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Abstract 
This research proposal investigates the role of sustainability initiatives in influencing customer purchase decisions, using McDonald's as a case study. The study aims to examine how sustainability practices, such as recyclable packaging, waste reduction, and sustainable sourcing, affect customer purchasing behaviour. A quantitative research method will be used by collecting primary data through a structured questionnaire. The findings are expected to identify the relationship between sustainability initiatives and customer purchase decisions. The study will provide recommendations to improve McDonald's sustainability strategies, enhance customer satisfaction, and support better business decision-making.
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1. [bookmark: _Toc90545509]Introduction
Research is a systematic process that helps organisations identify business problems, gather reliable information, and make informed decisions (Crowther, 2008). In today's competitive business environment, organisations need research to understand customer needs, evaluate business strategies, and improve organisational performance. This research proposal focuses on the role of sustainability initiatives in influencing customer purchase decisions: a case study of McDonald's. As environmental awareness continues to increase, McDonald's has introduced sustainability initiatives such as recyclable packaging, waste reduction, and sustainable sourcing. However, it is still unclear how these initiatives influence customers' purchasing decisions.
The purpose of this research proposal is to investigate the relationship between McDonald's sustainability initiatives and customer purchase decisions. The proposal outlines the research aim, objectives, research questions, relevant literature, research methodology, and the potential business implications of the study. The findings are expected to provide recommendations that support business decision-making and contribute to a better understanding of sustainability in the fast-food industry.
 
 
2. [bookmark: _Toc714792356]Identification of a Business Problem 
McDonald's has introduced sustainability initiatives such as recyclable packaging, waste reduction, and sustainable sourcing to reduce its environmental impact and meet customer expectations (McDonald's, 2024). However, previous studies show mixed findings on whether these initiatives influence customer purchase decisions. Some research suggests that sustainability improves customer trust and brand image, while other studies indicate that customers may still prioritise factors such as price, convenience, and product quality.

 Why problem is significant and how it impacts business performance or strategy. 
This issue is significant because customer purchase decisions directly affect sales, customer loyalty, and business performance. If McDonald's understands how customers respond to its sustainability initiatives, it can develop more effective sustainability strategies, improve customer satisfaction, and strengthen its competitive advantage

Sufficient background to demonstrate understanding of the organisational context and its challenges. 
McDonald's operates in a highly competitive fast-food industry where customers increasingly expect businesses to adopt environmentally responsible practices. Understanding how sustainability initiatives influence purchasing behaviour will help McDonald's improve its operations and support long-term business success.
 
3. [bookmark: _Toc1734771164]Research Aim, Objectives and Questions 
Research Aim
The aim of this research is to evaluate how McDonald’s sustainability initiatives influence purchase decisions in the UK.

Objectives
The research focuses on four specific aims:
1. To examine customers awareness and perception of McDonald's sustainability initiatives in the UK.
2. To investigate how sustainability initiatives influence customers purchase decisions at McDonald.
3. To assess whether factors such as price, taste, speed, and convenience have a stronger influence on purchase decision than sustainability.
4. To provide recommendations for McDonald's to improve sustainability initiatives and encourage customer purchases.
Questions
1. What are customers awareness and perceptions of McDonald's sustainability initiatives in the UK?
2. How do McDonald's sustainability initiatives influence customers purchase decision?
3. To what extent do price, taste, speed and convenience influence customer purchase decisions compared with sustainability?

 
 
4. [bookmark: _Toc1141112163]Critical Literature Review 
 
1. Initial Research
An initial literature search was conducted using Google Scholar, Emerald Insight, ScienceDirect, and SpringerLink. Peer-reviewed journal articles published between 2020 and 2025 were selected using keywords including sustainability initiatives, customer purchase decisions, corporate social responsibility (CSR), McDonald's sustainability, and consumer behaviour. Three key studies were selected because they directly examine the relationship between sustainability initiatives and customer purchasing behaviour.
2. Using Strip Method
	Study
	What is the study about
	Findings
	Comparison
	Critical Comment

	de Campos Ribeiro et al. (2025)
	Examined consumer acceptance of reusable tableware in France and the United States.
	Consumers supported reusable tableware when it was convenient and hygienic, demonstrating positive attitudes towards sustainable practices.
	Supports Hommerová et al. (2020) by showing that sustainability improves customer perceptions but does not guarantee purchasing behaviour.
	The study provides recent evidence but focuses only on reusable tableware rather than McDonald's wider sustainability initiatives.

	Hommerová et al. (2020)
	Investigated McDonald's CSR activities in the Czech Republic.
	CSR improves customer trust and brand image, but price and convenience remain stronger purchasing factors.
	Supports de Campos Ribeiro et al. (2025), who also found that sustainability improves customer perceptions but is not the only factor influencing purchases.
	This review provides a balanced perspective but is not specific to McDonald's or the fast-food industry.

	Acuti et al. (2022)
	Reviewed unintended effects of sustainability initiatives.
	Sustainability initiatives may reduce purchase intentions if consumers perceive products as expensive, inconvenient or lower in quality.
	Contradicts Hommerová et al. (2020) and de Campos Ribeiro et al. (2025), which reported more positive consumer responses.
	This review provides a balanced perspective but is not specific to McDonald's or the fast-food industry.


 The literature. Shows that sustainability initiatives can influence customer perceptions and purchase decisions but the effects is not always direct or positive. Hommerová et al. (2020) Found that McDonald's CSR activities can improve customer trust and brand image. Similarly, de Campos Ribeiro et al. (2025) Found that customer support sustainable practises when they are convenient and hygienic. However, Acuti et al. (2022) Found that sustainability needed those purchase intentions if customers think it is expensive or inconvenient. McDonalds (2024) Shows that the company is taking action to improve sustainability through better packaging. Waste reduction in responsible sourcing. However. The company report mainly describes its actions rather than measuring customer purchase behaviour therefore academic research and professional evidence together provide a balanced understanding of the topic.
 
 
 
 
• Demonstrate understanding of relevant theories, models, and frameworks that support your analysis. 
 
Conceptual Framework
[image: ]
The framework suggests that McDonald's sustainability initiatives can influence customer purchase decision by creating more positive customer perception. 
	
	
	
	
	
	

	







	



	

	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	


Supporting Theories
Relevant Theories, Models, and Frameworks
This study is supported by the Corporate Social Responsibility (CSR) framework, which explains how a company's social and environmental activities influence customer trust and purchase decisions. It also uses the Sustainability Backfire Framework, which explains that some sustainability initiatives may reduce customer purchase intentions if they are seen as inconvenient or affecting product quality. Finally, the Consumer Acceptance Framework explains how CSR image and pro-environmental behaviour influence customers' acceptance of McDonald's sustainability initiatives. These theories and frameworks support the analysis of how sustainability initiatives affect customer purchase decisions.
 
Peer Analysis
Peer review is an important process because, before a study is published, it is carefully examined by experts in the same field to assess its quality, accuracy, and suitability for publication. (Saunders, 2023).
Point
Sustainability initiatives have become an important factor influencing customer purchase decisions.
Evidence
Hommerová et al. (2020) found that McDonald's CSR initiatives improved customer trust and brand image. Similarly, de Campos Ribeiro et al. (2025) reported that consumers generally supported reusable tableware because it reduced environmental waste. In contrast, Acuti et al. (2022) argued that sustainability initiatives may reduce purchase intentions if customers perceive them as inconvenient, expensive or lower in quality.
Explanation
The literature suggests that sustainability initiatives positively influence customer perceptions by improving trust, brand image and environmental awareness. However, customers continue to prioritise factors such as price, convenience and product quality when making purchasing decisions. This indicates that sustainability alone is insufficient to influence consumer behaviour.
Review (Critical Analysis)
Although most studies recognise the importance of sustainability initiatives, their findings are inconsistent. Hommerová et al. (2020) and de Campos Ribeiro et al. (2025) reported positive effects on customer perceptions, whereas Acuti et al. (2022) highlighted potential negative impacts on purchasing behaviour. Furthermore, the studies were conducted outside the UK, limiting their applicability to UK consumers. These inconsistencies demonstrate the need for further research.
 
Identify gaps or inconsistencies in the existing research and explain how your study intends to address them. 
Research Gap
The existing literature provides mixed findings on the impact of sustainability initiatives on customer purchase decisions. While some studies report positive effects on customer trust and brand image, others suggest that sustainability initiatives may reduce purchase intentions if they are perceived as inconvenient or costly. In addition, most studies were conducted outside the UK and focus on customer perceptions rather than actual purchase decisions.
How This Study Addresses the Gap
This study will examine how McDonald's sustainability initiatives influence customer purchase decisions in the UK, providing updated evidence and addressing the limited UK-based research on this topic.
 
 
5. [bookmark: _Toc168037897]Research Methodology and Design 
 
Research Approach
Quantitative method 
A quantitative approach is appropriate for testing relationships between variables using structured data and statistical analysis (Adams, 2014). 

Research Design
The study will use a descriptive, cross-sectional case study design. Data will be collected from McDonald's customers in the UK at one point in time using a structured questionnaire. A cross-sectional design is appropriate because it allows data to be collected efficiently within the available research period.
  
Data Collection Method: Surveys/Question, secondary data
Primary data will be collected through structured questionnaire The collected data will be analysed using descriptive statistics, including frequencies, percentages and mean scores, and the results will be presented in tables and charts.


Unit of Analysis
In this research focuses on the Individual Customer to measure personal buying choices, awareness and attitudes toward McDonald’s sustainability initiatives.


Philosophical Paradigm
The primary philosophical paradigm for this research is Pragmatism. Pragmatism prioritizes practical outcome and real word answers to help McDonald’s management make data driven business decisions.  McDonald's environmental efforts actually influence sales or if factors like price and convenience remain dominant a pragmatic approach provides the flexibility needed to generate actionable, data-driven insights for executive decision-making.

Data Analysis
This study uses statistical analysis (frequencies, percentages, means, and inferential tests) to analyse quantitative survey responses. These tests will help determine if relationships between customer perception and final purchase decisions are statistically significant.

Logical Reasoning
This project follows deductive reasoning, starting with established frameworks (CSR and Sustainability Backfire theories) to guide survey design and test real-world fast-food consumer behaviour.
 
Sampling Strategy
The study will use non-probability purposive sampling to select Participants who 	are relevant to the research. The participants will be customers who have experience 	purchasing from McDonald's in the UK. This method is suitable because it allows the 	researcher to collect information from people who have direct experience with 		McDonald's product and sustainability initiatives. The selected participants will 		provide useful information about their awareness, opinions, and purchase decisions.
Research Ethics
The research will follow the University's Research Ethics and Integrity Policy 	(	UWTSD, 2025). Participation will be voluntary, informed consent will be obtained 	before completing the questionnaire, and participants' identities will remain 	a	anonymous. All data will be kept confidential and used only for academic purposes. 	Ethical approval will be obtained before data collection begins. 
Reliability and Validity
To ensure reliability, all participants will complete the same structured questionnaire 	under the same conditions. To ensure validity, the questionnaire will be developed 	from previous academic studies and aligned with the research objectives. A pilot test 	will also be conducted to improve the clarity and consistency of the questionnaire 		before the main survey.
 
6. [bookmark: _Toc1803419968]Business Relevance and Practical Implications 
 
This research will help McDonald's understand how its sustainability initiatives influence customer purchase decisions. The findings can help the company improve its sustainability strategies, increase customer satisfaction, and strengthen its brand image.

The findings may recommend that McDonald's:
· Improve communication about its sustainability initiatives; 
· Introduce more environmentally friendly products and packaging; 
· Develop strategies that encourage customers to support sustainable practices.
 
Reflection on how the project contributes to your understanding of applied business research.
This research will improve my understanding of applied business research by showing how research can be used to solve real business problems and support better decision-making. It will also help me develop skills in collecting, analysing, and interpreting business data.
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