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[bookmark: _Toc224247532]Introduction 
[bookmark: _Toc224247533]Background of the Study
Over the past few years, the concept of sustainability has become a major issue for both businesses and consumers. The rising environmental consciousness, climate change issues, and ethical consumption patterns have promoted the use of sustainable marketing by companies. These activities involve marketing of products that are friendly to the environment, ethical sourcing, less carbon footprints, and open supply chains. The consumers in the United Kingdom are becoming more conscious of the environmental and social issues, and many are demanding that companies act responsibly.  
[bookmark: _Toc224247534]Research Aim
This study will aim at examining the consumer perception of sustainable marketing practices in the United Kingdom and how such practices affect the perception, trust and buying behaviour.
[bookmark: _Toc224247535]Research Objectives
The following objectives will be related to the study:
· To understand how UK consumers know sustainable marketing practices.
· To investigate consumer attitudes and perceptions about the brands that ensure sustainability.
· To determine some of the factors that determine the consumer trust in sustainable marketing claims.
· To explore the impact of sustainable marketing practices on consumer buying behaviour.
[bookmark: _Toc224247536]Research Question
The following questions will be used in this research:
· What do UK consumers think of sustainable marketing practices?
· What makes consumers trust the marketing messages that are related to sustainability?
· What is the impact of sustainable marketing practices on consumer attitudes and purchase intentions?
What are the obstacles on the way of consumers making their assessment of the sustainability claims of companies?
[bookmark: _Toc224247537]Literature Review
[bookmark: _Toc224247538]Sustainable Marketing and Consumer Awareness
Recent studies have shown that sustainable marketing is significant in determining consumer behaviour and developing environmentally friendly consumption. H. Khuan et al. (2024) emphasise that environmental awareness mediates the consumer preference towards eco-friendly products. Likewise, R. Thakkar (2021) focuses on the possibilities and issues of green marketing, but M. Gong et al. (2019) demonstrate that customer awareness makes firms become more sustainable in their practices and responsible in their supply chains.
[bookmark: _Toc224247539]Consumer Trust and Greenwashing in Sustainable Marketing
Studies have indicated that greenwashing may adversely impact consumer trust and brand image. S. According to Szabo and J. Webster (2021), green marketing can be deceptive, which falsifies the environmental and product perception of consumers. On the same note, M. Eze (2025) emphasises that consumers are becoming sceptical and backlashing against the digital greenwashing. Moreover, F. M. J. Teichmann et al. (2023) demonstrate that corporate greenwashing hurts consumer trust and the image of financial markets.
Thematic Structure 
Theme 1: Consumer Awareness and Sustainable Marketing 
New evidence shows that existing consumer knowledge heavily influences their attitudes about sustainability (Bhattarai et al., 2024). Having knowledge about environmental issues also impacts purchase behaviours and encourages individuals to purchase from eco-friendly suppliers. 
Theme 2: Consumer Trust and Greenwashing 
 Mohammed et al., (2025). Greenwashing has been shown to negatively impact consumer trust, with research indicating that those companies that falsely advertise their sustainability will ultimately lose the trust of consumers. 
Theme 3: Impact on Consumer Behaviour
Studies have found that ecologically-oriented marketing strategies can influence the purchasing intentions of consumers when marketing appears to be honest & transparent (Smeets, Freßmann and Ostendorf, 2024). 
[bookmark: _Toc224247540]Theoretical Framework
The theories that will be used in this study are those that touch on consumer behaviour and sustainability. The Theory of Planned Behaviour (TPB) is one of the theoretical perspectives that are relevant in this case; the attitudes, subjective norms, and perceived behavioural control are the influencing factors of consumer behaviour (Rozenkowska, 2023). Within the framework of sustainable marketing, the sustainability attitude of consumers, social factors, and perceived capacity to make environmentally sustainable decisions can influence their purchasing behaviour.
· Stakeholder Theory:  Articulates that organisations must generate value for their stakeholders and not just their shareholders (Wicaksono, 2025). Furthermore, the theory emphasises that responsible conduct, transparency, and sustainable operations will instil stakeholder confidence and help cultivate long-term relationships with those parties.
· Signalling Theory: Organisations utilise various means through which to establish trust with consumers when the latter have less information than typical about the potential quality of a good or service (Shahid et al., 2024). Organisations in the realm of sustainable marketing typically rely upon eco-labels, third-party certifications, and various acts of transparency as signals to consumers demonstrating the organisations’ sincerity in making positive contributions toward sustainable practices.
[bookmark: _Toc224247541]Research Methodology
[bookmark: _Toc224247542]Research Philosophy
The research will be based on the interpretivist research philosophy that aims at comprehending the views and experiences of individuals. Interpretivism best fits in this research since the proposed study intends to determine consumer perceptions and attitudes toward sustainable marketing practices.
[bookmark: _Toc224247543]Research Approach
The study will be inductive in nature, where the themes and insights will be developed based on the data instead of the researcher testing a set of hypotheses. 
[bookmark: _Toc224247544]Research Design
This study adopts a systematic literature review design instead of primary qualitative interviews.
[bookmark: _Toc224247545]Population and Sampling
The study target population will be a group of consumers within the United Kingdom who have experience in purchasing products that are promoted as sustainable or eco-friendly products. Participants will be selected based on a purposive sampling technique that will target individuals who will probably possess pertinent knowledge or views of sustainability in marketing. 
[bookmark: _Toc224247546]Data Collection
Interviews will be based on topics including:
· Marketing knowledge of sustainability among consumers.
· Brand perceptions of environmentally friendly brands (Reddy et al., 2023). 
· Belief in sustainability assertions.
· Effect of sustainability on purchasing behaviour.
[bookmark: _Toc224247547]Data Analysis
The process of the analysis will involve:
· The interview recordings should be transcribed.
· Familiarising with the data
· Coding of the relevant statements and responses.
· Establishing major themes and patterns.
· Discussion of the findings in terms of the research questions (Lönngren and Van Poeck, 2021). 
[bookmark: _Toc224247548]Ethical Considerations
The ethical issues play a vital role in carrying out this study. Involving the participants will be done by informing them of the objective of the study. They will be allowed to participate in the study voluntarily and will be allowed to pull out of the study whenever they feel like. Anonymity and confidentiality will also be ensured. 
[bookmark: _Toc224247549]Expected Contribution
[bookmark: _Toc224247550]Theoretical Contribution
The research will be useful to the available literature on sustainable marketing because it will offer qualitative information about consumer attitudes and perceptions in the UK market (Busalim, Fox and Lynn, 2022). 
[bookmark: _Toc224247551]Practical Contribution
Its results can guide companies to know how people perceive the sustainability-based marketing messages and the means of addressing the weaknesses of their communication programs to achieve trust and credibility.
[bookmark: _Toc224247552]Policy Contribution
The study can also be used to give information that can guide policymakers and regulatory authorities to deal with various challenges, such as misleading sustainability and greenwashing in their marketing activities.
Prisma Method  
In this research project, we will be following the Preferred Reporting Items for Systematic Reviews and Meta-Analyses (PRISMA) process to help us select our literature transparently and appropriately. The process will have four stages:
· Identification: We will use the predefined keywords relating to sustainable marketing and consumer behaviour to search the following academic databases: Google Scholar, Scopus, and ScienceDirect for relevant studies (Wang et al., 2024).
· Screening: After we collect the studies from the identification stage, we will remove duplicate records and irrelevant studies based on their titles and abstracts for the purpose of refining our overall dataset.
· Eligibility: Once we have completed the screening stage, we will review the full text of each article to assess whether it meets the inclusion/exclusion criteria of this study (Rethlefsen et al., 2021). 
· Included Studies: The final list of empirical studies will consist of 8-10 papers that we will use as the basis for our analysis.
The PRISMA flow diagram will be used to provide a clear representation of the process by which we select and filter studies.
[image: ]
Figure 1 Prisma method (Source: publica, 2025)
[bookmark: _Toc224247553]Limitations
A limitation that could arise is the sample size, which is relatively small and therefore the findings may not be generalised (Mthuli, Ruffin and Singh, 2022). Also, it is possible that the research will be based on self-reported perceptions, which can be affected by personal bias or social desirability. 
[bookmark: _Toc224247554]Proposed Timeframe (Gantt Chart)
	Activity
	Duration

	Topic approval and proposal development
	Week 1–2

	Literature review
	Week 3–4

	Research design and interview preparation
	Week 5

	Data collection (interviews)
	Week 6–7

	Data transcription and analysis
	Week 8–9

	Writing research findings
	Week 10

	Final editing and submission
	Week 11


[bookmark: _Toc224247555]Inclusion and Exclusion Criteria 
The study selection process will be based on specific guidelines concerning the quality and relevance of research.
· Inclusion Criteria: Publications included in the review must have been published between 2020 and 2025 to reflect the most current information available (Farid, Warraich, and Iftikhar, 2025). Only peer-reviewed journals will be considered for the study to ensure that only academically reliable literature is considered. The empirical nature of each study must be rated sustainable marketing and consumer behaviour through data-based findings.
· Exclusion Criteria: Any publication that was published before 2020 will not be included in the study (Peixoto et al., 2021). Any publication type that is not peer-reviewed, such as blogs or reports, will not be taken into consideration. Publications that are solely conceptual or opinion-based will not be included, as well as any research studies that do not directly relate to consumer behaviour.
Conclusion
Sustainable marketing is a recent development that has been an important initiative by businesses aiming to win over environmentally conscious consumers. Consumer attitudes to such practices are, however, not simple and depend on several factors such as trust, awareness, and perceived authenticity. The proposed study will focus on the perception of sustainable marketing practices by UK consumers and the ways these perceptions affect their buying behaviour. 
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