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[bookmark: _Toc213190061]1. Introduction
Sustainability marketing is now considered part of any business strategy, as consumers are demanding that businesses behave ethically. Environmental and social activities are no longer one-sided policies to influence consumer confidence and buying behaviour on global brands. A good example is IKEA UK, which has integrated sustainability into its operations and marketing. IKEA (2024) says that it produces more than 60% of its products with renewable or recycled materials. This is indicative of a strong belief in the sustainable values and makes IKEA one of the leaders in the UK retail market.
The current customers are more concerned about transparency, responsibility and ethical sourcing. According to a recent study conducted by Deloitte (2024), over 45% of consumers in the UK will buy brands that are sustainable, irrespective of the price of the product. This consumer behaviour makes sustainability the centre of brand name, loyalty, as well as value perception. IKEA has reacted by campaigning and encouraging environmental responsibility at affordable and attractive prices.
Regarding the effect of IKEA's sustainability on consumer perception, it is not evident in the context of the UK despite its publicity. Very little is known about the way British consumers perceive these sustainability messages. This paper will attempt to address that gap by examining the impact of sustainability marketing provided by IKEA UK on consumer perception, trust, brand loyalty, and purchasing decisions.
Aim:
The study aims to evaluate the impact of sustainability marketing on consumer perception at IKEA UK.
Objectives:
· To examine the sustainability marketing strategies of IKEA UK and consider its effectiveness.
· To assess the sustainability communication challenges and opportunities for IKEA UK.
· To evaluate the impact of these strategies on consumer perception and purchase attitude.
Research Questions:
· What is the impact of IKEA's sustainability campaigns on consumer perception in the UK?
· What are the challenges to the effectiveness of sustainability communication at IKEA in the UK market?
· To investigate the role of corporate social responsibility in sustainability marketing in IKEA?
[bookmark: _Toc213190062]2. Literature Review
[bookmark: _Toc213190063]2.1 Introduction
Sustainability marketing is now an essential element of business strategy. Businesses are currently striving to link the environment, ethical responsibility and consumer satisfaction and long-term development. Peattie and Belz (2010) describe sustainability marketing as the ability to satisfy current needs without damaging future generations. This conception transcends profit to responsibility, transparency and trust. IKEA is among the most well-known companies in the UK, which applies the concept of sustainability to all its marketing and activity aspects. Key theories and studies on sustainability marketing, consumer perception, and the IKEA approach in the UK market are reviewed in the following sections.
[bookmark: _Toc213190064]2.2 The Concept of Sustainability Marketing
Sustainability marketing is the linkage between the success of a business and the concern about society and the environment. The main concept is the Triple Bottom Line model of Elkington (1997), which is people, planet, profit. It transformed marketing that was purely profit-based to value-based. According to Peattie and Belz (2010), marketing must promote the products that are not only of benefit to the consumer but also to the planet. This comprises responsible sourcing, fair trade, and eco-design.
According to recent researchers like A. Anuradha et al. (2023), sustainability marketing should demonstrate real initiatives, rather than make claims. Consumers are now demanding tangible evidence of social and environmental performance (Catlin, Luchs and Phipps, 2017). By making excessive claims, companies risk being perceived as greenwashing, and their reputation and trust are harmed. Ferguson and Scholder Ellen (2023) note that this is because effective communications make consumers trust the ethics of the brand.
Sustainability marketing also helps to fulfil the UN Sustainable Development Goals (SDGs), in particular Goal 12 (Responsible Consumption) and Goal 13 (Climate Action). IKEA conforms to these objectives by investing in renewable materials, a circular design, and affordable green solutions (IKEA, 2024). Sustainability marketing is therefore more than a moral concept, but also a powerful business concept.
[bookmark: _Toc213190065]2.3 Theoretical Foundations
The contribution of sustainability in marketing can be explained through a number of theories. According to the Triple Bottom Line theory by Elkington (1997), companies have to focus on the economic, social, and environmental objectives. The Green Marketing model by Ternyik (2024) is based on the role of sustainability in the marketing mix, that is, product, price, place, and promotion. Using eco-design and fair pricing, and ethical advertising, companies generate long-term value.
One more significant theory is the Perceived Consumer Effectiveness (PCE) developed by Kaufmann et al. (2012). It indicates that when consumers have an opinion that their consumption will actually impact the environment, they are likely to purchase sustainable products. This theory links the individual culpability to market conduct. Thus, successful sustainability marketing should help consumers believe that their decisions are not meaningless.
[bookmark: _Toc213190066]2.4 Consumer Perception and Behaviour
Sustainability messages are perceived by consumers depending on their perception. According to Camilleri et al. (2023), consumers put more trust in companies that can explain sustainability. But when the messages are unclear or inconsistent, then scepticism comes up (Bae, 2019). Credibility and transparency are thus the keys to success. Yang and Battocchio (2021) demonstrate that perceived fairness and authenticity of the brand are higher with clear pricing and open communication.
Olbermann, Mayer and Schramm (2024) also add that emotional involvement reinforces the impact of sustainability messages. Consumers respond positively in a manner that they feel that the values of the business are similar to their own. Deloitte (2024) in the UK reported that 45% of consumers purchase sustainable brands when they are more expensive, indicating that the moral value currently drives the purchase.
Theocharis and Tsekouropoulos (2025) stated that Sustainability is also perceived differently by different generations. Generation Z consumers (younger consumers) put the morality of consumption and social mission first. Sustainability marketing needs to create a balance between emotions and affordability, as older customers might prioritise usefulness and cost considerations (Rastogi, Agarwal and Gopal, 2024). In general, there is a positive perception and loyalty created by authenticity, clear communication, and consumer empowerment.
[bookmark: _Toc213190067]2.5 Sustainability Marketing of IKEA UK
The marketing model of IKEA provides a good example of how sustainability can be used to build brand image as well as consumer trust. IKEA (2024) states that more than 60% of its products are recycled or made of renewable materials. Its global vision is the People and Planet Positive, whose vision is to ensure that sustainable living is affordable to all. According to Mahalakshmi et al. (2024), the campaigns undertaken by IKEA, like Buy Back Friday and The Wonderful Everyday, can be defined as creative approaches that connect sustainability to everyday life.
Cura (2024) found that the strategy of IKEA is spread through the value chain- sustainable sourcing, using renewable energy, and waste reduction. It even informs consumers about recycling and saving energy at home (Abdulaziz Al Shuwaler et al., 2020). IKEA makes sustainability affordable to everyone by integrating environmental sustainability and responsiveness.
Nonetheless, there are still certain difficulties. Despite the international recognition of IKEA in terms of sustainability, not much is known about perceptions of UK consumers concerning the local campaigns of the company (Al-zoubi, Al-Talib and Saad, 2023). There are variations in perception between cultures and regions that may impact the reception and credibility of sustainability messages. It is this gap that warrants an additional study of the communication at IKEA UK and how it affects consumer attitudes.
[bookmark: _Toc213190068]2.6 Communication problems and opportunities
Sustainability communication should be a compromise between honesty and persuasion. According to Kim et al. (2022), authenticity fosters long-term relationships, whereas exaggeration ruins credibility. According to Paulo and Bogas (2019), clear and verifiable data should be utilised by the brands as opposed to slogans of emotions. The opportunity for IKEA is to continue open storytelling, which links sustainability with the daily gains (savings, comfort, and design quality).
Digital marketing and social media have also increased the capacity of IKEA to communicate directly to consumers on sustainability messages. Engagement is enhanced by visual storytelling and customer participation campaigns (Huang, Li and Yao, 2023). Nevertheless, big companies continue to be criticised for producing or having overcomplicated supply chains, and this may cast doubt as to their real sustainability. To address them, brands such as IKEA have to keep on improving and communicating the progress in a transparent and accessible language.
[bookmark: _Toc213190069]2.7 Research Gaps
Despite the abundance of research on sustainability marketing in the global context, not a lot has been done on IKEA operations in the UK. The current literature (Mahalakshmi et al., 2024; Peattie and Belz, 2010) emphasises the general principles of sustainability without focusing on a local consumer perception analysis. The relationship between communication style, brand authenticity, and perceived effectiveness on building trust and loyalty in the British retail environment is also not well evidenced. The proposed research will help address this gap by assessing the relationship between sustainability marketing by IKEA and UK consumer perception and behaviour.
[bookmark: _Toc213190070]2.8 Summary
To conclude, sustainability marketing is now a viable competitive instrument towards the development of trust, loyalty and competitiveness over time. These theories include the Triple Bottom Line, Green Marketing, and PCE theories, which describe the role of environmental and ethical values on consumer behaviour. In the case of IKEA UK, sustainability is part of its brand and customer relationship. Nonetheless, further studies are needed to comprehend the meaning of sustainability communication to British customers by the IKEA brand and what this meaning has on the loyalty and purchase intention.
[bookmark: _Toc213190071]3. Methodology
[bookmark: _Toc213190072]3.1 Introduction
This chapter will discuss the design, strategy and ethical basis of the proposed dissertation research. The study will be conducted in accordance with the Research Onion by Saunders, Lewis and Thornhill (2019) to provide its structure and logic. It will justify every Onion layer, such as philosophy, approach, strategy, data collection and data analysis.
[bookmark: _Toc213190073]3.2 Research Philosophy
An interpretivist philosophy will be used in the study, and it will enable analysis of subjective meanings and experiences of an individual in context. The approach will be interpretivism since the study will examine the perceptions of customers towards the sustainability communication by IKEA UK (Bryman and Bell, 2015). It will enable the researcher to research brand trust and loyalty not in statistical terms but from a consumer perspective.
A positivist philosophy will not be chosen, in its turn, since it considers only measurable and objective data. The pragmatist approach will be avoided as well, as this study will not be based on practical results or mixed methods. Interpretivism will aid in examining how sustainability messages influence consumer emotions, trust and decisions.
[bookmark: _Toc213190074]3.3 Research Approach
The study will be inductive, wherein theories will be developed by the data, as opposed to being previously tested. This will enable the research to reach new revelations through qualitative secondary data sources (Sanders, Cogin and Bainbridge, 2014).
The researcher will not adopt a deductive approach, as this would entail some hypothetically predetermined tests that will be carried out through numerical information. Rather, the inductive reasoning will facilitate the adaptable exploration of the marketing impact of IKEA UK without constraining the analysis with the variables.
[bookmark: _Toc213190075]3.4 Research Strategy and Methodological Choice
The research will use a case study approach, which will target the example of IKEA UK as an example of a retailer with a sustainable approach. Such an approach will enable a detailed study of its sustainability marketing in a business environment (Saunders, Lewis and Thornhill, 2023).
A qualitative design that will also be used in the study is a mono-method design in which secondary qualitative sources will be analysed. This will prevent the complexity of mixed methods research and will suit the interpretivist and inductive design. The selected approach will assist in the contextual and fine-grained analysis of consumer responses to the ethical marketing of IKEA.
[bookmark: _Toc213190076]3.5 Data Collection
The study will gather secondary information comprising scholarly books, sustainability reports, and market intelligence websites (Bryman and Bell, 2015). They will consist of reputable sources such as Statista, Mintel, Deloitte and official sustainability reports of IKEA UK.
To choose these sources, the researcher will use three principal criteria: relevance, recency (2018-2025), and credibility (Yin, 2018). Every source will be a peer-reviewed journal or a professional and corporate report. There will be no primary research done, and no human subjects involved.
[bookmark: _Toc213190077]3.6 Time Horizon
The research will pursue the cross-sectional time frame, according to which data will be gathered at a single time. The methodology will assist the researcher in investigating the existing situation of sustainability marketing and its influence on the UK consumer perception.
[bookmark: _Toc213190078]3.7 Data Analysis
The study will employ thematic analysis in the extraction of the patterns and themes in the chosen secondary sources. It will be based on the six steps of familiarisation, coding, theme development, review, definition, and reporting by Braun and Clarke (2013).
Such themes will be brand trust, authenticity, emotional connection, transparency, and consumer loyalty. The analysis will enable the researcher to examine the effects of the sustainability efforts by IKEA on consumer attitudes and behaviours.
[bookmark: _Toc213190079]3.8 Ethical Considerations
Even though the research will not touch on any participants, ethical standards will be addressed strictly as well. The researcher will also utilise only the publicly accessible and credited data to ensure scholarly integrity (Sanders, Cogin and Bainbridge, 2014).
This will be done by citing all the references in the Harvard format to prevent plagiarism or misuse of the reference. The research will also be conducted according to the university's ethical research and transparency of data transparency.
[bookmark: _Toc213190080]3.9 Summary
The chapter has presented the research methodology based on the Research Onion framework by Saunders, Lewis and Thornhill (2019). The research will utilise the interpretivist philosophy and inductive approach using a case study approach. Thematic analysis of qualitative secondary data will be used to understand the relationship between the sustainability marketing of IKEA UK and consumer perception and trust. The study will be ethical and clear in terms of methodology.
[bookmark: _Toc213190081]4. Expected Findings
This study will indicate that IKEA UK's sustainability marketing produces a positive consumer perception. It is expected that customers will consider IKEA as a trustworthy and responsible brand. Such perceptions will be based on the visible activities of the company in terms of using renewable energy, circular design, and the reduction of waste. Constant environmental activities will result in consumers showing greater trust and satisfaction. Clear communication could also result in an increase in the purchase intention towards sustainable products. The brand image of IKEA will probably gain popularity, being considered ethical, innovative, and future-directed. These results will be consistent with the theory of Green Marketing and Corporate Social Responsibility (CSR) because it is hypothesised that perceived authenticity enhances loyalty and emotional attachment. The research can also indicate that sustainability is not only ethical but also a competitive advantage that enhances brand equity and consumer involvement in the UK market.
[bookmark: _Toc213190082]5. Limitations
The study will be based entirely on the secondary data, and it will not be possible to control the level of depth and accuracy. The dynamic nature of the market can lead to a mismatch between the published results and the existing consumer attitudes. The little access to the IKEA internal marketing data can minimise contextual knowledge. Past studies can also contain some bias that influences objectivity. Those issues will be minimised, however, by proper source triangulation and critical assessment. Even with these limitations, the research is still valid, credible and practical in the context of knowing the effects of sustainability marketing.
[bookmark: _Toc213190083]6. Timeframe 
The research will take a total of 12 weeks, with an orderly schedule in terms of clarity and consistency.
	Task
	Week 1–2
	3–4
	5–6
	7–8
	9–10
	11–12

	Topic selection & preliminary reading
	✔
	
	
	
	
	

	Literature review & synthesis
	
	✔
	✔
	
	
	

	Methodology planning
	
	
	✔
	
	
	

	Data collection (secondary sources)
	
	
	✔
	✔
	
	

	Data analysis & interpretation
	
	
	
	✔
	✔
	

	Draft writing
	
	
	
	
	✔
	

	Proofreading & submission
	
	
	
	
	
	✔


[bookmark: _Toc213190084]7. Conclusion
This dissertation proposal will be critical of the role of sustainability marketing in influencing consumer perception at IKEA UK. It will examine the connection between brand communication, authenticity and customer loyalty. A concise, secondary qualitative research design is employed to provide credibility and feasibility in the study. The results are believed to contribute to the knowledge base and assist the companies in developing ethical and competitive marketing approaches in a constantly sustainability-oriented market.
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