysis of the impacts of using eco-labels to influence the purchase of green products is timely research and will offer insightful information. However, this study focuses on the United Kingdom and how the use of eco-labels influences U.K. consumers' choices for sustainable consumption, the researcher postulates that the findings from this research will be adopted in the global campaigns for sustainable consumption and environmental protection. Finally, the results will also offer relevant consumers the importance of the eco-labels and how consumers intend to use them to create trust and influence their consumption pattern. 
[bookmark: _Toc102382373]1.2 The Rationale of this research 
Consumers are increasingly becoming environmentally conscious, and their consumption behaviours are shaped by the global concerns of environmental pollution and the need for sustainability (Zhang et al., 2018). This has become a vital factor in influencing the demands and supply for many commodities. Although there are existing studies evaluating the consumer's role in the sustainable consumption calls and their purchase behaviours, particularly addressing the issues of eco-friendly consumption, there is a need to zero down to the actual impacts of using eco-labels to influence consumption patterns. Recent findings by Paul et al. (2016) on ecological buying patterns found that more consumers are concerned about excessive use and destruction of natural resources. Another study by Brown et al. (2020) focused on creating trust with the consumers to influence purchase and found that creating a fundamental marketing element that draws consumer attention greatly influences consumers to purchase such products. Atkinson and Rosenthal (2014) had also previously found that the use of corporate labels positively influences consumption 
Therefore, the use of eco-labels is an essential area in the field of green consumption and how it influences consumer attitudes towards such products. However, the U.K. consumer attitudes towards green food products have not been researched in-depth. Therefore, this study aims at bridging this gap by offering insightful and verified information using primarily obtained data from U.K. consumers. The researcher believes that looking into the consumer's understanding of eco-labels will help businesses adjust their marketing strategies for eco-friendly products within the U.K. food industry. This study will fill the vast existing gap and place the current investigation to add to the existing literature on green marketing strategies. 
[bookmark: _Toc102382374]1.3 Research Purpose
The use of eco-labels to push sustainable development received international consensus in the past decades. The use of eco-labels in marketing such products offer a more visual approach that can enhance trust in the product quality. Using eco-labels is to create awareness among consumers on the kind of products that meet environmental goals for sustainable development. It is imperative to investigate the impacts of eco-labels on influencing consumers' purchase behaviour; hence, come up with recommendations for achieving environmental sustainability through appropriate food product consumption. 
[bookmark: _Toc102382375]1.4 Research Aims and Objectives
In this research, and to effectively contribute to the literature, the researcher has designed this exploration to respond to the research objectives through a consumer survey and used a quantitative methodology to analyse the obtained data. The primary aim is to establish whether eco-labels influences consumer purchases in the U.K. This study also has to ascertain that if businesses and organisations use eco-labels for marketing their products, the marketing strategy can be informative and increase consumer awareness about green products. This will be in reference to the theory of ability and opportunity which influence the relationships between behaviours and motivation. Therefore, according to the existing literature, environmental concerns and self-identification influence consumer buying behaviours. In summary, this research proposes investigating the impact of using eco-labels on the purchasing behaviour of U.K. consumers on food products. The broader aim will be achieved if the following specific objectives are met:
1. To investigate the impact of eco-labels on U.K. consumers' purchasing behaviour of food products. 
2. Does the increased cost incurred in eco-labelling have any effect on influencing consumers' willingness to purchase green food products in the U.K.? 
Meeting these objectives will be possible if the inquirer attempts to answer the following research questions: 
1. How does eco-labelling encourage environmental sustainability by influencing the purchasing behaviour of the U.K. consumers' preferences towards creating green food products?  
2. There is a positive correlation between eco labels marketing and increased purchases of eco-friendly products.
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[bookmark: _Toc102382377]2.1 Introduction 
Eco-labels refer to tools developed by government administrations, business organisations, and third-party players to create awareness of the environmental quality of certain products (Taufique et al., 2019). The function of eco-label is to give products environmental identity within a specific category of use (Riskos et al., 2021). Besides, according to the definition of ISO, eco-label is information on a product in terms of its environmental benefits, such as the zero presence of harmful ingredients, recyclability, and packaging (Riskos et al., 2021). The use of eco-labels is an emerging trend in the green advertising and marketing disciplines because they give consumers information meeting green goals (Atkinson and Rosenthal, 2014; Hornibrook et al., 2015; Testa et al., 2015). Therefore, Eco-labelling is important in achieving environmental sustainability because it enhances consumers’ preferences towards certain products (Noblet and Teisl, 2015; Miranda-Ackerman and Azzaro-Pantel, 2017; Wojnarowska et al., 2020). For effective utilization of eco-labels, knowledge transition to the consumers is significant because it would help them know the purpose and the benefits of a particular product. A paltry percentage of consumers may consume a new eco-labelled product without approval from other consumers. According to Meis-Harris et al. (2020), knowledge of eco-labels is a primary measure of the credibility of a product. Providing relevant knowledge on eco-labels is essential for adopters to establish the credibility of the environmental sustainability tool. The choice of green products is dependent on deep knowledge of the environmental attributes of a product. As such, manufacturers are increasingly providing detailed information for external validation of their products' credibility (Riskos et al., 2021). However, the consumers perception can only change if they trust the messages communicated. Findings by Riskos et al. (2021) and Pandit et al. (2011) indicate consumer attitude towards purchasing environmentally friendly products is a mediating factor between eco-label involvement and eco-label credibility. When consumers are more inclined to green products, for instance, forming a positive attitude, they pay more attention to eco-labels and are more interested in them (Thøgersen et al., 2010). 
Generally, green marketing and eco-labels on eco-friendly products as a marketing strategy have been widely researched since it gives insightful information about consumer buying behaviours and consumption of green products (Sodhi & Singh, 2017). This literature review will examine the existing literature on the various marketing strategies for green products. The main coverage will be on studies investigating on green consumers, eco-conscious consumers, consumer attitudes towards green products, and how eco-labels influence the buying behaviours for such green products. 
[bookmark: _Toc102382378]2.2 Consumer purchasing behaviours 
The theory of buyer behaviour can best be used to highlight the relationship between consumers and the influences of using eco labels. The concept of buyer behaviour is based on the repetitive purchase trends to help businesses establish customers’ purchasing routines for a faster and simpler decision-making process. Using the theory of buyer behaviour businesses examine how consumers make decisions when purchasing commitments to help capitalise on the buyer behaviours. According to the theoretical framework, the relationship between consumer purchasing behaviour and motivation to consume certain commodities plays a significant role in influencing business decisions, including marketing. In this study, opportunity refers to the availability of eco-labelled products in the market for consumer purchase and the informative communications conducted by businesses to expand consumer understanding about such products to influence their buying attitudes. The theory of Ability, Motivation, and Opportunity provides that they are the main drivers to consumer behaviour. Their environmental concerns drive the consumer motivation to purchase eco-friendly products. According to Hughes (2007), while using the AMO theory, it is essential to consider other factors that influence consumer ability to purchase such commodities, including increased earnings and willingness to pay for green products. 
Past literature has previously examined the impacts of green marketing strategies used by businesses to influence consumer purchase and had different findings. Leonidou et al. (2013) investigated from the business aspect, while Welford's (2013) research viewed it from the consumers perspective. The consumer perspective viewed the consumer wants and satisfaction and the pursuit of eco-friendly consumers to pursue sustainable consumption. Green marketing is the integration of the going-green initiatives and the ecological marketing approaches to decrease the reliability of harmful products (Lin et al., 2018). Environmental marketing through eco-labels aims at reducing the harmfulness of the production processes by responding to the consumers ecological needs. Sustainable marketing is the direct shift towards environmental sustainability and consumption to create a circular economy. Leonidou et al. (2013) agreed and proved the effectiveness of sustainable marketing approaches based on their influence on consumer purchasing patterns. Their research found that companies that had adopted sustainable marketing approach gained more income than those that did not. According to Bryunina and Khodadad Safaei (2011), eco-labels are created to inform customers with such objectives as to provide consumers with more information about the need to keep an environmentally friendly environment. Their study confirms Delmas and Lessem's (2017) study that eco-labels can generate changes towards environmentally friendly products and other agents. However, De Silva et al. (2021) investigated the various forms of eco-labels used to promote eco-friendly products. They found that the first type of eco-labels refers to the environmental quality of such products because they try to persuade consumers with additional information about the environmental impacts of their consumption. In another research, Giacomarra et al. (2021) confirm that eco-labels help generates change towards environmentally friendly products and encourage producers, governments, and other agents to increase their focus on the environment. According to Delmas and Lessem (2017), such eco-labels are produced by third parties and are closely monitored through an auditing process. 
[bookmark: _Toc102382379]2.3 The impact of eco-labels on U.K. consumers
Some studies have also examined the use of eco-labels made by product manufacturers and how they influence consumer buying behaviours. Such eco-labels are also made by the importers or distributors of the products and are concerned about specific product qualities, like the CFC-free products. These are commodities free from Chlorofluorocarbons, which are harmful chemicals to the ozone layer. According to research by Young et al. (2010), eco-labels offer information on nutrition levels of such products, including details on the fats, sugar, and vitamin contents. In a separate study, Guo et al. (2020) found that consumers concerned about environmental issues tend to seek eco-friendly products and are always willing to make additional expenditures to advance their health. These are referred to as the Lifestyle of Health and Sustainability (LOHAS) consumers. Such consumers are mainly interested in purchasing organic foods. A study by Gutierrez et al. (2020) showed that the information contained in the eco-labels plays a significant role in influencing consumer purchases since most consumers require information to make purchase decisions. Their study also finds that more consumers purchase such eco-friendly products since they can easily recognise the eco-labels. 
Further, Ihemezie et al. (2018) investigated the impacts of the 'green' product label standards on consumer behaviour. Through the systematic review analysis, the study confirmed various effects of using eco-labels for different consumer classes and products in developing and developed economies. Their evidence finds both positive impacts of the eco-labels on consumer acquisitions. According to Durif et al. (2010), green products are the total attributes that embrace recycling and sustainable consumption because of renewable materials to reduce environmental damage and increase consumer wellbeing. Most green consumers purchase the products since they are environmentally conscious (Nekmahmud and Fekete-Farkas, 2020). They are always willing to be environmentally friendly by developing positive attitudes towards green products. Therefore, the previous studies argue that eco-labels on organic food products influence consumer purchasing attitudes and patterns. 
How increased cost of environmentally sustainable products influences U.K. consumers’ purchasing behaviour on food products. 
Studies have previously investigated the various factors that influence consumer purchase intentions towards eco-friendly products, and prices of the commodities have featured in most of the studies. For instance, a study by Haque et al. (2020) used various variables to influence consumer purchase of organic products within Malaysia. The main factors in their findings include price, quality, and accessibility of the products play a significant role in influencing consumer purchases and loyalty towards such brands. Investigating from over 250 respondents from the Malaysian market, Haque et al. (2018) showed that prices of eco-friendly products influenced the number and frequency of consumer purchases. However, they also reported the consumer readiness to purchase organic products should they have the relevant information about them. Hult (2011) also investigated why eco-friendly products are more expensive and how this affects consumer purchases. According to Hussain et al. (2020), the high costs are also higher for reputable third-party certifications like an organic or fair trade. Some organic materials are also expensive to grow due to alternative pest control approaches. Since green products often cost much more, businesses require different strategies to influence purchase by creating a competitive edge (Nguyen and Le, 2020). This can be done using eco-labels to inform the consumers of the key inputs used in the manufacturing process. 
Consequently, product purchase plays a mediating role between green purchase behaviours and eco-label credibility (Riskos et al., 2021). The finding is in line with other studies that have proved attitude to be the mediator between environmental concerns and behaviour (Polonsky et al., 2012; Taufique et al., 2017). Consumers who value eco-label credibility for green product information tend to exhibit purchasing behaviours for environmentally friendly products (Riskos et al., 2021). However, several determining factors influence purchase intentions. As such, marketers need strategies to develop concepts of increasing the demand for green products. Instilling consumer belief and knowledge creates awareness through eco-labels and their vitality towards providing credible information (Ozer, 2020). By increasing consumer confidence and understanding eco-labels, the utilization of information and buying eco-label products will ultimately reduce environmental degradation. 
Another establishment in this literature review is the willingness of consumers to pay more for the use of green products with eco-labels. In a meta-analysis study by Bastounis et al. (2021), willingness to pay more was witnessed in purchasing food commodities such as seafood, fruits and vegetables, dairy goods, nuts, and meat. However, organic labels were found to be of highly valued than environmentally sustainable labels. In addition, females and less-educated consumers were willing to pay more to buy products with eco-labels (Bastounis et al., 2021). Marginal willingness to pay (WTP) was higher when eco-labels contained both text and logo than when a single format was used (Bastounis et al., 2021).        
In the U.K., eco-labelling is administered by the U.K. Eco-labelling Board, whose function is to set criteria, publicity, award eco-labels, and lead customer service initiatives, among other functions (Mak and Crane, 2009). Setting the eco-labelling plan in the U.K. was motivated by increased green consumerism inventiveness. The presence of external certifiers increases the credibility of eco-labels (Murali et al., 2019). To ensure success, the execution of eco-labels requires setting the stage, managing the process, and following up on the issues arising in the post-implementation stage. From the reviewed literature, several factors drive eco-label consumerism. Consumers prefer products with eco-labels because of the need to reduce environmental degradation (Sogn-Grundvåg et al., 2019). Research specially designed to explore the impact of eco-labels in the purchasing behaviour of the U.K. consumer in the food sector will therefore give specific insights.
Another study by Joshi & Rahman (2015) investigated the factors affecting green purchase behaviours, reviewing 53 articles on trends and factors affecting green purchases between 2000 and 2014. The study mainly focused on consumer attitudes and consumer inconsistencies in purchasing green products. The review identified various motives and barriers affecting the purchase of such commodities, and the prices were mentioned in ten of the reviewed articles. According to the findings, higher prices for organic products outweighed the ethical considerations and significantly influenced consumer attitudes towards such products. According to Kumar et al. (2017), consumers lack of adequate economic resources is one of the main factors that influence consumers against purchasing highly priced commodities. Therefore, both studies confirm that high prices act as barriers to purchasing eco-friendly products. The investigations also show that low price sensitivity positively affects consumers of green products and their purchase behaviours, while high price sensitivity negatively affects them. This clarifies that high prices charged on organic food products negatively influence consumers purchase behaviours and intentions (Sogn-Grundvåg et al., 2019). Therefore, although many consumers could be concerned about environmental problems and social issues, the prices of organic products remain a key hindrance towards consumption.
Finally, the above literature is divided on whether eco drivers are the key drivers of eco-friendly products' consumerism. Despite the increased public efforts and the use of independent organisations to encourage consumption of green products, the information about the green products increases consumer knowledge about the side effects and ingredients in the food products (Sønderskov and Daugbjerg, 2011). However, the studies agree that eco-labels are necessary to motivate consumers towards sustainable consumption behaviours. According to Waris and Hameed (2020), eco-labelling of food products increases consumers awareness of how such products impact their environment to influence their behaviour. The studies also reveal that eco-labelling empowers firms to enable them to initiate consumers to differentiate between green foods from the traditional ones. The use of eco-labels also creates space for businesses to develop trust with the consumers and improve their reputation and brand value in the organic foods industry. Within the foods industry, the reviewed studies have shown that consumer buying behaviours and patterns of the foods hinder consumers from purchasing such products. 


[bookmark: _Toc102382380]3.0 Research Methodology
[bookmark: _Toc102382381]3.1 Introduction 
A research methodology involves the perpetuation of the explorations in the research. According to Saunders et al. (2019), research is an activity embraced by those who focus on discovering new things more efficiently and expanding their insights about a subject. The methodology demonstrates the specific procedures the researcher defined the research problem and the set targets during the research. In this study, this section illustrates how the results that will be presented are acquired to meet the research objectives. This section also evaluates the approaches used during the research procedure. 
[bookmark: _Toc102382382]3.2 Research Philosophy and Approach
The development of knowledge is based on research answering specified questions. Saunders et al. (2019) argue that a research philosophy implemented within a study consists of key assumptions from the world perception. Research philosophies allude to the arrangements of the standards based on the research exploration perspective. Research philosophies can be ontological, epistemological, or axiological. Ontology is based on data validity and understanding of its reality, while epistemological philosophy is based on data legitimacy due to assessment and understanding. Epistemology is mainly used in academic investigations and can either be positivism or interpretivism. A positivist philosophy tests phenomena to reveal scientific results, while interpretivism is based on subjective and quamtitstivr data analysis. This study utilizes a positivist approach because it supports investigations on social realities, like the impacts of eco-labels on consumer behaviours. Positivism is widely comprehended based on the approaches used to gather information about real discernible factors. Generally, a positivist philosophy will guide this study framework since it is more appropriate for answering the research questions and meeting the research objectives more efficiently.

[bookmark: _Toc102382383]3.3 Research Approach
According to Saunders et al. (2012), a suitable research approach enhances the overall quality of the research and success in meeting the research objectives. There are two main research approaches: deductive and inductive. A deductive research approach involves the researcher beginning with speculations that mainly depend on the existing literature. It continuously attempts to approve the hypothesis and analyse a phenomenon based on the circumstances. When developing a deductive research approach, the researcher begins from general to specific ideas based on the evaluated and reviewed literature and the findings from the past studies. However, an inductive approach is formed to understand phenomena from a specific to general perspective. 
According to Saunders et al. (2019), the main approaches to a research study include exploratory, explanatory, and descriptive. Exploratory studies aim to discover the research objectives by seeking new information about phenomena to help build comprehensive findings on the issue. According to Hair et al. (2015), descriptive research is intended to create an accurate portrayal of a person or event. Explanatory research is based on the cause-and-effect approach and the connections between the examined factors. This study uses a quantitative data analysis method, therefore applying a deductive design approach from a positivist philosophical view. This implies the researcher intently lined up this study with a deductive methodology. 
[bookmark: _Toc102382384]3.4 Research Design
Research design is the plan used by the researcher to answer the research questions. It includes the step-by-step procedures undertaken by an inquirer to meet the aim and objectives using empirical evidence (Durrheim, 2006). This includes various techniques such as experimental or archival research, action research, case study, or studies based on grounded theories. The researcher decided to answer the research questions by gathering quantitative information for an exploratory study according to research objectives. In this study, investigating consumer behaviours seems to be more qualitative research based on the need to inquire and gain more in-depth information about the topic from a subjective manner due to the differences in the consumer's cultural and social forms. However, the researcher opted for a quantitative method because the qualitative design would limit the population size, thus, limiting the quality of the results. Since the researcher also intends to investigate how prices of organic foods in the U.K. influence consumer buying patterns, a large sample would be more appropriate to make more accurate conclusions; therefore, a quantitative study is more relevant and appropriate. As highlighted in the literature review, the researcher opted for quantitative research since this would broaden the study area to help acquire reliable and accurate findings on the correlation between eco-labels and consumer purchase patterns. Summarily, a quantitative study design will be applied to gather, interpret, and analyse both qualitative and quantitative data to articulate the issues around the topic of interest. The design will ensure the researcher maximizes the strengths of empirical research using valid and reliable research instruments. 
[bookmark: _Toc102382385]3.5 Research Paradigm
The proposal advocates the adoption of a quantitative method inquiry to guarantee the achievement of study aim and objectives and answer the research questions. The massive data gathered quantitatively will reveal the general trends of green consumerism in the U.K. on eco-label usage. 

[bookmark: _Toc102382386]3.6 Quantitative Primary Data Collection
[bookmark: _Toc102382387]3.6.1 Data Collection technique
Sounders et al. (2019) allude that questionnaire are more appropriate for a study since it gives the researcher more opportunity to widely collect data to reduce the risks of distortion or making biased conclusions. Questionnaires are also appropriate when collecting data from respondents within a specific geography. Therefore, the researcher used questionnaires to collect data from the respondents using structured questions. An online survey was conducted to effectively examine the eco-labels from U.K. food consumers because it is a versatile approach for the respondents to comprehend the study subject and aims easily. Further, based on the reviewed literature on consumer behaviours and attitudes towards organic products, using a questionnaire through the quantitative method is more appropriate and convenient due to the unprecedented Covid-19 pandemic, making it more inappropriate to conduct face-to-face interviews or use focus groups to obtain data. Oakshott (2011) reflects on online surveys and finds that it is a universally accepted tool for practical investigations. The questionnaire was designed to consist of 9 questions aligned with the research objectives in this study. In the brief introduction offered to the respondent, they are issued with the research top and objectives and informed about the confidentiality of all the information obtained from this research. The respondents were also required to fill in their demographics and other individual information like age and gender. Since Oakshott (2011) had pointed out the benefits of formulating clear and precise questions, every question was designed in a specific manner to increase the response rates. The research questions were logically and concisely structured manner and distributed to the target respondents through the internet. A total of 160 questionnaires were sent to the target audience. 
[bookmark: _Toc102382388]3.6.2 Data Sampling Choice 
Data sampling is a vital procedure in this study because it helped improve the clarifications about how the assortments of the information obtained. Data sampling can be probability and non-probability sampling. Probability sampling requires a sample frame and can be time-consuming. According to Saunders et al. (2012), non-probability sampling allows the researcher to select the target audience purposely. Therefore, this study applies a non-probability sampling because of the appropriateness of self-selection sampling because the respondents had to express their willingness to be part of the research. This approach also helped to limit the bias levels in the process. 
[bookmark: _Toc102382389]3.6.3 Data Analysis
The researcher utilized parametric tests to analyse the obtained data since it applies to a more practical future of the populace. The tests utilized in this study were mainly through the excel to help determine the connections between the factors indicated in the hypothesis. The data have been presented in frequency tables, descriptive statistics, and percentages to effectively help test the hypothesis. 
[bookmark: _Toc102382390]3.6.4 Validity and Reliability
To assess the reliability and validity of the data obtained, the researcher obtained the Cronbach alpha since this is a widely accepted and known method to establish internal consistency of the data. These were the researcher's deliberate measures to eliminate sampling bias and use appropriate research instruments with convincing reliability and validity test values. 
[bookmark: _Toc102382391]3.7 Ethical Considerations
The university's institutional review board (IRB) will be consulted for full adherence to research ethics. Besides, the consent of the study respondents will be sought before the data-gathering phase. The anonymity of the participant will also be assured. Therefore, this research met the prerequisites of the ethical considerations, including assuring and maintaining the participants' confidentiality.












[bookmark: _Toc102382392]4.0 Research Findings 
This section presents the findings from surveys that collected numerical data. In order to conclude this study, participants completed a questionnaire based on their beliefs on environmental behaviour. The online survey, despite the short time frame for data collection, allowed for the analysis of the information gathered on customers' awareness and practices regarding the purchase of eco-labeled items, as well as the research of the variables influencing their purchasing decisions. The data is first illustrated through graphs, and then conclusions and interpretations are developed based on them. The following chapter connects the findings to the information gleaned from the literature review, which enabled the researcher to draw conclusions regarding green purchasing behaviour in the United Kingdom and the factors that influence it. Finally, the results are interpreted, which may have important consequences for the sector in terms of green marketing operations directed towards UK consumers.

[bookmark: _Toc102382393]4.1 Data Presentation
The data collected from the questionnaire, and their presenting, analysis, and interpretation, are provided in the following section. The findings of the hypothesis testing were presented in the form of frequency distribution tables, and percentages in order to indicate the outcome of the testing. The data in this study were analysed using correlational design, and the premise was validated to ensure that it was correct.
[bookmark: _Toc102382394]4.1.1 Table of Respondents
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The following is a structured representation of a set of 9 questions that were completed using the survey monkey software programme. Males constituted 43.88 percent of those who took part in the survey (52) Females constituted 53.06 percent of the total, with 3.06 percent opting not to disclose their gender. Because of the simplicity of the questions posed, this study captures every response rate received.

[bookmark: _Toc102382395]4.1.2 Table of Respondents According to Age
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The table above shows the age of all the 98 responded who participated through the online survey all from the United Kingdom. Majority of the participant where from 25 - 34 years while only 2 respondents where 65 years and above. As a result, the 98 participants were used to conduct the research and the analysis was completed.
[bookmark: _Toc102382396]4.1.3 Demographic Illustration of Respondents Records

	Gender
	Frequency
	Percentage

	Male
	42
	42.88%

	Female
	53
	53.06%

	Prefer not to say
	3
	3.06%

	Total
	98
	100.00%

	Age

	18-24
	18
	18.37%

	25-34
	33
	33.67%

	35-44
	25
	25.51%

	45-54
	15
	15.31%

	55-64
	5
	5.10%

	65+
	2
	2.04%



The table above illustrates the demographic breakdown of the respondents' data. According to the gender section, 42 (42.6%) are male and 53 (53.06%) are female. Female gender has the biggest percentage in this frequency analysis, indicating that it represents the preponderance of interviewees for this study. The majority of responses are between the ages of 25 and 34. 
[bookmark: _Toc102382397]4.1.5 Respondents Knowledge about environmentally friendly products 
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Consumption that is more environmentally friendly can be influenced by both normative beliefs and personal green satisfaction. These two criteria can also be combined to create a variable termed perceived value, which has a significant impact on sustainable behaviour. 85.71 percent of 98 respondents indicated that they are aware of eco-friendly items. 14.29 percent were unaware of these products. According to the majority of responders, particularly those over the age of 45, these items are non-toxic, compostable, and easily cheap. The responders were able to define eco-friendly products on the market, such as PLA cold cups manufactured from corn bio resin, totally biodegradable hot cups, soufflé cups, plates, cutlery, bowls, and take-out containers made from wasted sugarcane fibre. People between 25 and 34 years old recognised environmentally friendly products as biodegradable items that can be used in place of Styrofoam or plastic containers and assist reduce environmental waste while also supporting sustainability and delivering high-quality biodegradable products. 
4.1.5.1 Opinion of Respondent on Appreciative of Eco-Labels
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With the use of eco-labels, we can now choose products and services that are formulated on the basis environmental and social criteria. Environmental labels were familiar to 78% of the survey participants, whereas 20% were completely unaware of what they were or how to obtain one. This means that a great amount of work must be devoted in teaching customers about eco-labels and how they may assist us in making educated purchasing choices by providing insight about the 'environment' that the product comes from. Though familiarity with eco-labels is widespread, a greater understanding would inform people's purchasing decisions when it comes to ecologically friendly items. 



4.1.5.2 Opinion on how often respondents recycle products
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Numerous people worldwide enjoy the concept of recycling; however, the majority of folks never opt to recycle. The table above summarises the questions classified as environmental concerns. According to the first question, 35.71 percent of respondents always recycle products, 33.67 percent recycle products frequently, 21.43 percent recycle products infrequently, 6 (6.12 percent) recycle things seldom, and 3 (3.06 percent) never recycle products. Recycling enables us to repurpose our obsolete products. In other words, it is environmentally friendly. 
4.1.5.3 Opinion on eco labels influence to respondents purchase of products
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Eco-labels assist firms in communicating their products' environmental qualities. Eco-labels have a dual effect on customer behaviour. 62.24 percent of respondents stated that eco-labels influence their purchasing decisions. On the other hand, 37.76 percent are unaffected by eco-labels. In the majority of occasions, green has been deemed a point of sale attribute. Second, they enable consumers to compare products based on their environmental impact. Numerous new eco-labels have been created in recent years by governments, manufacturers, and merchants.
4.1.5.4 Opinion of some of the benefits of consuming eco-friendly products
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The chart above summarises the questions that fall within the category of financial capabilities. Eco-friendly, all-natural products protect families from harmful chemicals and allow them to avoid unsafe additions that can contribute to any of these problems. Utilizing environmentally friendly products enhances overall health and quality of life of mortality, age, sickness, and illness. They protect families and the environment. When questioned about the benefits of eco-friendly items, 25.51 percent of respondents stated that they help reduce food waste. 24.49 percent of respondents agreed that buying eco-friendly items and using sustainable packaging contribute to the preservation of a clean environment. 38.78 percent of respondents identified recycling as the most critical strategy for saving the environment. A meagre 11.22% indicated the use of reusable goods.

4.1.5.5 Opinion on considering environmental impacts of products before purchase
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The problems that are currently being considered are summarised in the table to the right. While the data indicates that more users are developing relationships with companies that care about the impact on the environment of their products, the fact remains that price and quality remain the important motives for the vast majority of purchases. When picking a product to purchase, 62.24 percent of respondents stated they were most concerned with the product's quality, followed by 70 percent with price. While customers are right to evaluate the financial impact of a purchase, researchers discovered that 37.76 percent consider product safety and health, and 34% consider effect on the environment when purchasing a product. Additionally, researchers discovered that 60% of respondents claimed they were proactively purchasing more environmentally friendly products than they were five years ago, and 81percent indicated they intended to increase their purchases even further in the next five years. Consumer purchasing behaviour has shifted, with more consumers prepared to pay a premium for environmentally friendly items, reinforcing the need for businesses to strengthen their commitment to responsible business practises.

4.1.5.6 Opinion of factors that influence decision to purchase eco - friendly products
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The chart above summarises the issues raised by eco-label items. 31.63 percent of respondents answered that eco-motivation influenced their judgments, whereas 30.61 percent claimed that their knowledge of ecological systems influenced their decisions. 8.16 percent agreed that persuasion played a significant role in their decision to purchase eco-friendly products. 29.59 percent said their purchasing decisions were influenced by their purchasing ability. The findings indicate that respondents are willing to support protection of the environment, are aware of their environmental obligations, and have a proclivity for seeking for and learning regarding green items. As significant variables trying to influence green product purchase decisions, environmental protection, dedication to ecological sustainability, green product insight, company environmentalism, and social attractiveness are all cited as important factors influencing green purchase decisions.

[bookmark: _Toc102382398]5.0 Conclusions 
Eco-labels have grown in popularity as a successful marketing approach, having a favourable impact on both environmental preservation and consumer purchasing behaviour toward sustainable items. Thus, this contributes to the development of a sustainable production chain by influencing businesses and customers in favour of the natural environment. The importance of eco-labels is apparent; because they are used as an indicator of sustainable products as an educational tool, they assist customers by teaching them about green products and increasing consumer awareness. The primary objective of this research was to determine the effect of eco-labels on U.K. consumers' purchasing behaviour in the Irish food industry. Its purpose was to ascertain consumer awareness of eco-labels and the primary behavioural factors for purchasing green items (Savela 2018).
Several studies have examined the role of consumer willingness, ability, and opportunity in influencing consumers' purchasing intentions; that is, the use of eco-labels on packaging, as well as the availability of these labels in stores, to transmit through shoppers about green products, were examined. An online survey was conducted in this study to critically analyse consumer behaviour using the information acquired from the literature review.
[bookmark: _Toc102382399]5.1 Consumer Motivation as a Driving Force behind Purchase Intentions

According to the literature, consumer value is the primary motivator for action. Thus, the role of values defined as environmental concerns and self-identification has been investigated. The more customers care about preserving nature and developing a sustainable economy for the food supply chain, the more eco-labels are used to identify green products. On the other hand, the effects are inconclusive, and the low level of usage is not due to a comparably low level of concern about environmental issues associated with food production (Shabbir 2020). Contrary to expectations, when provided information regarding the degree of concern for the environment associated with supportability in agricultural production as a whole, there is frequently a modestly significant amount of concern. The purpose of this exploration was to determine the extent to which self-identification serves as another motivation for purchasing eco-labeled products in relation to an individual's values, and it was discovered that ecocriticism is one of the critical values that influences U.K. consumers to purchase eco-labeled green products.
[bookmark: _Toc102382400]5.3 The Eco-Importance label's in Purchasing Green Products

Motivation and behaviour are intertwined in the purchase decision-making process, with Opportunity serving as an intermediary between the two. The term "opportunity" refers to the availability of eco-labeled items for consumers and enlightening communicators to employ, which aids in the explanation of independent variables in the study of consumer behaviour. Eco-labels, as a recognition technique, were found to have a greater impact on green product purchases in this study. Another benefit of eco-label knowledge for consumers is that it can serve as a powerful tool for educating them about the importance of environmentally friendly shopping habits. 
To summarise, the researcher's conclusions concluded that;
[1]. Environmental concerns and self-identification drive U.K. consumers to purchase eco-friendly products; consequently, eco-labels may aid in environmental protection.
[2]. There should be one major eco-label scheme that is valid and clear so that customers have confidence in eco-labels on food packaging. This would help increase the impact of these labels.
[3]. Consumers demonstrate a willingness to pay a premium for environmentally friendly products; hence, eco-labels can make a difference by providing businesses with a competitive edge and by positively impacting the food supply chain in support of a sustainable system.
[4]. Eco-labels can be viewed as a kind of communication with green consumers, since they can be used to both encourage and educate consumers about the environmental concerns facing the globe today.

[bookmark: _Toc102382401]6.0 Recommendations 
It has been acknowledged that the green market remains a niche for items that have ecologically friendly messaging to engage with clients. Despite the continuous development in consumer awareness of sustainable products, it remains difficult to put mindful purchasing into reality. The responses from U.K.s consumers, on the other hand, were encouraging.
[bookmark: _Toc102382402]6.1 Scholarly Research
Because this research concentrated on the food business, additional research examining the impact of eco - labels on consumer purchasing behaviour can be conducted using other industries and categories to broaden the scope of the field of study. The U.K. generation was the focus of this research because it allowed for a deep dive into Irish consumers' attitudes toward sustainable goods. However, research can be expanded to include future generations' attitudes as well as qualitative methods such as interviewing individuals to better understand green behaviour.
The future analysis could take a different approach by utilising a hybrid methodology that combines quantitative data gathered through an overview with subjective data gathered through focus groups and face-to-face interviews to explore the determinants of conscious buyer behaviour. Studies could be conducted to determine why green marketing has a negative effect on purchasers' ecological behaviour, despite the fact that eco-labels have been found to have a favourable effect on the equivalent. As a result, it may focus on green washing and develop a fresh strategy for regaining consumer trust. According to (Savela 2018), combining diverse research methodologies results in more precise results.
[bookmark: _Toc102382403]6.2 Business engaged in green marketing
According to research, U.K. customers' attitudes toward green products in Ireland are favourable; as a result, businesses might consider using targeted green marketing techniques to support their corporate social responsibility campaigns or to boost their bottom line. By utilising eco-labeled products, businesses can foster customer trust by boosting transparency and encouraging consumers to contribute to the creation of sustainable ecosystems.
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