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[bookmark: _Toc237964726]Chapter 1: Introduction 
[bookmark: _Toc237964727]1.1 Background of the Study
Consumption and production of sustainable products are one of the most important issues for businesses and consumers around the globe (Parsons et al., 2023). Environmental issues, climate change, pollution, overconsumption of resources, and waste have given a push to governments, organisations, and consumers to become more environmentally responsible. In the United Kingdom (UK), sustainability is now a key component of business strategy, driven by consumer expectations that businesses should be sustainable and act ethically. Therefore, companies have adopted sustainable marketing strategies as part of their business to meet their customers' evolving needs and stay competitive. 
Sustainable marketing is the marketing of products and services that meet the needs of consumers without sacrificing environmental and social resources for the future (Reddy et al., 2023). Sustainable marketing is an approach that tries to balance economic success with environmental protection and social responsibility, unlike traditional marketing, which is mainly about sales and profits. Many UK organisations have implemented programs and improvements, like Tesco, Marks & Spencer, Unilever UK, and IKEA UK, to name a few, with packaging that can be reused, a carbon reduction program, ethical sourcing, fair-trade products, and environmentally friendly production methods. These are not only to lessen the impact on the environment but also to boost brand reputation and consumer trust.
Consumer attitudes are a key component in the success or failure of sustainable marketing strategies (Mansour et al., 2024). Attitude is a person's general appraisal, beliefs, feelings, and behavioural intentions regarding a product, service or organisational practice. Positive consumer attitudes towards sustainability can help to promote sustainable consumption by leading to the adoption of environmentally friendly products and supporting truly sustainable business practices. Even though people have embraced the concept of sustainability and have been made aware of it, there is still a need to consider convenience, cost and quality of the product before sustainability. One of the biggest challenges for marketers is still the disconnect between positive attitudes and actual purchasing behaviour.
The UK offers a useful context for this study into sustainable marketing, as several environmental policies have been implemented that require businesses to take measures to reduce their carbon footprint and increase their level of sustainability. Meanwhile, consumers are also better informed via social media, environmental campaigns, and greater access to information about climate change and ethical consumption (Prathapkumar, KS and HN, 2024). However, there has been a decline in consumer trust in some sustainability claims due to issues with ‘greenwashing', or overstating or misstating environmental benefits. Knowledge of consumer attitudes towards sustainable marketing practices has become more of a focus for academics and practitioners.
[bookmark: _Toc237964728]1.2 Research Aim
· To explore consumer attitudes towards sustainable marketing practices in the United Kingdom using a qualitative research approach.
[bookmark: _Toc237964729]1.3 Research Objectives
The study will have the following objectives to accomplish the research aim:
· To investigate the attitude of British consumers towards sustainable marketing.
· To find out what factors affect consumers' attitudes towards sustainable marketing.
· To understand the impact of sustainable marketing on consumer trust and consumer buying behaviour.
· To explore consumers' perception of greenwashing and corporate sustainability claims.
· To offer suggestions for any organisation wanting to increase the effectiveness of their sustainable marketing strategies.
These objectives serve as a framework for the literature review, research methodology, data collection, data analysis, and conclusions for the dissertation.
[bookmark: _Toc237964730]1.4 Research Questions
· What are consumers' attitudes towards sustainable marketing, and how are they affected?
· What is the impact of sustainable marketing on consumer buying?
· How is the consumer's trust reflected in the responses to sustainable marketing?
· What is consumers' perception of greenwashing in sustainable marketing campaigns?
· What are some recommendations to make sustainable marketing more effective in the UK?
These research questions can be directly connected with the research objectives and will support the qualitative interviews and thematic analysis to be conducted in the study.
[bookmark: _Toc237964731]1.5 Importance and Rationale of the Study
This study is significant because it provides insight into the changing dynamics of sustainability and consumer behaviour in the UK market. Sustainability programs are being put in place by businesses that are significant in terms of investments in money and/or organisation, but their impact will be very dependent on acceptance and trust from the consumers (Gallan et al., 2024). Thus, an understanding of consumer attitudes can be of great use in the understanding of ways of designing and communicating sustainable marketing strategies.
Academically, this research will be a part of an increasing body of literature on sustainable marketing and consumer behaviour, using a qualitative approach. Quantitative researches offer statistical evidence of what consumers intend to do; qualitative research gives researchers a deeper understanding of consumers' beliefs, experiences, feelings and perceptions (Rozenkowska, 2023). This enables us to understand why consumers accept or reject sustainable marketing efforts and how they interpret company communication about sustainability.
In a managerial context, the results will aid the marketing manager in comprehending what drives consumers to choose sustainable products and brands or the factors that deter them from selecting sustainable products and brands. Haryaman and Amrita (2025): Companies will get to create more transparent marketing communications, be able to bolster their environmental credibility and lower consumer scepticism about greenwashing. The study could also help companies to improve their customer relationships by really implementing sustainable processes, not only for promotional purposes.
[bookmark: _Toc237964732]1.6 Chapter Summary
In this introductory chapter, the background of sustainable marketing and its increasing importance in the UK business context have been reviewed and explained. It stated the goal of the research, the objectives of the research and questions to help guide the research. The chapter also touched on the significance and the rationale behind the study of consumers' attitudes toward sustainable marketing practices in a qualitative study. The following chapter will critically analyse the research from the literature to provide the conceptual basis for the research, which is sustainable marketing, attitudes of consumers, green consumer behaviour, trust and a the theoretical framework.
[bookmark: _Toc237964733]Chapter 2: Literature Review 
[bookmark: _Toc237964734]2.1 Introduction 
The chapter reviews the literature critically and provides a theoretical underpinning for this research. A literature review is a crucial component as it entails an analysis of past studies in the field, pinpoints relevant concepts and theories, and provides insight into the areas of the literature that need to be explored. With sustainability emerging as a strategic concern for organisations around the world, consumers' perceptions and reactions to environmental marketing have been a subject of study. The UK is seeing businesses take steps to be more environmentally friendly by implementing sustainable practices like ethical sourcing, recyclable packaging, carbon reduction and clear supply chains, all of which help to meet the increasing expectations of consumers and adhere to environmental standards. Even though awareness of sustainability is growing, consumer responses to sustainability are inconsistent, meaning there is a disconnect between positive attitudes towards sustainability and purchasing behaviour.
This chapter is organised into four thematic areas. The first theme explores sustainable marketing, its concept and development. The second is about the attitude of consumers towards sustainability and environmentally responsible consumption. The third speaks about the factors that affect consumer attitudes, such as environmental awareness, price sensitivity, product quality, social influence and demographic factors. The fourth theme summarises the concepts of consumer trust and greenwashing and how these influence sustainable purchasing. 
[bookmark: _Toc237964735]2.2 Theme 1: Sustainable Marketing Practices 
Sustainable marketing is a big business strategy that has grown as a result of rising interest in the environment, shifting consumer expectations, and tougher government regulations. The emphasis of sustainable marketing is not just on maximising sales and profitability, but on building value for consumers, organisations, society and the environment in the long term. Sustainable marketing means creating, promoting, pricing and distributing products in a way that meets consumer needs while maintaining natural resources and providing benefits to future generations (Mansour et al., 2025). This is a sustainable development strategy that takes into account environmental protection, social responsibility, and economic growth.
The concept of ‘sustainable marketing' has undergone substantial changes in the last 30 years. The initial research was primarily concerned with green marketing, where research and practice focused on the promotion of green products and pollution abatement. But scholars state that green marketing is not only part of sustainability, as it focuses mainly on environmental concerns.  Propose that sustainable marketing is more comprehensive than green marketing because it incorporates the environmental, social and economic aspects of marketing in the organisation's marketing strategies. A broader approach prompts businesses to think about ethical sourcing, employee wellness, waste reduction, community involvement, and responsible production in addition to protecting the environment. 
In the UK, a growing number of companies are adopting sustainable marketing as part of their business models to cater to consumers' demand for ethical products and services. They have introduced several strategies, including Tesco's recyclable packaging project, Marks & Spencer's carbon emission reduction project, IKEA's Responsible Sourcing scheme and IKEA's plastic waste reduction initiative. To enhance consumers' trust and corporate reputation, these companies are more and more promoting the achievements of their sustainability by publishing annual sustainability reports, running advertising campaigns and using eco-labels. These efforts highlight that sustainability has become a key driver of competitive advantage in today's competitive landscape. (KUZMAK, 2023)
There are several benefits of sustainable marketing for organisations, as revealed in previous studies. Explain that firms that implement sustainable marketing strategies can benefit from better brand image, better customer loyalty, better corporate image, and higher long-term profitability. Indicate that there has been a shift in consumer expectations towards businesses that are truly dedicated to environmental and social responsibility, especially among younger generations who are more conscious of climate change and ethical buying. Therefore, those organisations that invest in sustainable marketing can gain better customer relationships and competitive advantages in the market (Agu et al., 2024).
[bookmark: _Toc237964736]2.3 Theme 2: Consumer Attitudes Towards Sustainable Marketing  
Consumer attitudes towards sustainable marketing have gained a lot of academic interest due to the importance of their role in shaping consumer purchasing behaviours and the success of sustainable business strategies. Stadlthanner et al. (2022) define consumer attitude as an individual's positive or negative evaluation, beliefs, emotions, and behavioural intentions towards a product, service, or organisational practice. From a Sustainable Marketing point of view, the attitudes of consumers explain whether or not they will back businesses that act in a responsible and ethical way towards the environment. Environmental issues are increasingly being raised around the world, and the positive attitude of consumers is one of the means by which organisations are able to increase the use of sustainable products and services.
Theory of Planned Behaviour (TPB) suggests that one of the strongest predictors of behavioural intention is Attitude. Positive attitudes are more likely to be formed when consumers become aware of environmental problems, feel that there are benefits in the product and that their own buying actions can help to protect the environment (Gidaković et al., 2024). While behavioural intentions often migrate to purchasing behaviour, factors outside of the consumers' preferences, like affordability, product availability and convenience, can impede the conversion.
The last few years have shown that UK consumers are becoming increasingly aware of sustainability issues because of climate change, plastic pollution, biodiversity loss and the initiatives of the government to promote sustainability. Consumers' inclination to think about environmental and ethical issues when purchasing has risen in the last few decades compared to past decades (Kumar et al., 2024). As a consequence of this increasing awareness, organisations have been investing in sustainable marketing activities like packaging made from recyclable materials, ethically sourced materials, minimising carbon emissions and environmentally friendly manufacturing methods. Consumers are now far more demanding of organisations' true dedication to sustainability than to just passing on green messages for marketing purposes.
Despite increasing awareness of the environment, researchers have been able to consistently find a disconnect between what consumers say they want to buy and what they actually do. The attitude-behaviour gap is a common term to describe this phenomenon. While consumers are often concerned about environmental sustainability, they often make decisions based on factors such as price, convenience, brand recognition, and product quality (Hossen et al., 2024). Similar results were obtained, which showed that environmental concern is not enough to ensure sustainable consumption because consumers consider other factors when making choices. The results of these studies indicate that positive attitudes towards sustainability do not always lead to environmentally responsible actions. It is also argued that the attitudes of consumers towards sustainable marketing are influenced by demographic characteristics. 
[bookmark: _Toc237964737]2.4 Theme 3: Factors Influencing Consumer Attitudes Towards Sustainable Marketing
Consumer attitudes towards sustainable marketing exist in the context of many psychological, social, economic and environmental factors (Kuria, 2024). While consumers are increasingly aware of environmental sustainability, several interrelated factors can influence consumer purchase decisions, rather than solely environmental ones. Organisations need to be aware of these factors to develop sustainable marketing strategies that can help consumers be environmentally responsible. Environmental knowledge, price sensitivity, product quality, social influence, corporate transparency and demographic characteristics have been suggested as the most important factors affecting consumer attitudes toward sustainable marketing based on previous studies.
Environmental awareness and knowledge are among the most influential factors of consumer attitudes. Environmental awareness is consumers' awareness of environmental matters like climate change, pollution, biodiversity loss and resource depletion (Iftikhar, Asghar and Khan, 2022), and consumers with higher environmental awareness tend to be more aware of the importance of sustainable consumption and more positive about their attitudes towards environmentally responsible products. Greater awareness allows consumers to consider the environmental impacts of their choices, and they are more likely to support organisations that are truly committed to sustainability. Make a case for the benefits of improving the willingness to buy sustainable goods through education and access to environmental information. However, while awareness can be associated with sustainable purchasing behaviour, it is not always enough, and this is because knowledge should come alongside practical incentives and product options, say Jiménez Romanillos, Williams and Wever (2024).
One other key factor is sensitivity to the price. Consumers often have favourable perceptions of “green” products, but are not willing to pay more for sustainable products. Sustainable products may require more investment in production, but it is often the ethical sourcing, environmentally friendly materials and responsible manufacturing processes that make the difference. These extra expenses are then passed on to consumers in the price of their products. According to Lopes, Pinho and Gomes (2024), consumers care about sustainability, but price is still a key criterion in their buying decisions. This discovery backs the widely recognised attitude-behaviour distinction that the inclination to buy isn't aligned with conservation actions due to financial factors. In addition, although consumers may have positive attitudes toward sustainability, lower-income consumers may be more interested in affordability than sustainability. Hence, the need to manage initiatives towards sustainability alongside competitive pricing in order to promote its use by consumers.
The quality and value of the product are also critical factors affecting consumer attitudes. According to Kharabsheh (2024), consumers are typically more demanding regarding the quality, functionality, durability, and performance of sustainable products compared to conventional products. However, if the environmentally friendly product doesn't deliver the quality or convenience the consumer expects, then there is a good chance that consumer purchasing will not be driven by sustainability. Suggest that consumers today are not only considering the environmental impact of the products they buy, but also their value. Emphasise that organisations need to combine product innovation and sustainability to make sure that green products are still competitive in terms of quality, design and customer satisfaction. So to be successful in sustainable marketing, organisations need to provide environmental value and good product performance.
Social and cultural is another important consumer attitude determinant. Family members, friends, colleagues and larger social networks can often influence consumer behaviour. (Gerlich, 2023) When sustainability is valued in society, social norms can shape people's perceptions of acceptable and desirable consumption behaviours and thus help motivate consumers to become more sustainable. Social media, influencer marketing, electronic word of mouth, and online reviews have also reinforced social influence due to the quick development of digital communication. The positive recommendations from trusted people or communities on social media can have a major impact on consumers' confidence in sustainable brands, whereas the negative publicity about companies' unethical conduct can leave a long-lasting impact on the company's reputation. Thus, organisations are more and more leveraging social media to share sustainability efforts and involve consumers in environmental campaigns.
[bookmark: _Toc237964738]2.5 Theme 4: Greenwashing and Consumer Trust  
To be successful, sustainable marketing practices are increasingly dependent on consumer trust. Consumers are growing increasingly aware of the importance of communication about the sustainability performance of organisations, which are increasingly encouraging their environmental and social efforts. Organisations are increasingly communicating their environmental and social efforts through their marketing and communication messages, and consumers are increasingly asking for transparency and honesty in this area. According to Friberg Jonsson, Barrklint and Åkerberg (2023), the development of trust occurs when consumers trust that environmental claims made by a company are sincere, believable and backed by actions on the part of the company, not just marketing exaggeration. But the increasing trend of greenwashing has caused concern about the validity of corporate sustainability messaging and has had a significant impact on consumer perceptions of sustainable marketing.
Greenwashing is the misleading, exaggerated or inaccurate environmental claims by organisations to convey the impression that they are greener than they are in reality. Describe greenwashing and the difference between what a company does and what it says about its environment. In the current sustainability focus as a competitive strategy, some organisations have concentrated on putting out messages of sustainability rather than taking action to implement sustainability initiatives. As a result, there is growing consumer doubt about corporate commitments to the environment.
Research by Ioannou, Kassinis and Papagiannakis (2023) has shown that greenwashing has adverse effects on consumer trust and consumer behaviour. The use of misleading sustainability claims leads to the creation of consumer confusion, a sense of risk and scepticism, which can ultimately diminish consumer willingness to buy products with a claimed sustainable identity. If consumers find that their trust in an organisation's environmental claims is misplaced, this can lead to a general distrust of sustainable marketing. If consumers develop a lack of trust in an organisation's environmental claims, it can also lead them to lose trust in sustainable marketing in general. This loss of confidence can hurt brand reputation, hurt customer loyalty and cause consumers to stop supporting authentic sustainable businesses. Consumers are sceptical of companies, and researchers say transparency is a key to combating distrust. Clear and accurate communication means sharing of reliable, traceable data on sourcing, carbon footprints, manufacturing processes, waste management and environmental goals. 
[bookmark: _Toc237964739]2.6 Theoretical Framework 
2.6.1 Theory of Planned Behaviour (TPB) – Ajzen (1991) 
The Theory of Planned Behaviour (TPB) of Ajzen (1991) is one of the most popular theories used for consumer behaviour and intentions to make a purchase. According to the theory, attitudes and subjective norms, as well as perceived behavioural control, are the three main factors affecting an individual's behaviour. Attitude is a person's positive or negative judgement of the behaviour, and subjective norms indicate the impact of family, friends and society on the choice of the behaviour. Perceived behavioural control is defined as the belief on the part of the individual that they can undertake the behaviour, which may rely on the affordability, availability and convenience (von der Assen and Schellhaas, 2025). Considering sustainable marketing, TPB indicates that individuals who are favourably oriented to environmentally friendly products, have social support for sustainable consumption, and feel confident of their sustainable purchase capability are more likely to form favourable intentions to purchase. 
2.6.2 Value-Belief-Norm (VBN) Theory – Stern (2000) 
The Value-Belief-Norm (VBN) theory of Stern (2000) describes environmentally responsible behaviour in terms of values, beliefs about the environment and moral norms. The theory suggests that those with high environmental values are more likely to form beliefs about the conservation of natural resources and minimising environmental harm. These beliefs lead to personal norms, or feelings of moral responsibility, that in turn inspire pro-environmental behaviour. The VBN Theory differs from the Theory of Planned Behaviour in that it deals with the ethical and moral motivators behind sustainable consumption rather than behavioural intentions. In the context of sustainable marketing, consumers who place high importance on the environment are more inclined to patronise companies that implement a policy of ethical sourcing, use recyclable packaging, practice carbon reduction, and so on. 
2.6.3 Stakeholder Theory Freeman (1984) 
The theory of Stakeholder Theory was propounded by Freeman (1984), which states that the organisation should create value for all the stakeholders and not just shareholders. Stakeholders include customers, employees, suppliers, governments, local communities, investors and the natural environment. The theory applies to the idea that business sustainability is achieved when the different interest groups are considered responsibly and ethically (Adewole, 2024). Organisations are expected to create products and marketing strategies that will meet the needs of consumers and reduce environmental impact, and at the same time help make a positive contribution to society, in relation to sustainable marketing. A business's ethical and transparent practices and commitments to fair labour relations and sustainability will bolster consumer confidence and enhance corporate image. 
[bookmark: _Toc237964740]2.7 Research Gap and Conceptual Framework  
This review of the literature shows that while the relationship between sustainable marketing and sustainable consumer behaviour has been well studied, there are gaps in the literature. The majority of the studies have been conducted quantitatively and have relied on surveys to assess consumers' purchase intentions and their attitudes towards the environment (De Oliveira Lima et al. 2024). Although these studies offer useful statistical data, they lack the degree of depth required to identify the underlying attitudes, perceptions and experiences of consumers in relation to sustainable marketing. Moreover, there is a small number of studies that explicitly focus on UK consumers' perceptions of corporate sustainability efforts, perceptions of greenwashing and trust-building in sustainability claims qualitatively. In this study, this is addressed by exploring the attitudes of UK consumers towards sustainable marketing practices in a more in-depth qualitative research study to gain deeper insight into the factors impacting their attitude towards sustainable marketing and their purchasing decisions.
Conceptual Framework
[image: ]
As shown in the conceptual framework, sustainable marketing practices can affect consumer attitudes through various marketing factors such as environmental awareness, price sensitivity, product quality, social influence, corporate transparency and the perception of greenwashing. Overall attitude towards sustainable marketing is determined by consumer trust, and this consequently affects the consumers' sustainable purchasing behaviour. This framework will be used as the basis for the qualitative investigation that will be done during this dissertation.
[bookmark: _Toc237964741]2.8 Chapter Summary 
This chapter did a critical review of the literature related to the attitudes of consumers to sustainable marketing in the UK. It explored the meaning and development of sustainable marketing, consumer perceptions of sustainable marketing, factors influencing consumer purchasing and the role of greenwashing in consumer scepticism. The chapter also talks about three theories that were used for conceptualising this study, namely the Theory of Planned Behaviour (TPB), the Value-Belief-Norm (VBN) Theory, and the Stakeholder Theory. In addition, the gap in the literature revealed the under-researched area of qualitative methods to investigate UK consumers' perception of sustainable marketing. The conceptual framework was derived from these findings, which guided the research. The methodology of the research is discussed in the following chapter, where the research philosophy adopted, the research approach, the research design, research methods of data collection, sampling, ethical issues, and data analysis techniques are explained. 


[bookmark: _Toc237964742]Chapter 3: Research Methodology 
[bookmark: _Toc237964743]3.1 Introduction 
The methodology undertaken for the research into the attitudes of consumers towards sustainable marketing practices in the United Kingdom (UK) is outlined in this chapter. The methodology is used to explain the process of research and to justify the method used in this research for fulfilling the aim and objectives of research stated in Chapter 1. Research methodology offers a systematic and logical approach that facilitates the collection, analysis and interpretation of data and ensures the reliability and credibility of the results, as well as their academic rigour.  
[bookmark: _Toc237964744]3.2 Research Philosophy
Research philosophy is the set of beliefs, assumptions and principles that shape the nature of the development, interpretation and application of knowledge in the process of research (Tronvoll and Edvardsson, 2024). The choice of an appropriate research philosophy is an important phase in research as it influences the research design, data collection methods, analysis procedures and interpretation of findings. In business and management research, four stated research philosophies are widely accepted, each with different views on knowledge production: positivism, interpretivism, realism and pragmatism. 
The research is interpretivist since it seeks to understand consumer perception and interpretation of sustainable marketing practices, instead of using statistical techniques to measure consumer behaviour. According to interpretivism, reality is socially constructed, and people have different understandings due to their experiences, beliefs, values and cultural backgrounds. The qualitative nature of this dissertation also meshes well with the interpretivist philosophy (Hackley, 2024). Qualitative research aims to gain insight into meanings, experiences and perceptions rather than numerical measurements. Since the study is based on published qualitative and mixed-method journal articles, the researcher attempts to infer from the evidence in the articles to determine the common themes that exist regarding sustainable marketing in the UK.   
[bookmark: _Toc237964745]3.3 Research Approach 
The research approach is used to explain how existing theory is related to the research process. It provides a logical framework for developing knowledge and analysing evidence. State that the two main research strategies that are used in academic research are deductive and inductive approaches (Voola et al., 2022). In deductive research, one starts with a theory and/or hypothesis that can be tested by empirical data, while in inductive research, one constructs a general understanding through identifying patterns and themes arising from observations and/or evidence gathered.
This is an inductive research approach because this study aims to explore the available evidence in relation to consumer attitudes towards sustainable marketing instead of testing pre-established hypotheses. The researcher reviewed related published journal articles to determine the common themes of each of the five concepts: environmental awareness, sustainable purchasing behaviour, consumer trust, greenwashing and ethical consumption. The research brings together and summarises the results of the studies conducted before to build an overall picture of attitudes of consumers towards sustainable marketing practices in the UK.
The inductive approach is a particularly suitable method for qualitative research because, by allowing conclusions to be drawn from the evidence, it does not seek to support prior theoretical assumptions (Rose, Spinks and Canhoto, 2023). This versatility allows the researcher to compare and contrast results from various studies, to find similarities and differences, and to draw meaningful conclusions from the chosen literature. 
[bookmark: _Toc237964746]3.4 Research Design 
The research design is the overall plan followed to gather, structure, analyse and interpret data to effectively answer the research questions. It offers a structure for conducting a research process that is systematic, logical, and in line with the research aim and objectives. This is especially critical in selecting a research design since this affects the quality, reliability and validity of results. The study was exploratory; thus, a qualitative secondary research design was chosen and utilised a Systematic Literature Review (SLR) (Bashar et al., 2025). 
A qualitative research design was deemed suitable as the study aims to comprehend the attitudes, perceptions and behaviours of consumers towards sustainable marketing practices instead of quantifying the relationships between them through statistical analysis. Qualitative research can be used to describe a complex social problem in detail, and to understand the meanings that individuals attribute to their experiences. Qualitative research in the context of this study helps to explore the opinions of consumers on sustainable marketing, environmental awareness, ethical consumption, green purchasing behaviour, consumer trust, and greenwashing.
The method used for this dissertation is secondary research as there was no original data collected from the participants (Cheong et al., 2023). Rather, peer-reviewed journal articles in high-ranking academic journals were selected. Secondary research was chosen due to its ability to access a vast amount of existing academic evidence, and the fact that it cuts down on the time, cost and ethical issues of conducting primary research. It also permits the researcher to compare the outcomes of various studies to acquire a more comprehensive knowledge of consumer attitudes on sustainable marketing.
To review systematically and transparently the literature that has been done so far, this research used the Systematic Literature Review (SLR) methodology. Stated that SLR comprises a systematic procedure for the identification, evaluation, and combination of pertinent academic research, which decreases researcher bias and boosts the credibility of the results. A literature search was undertaken with widely used and known databases such as Scopus, Web of Science, ScienceDirect, Emerald Insight, SpringerLink and Google Scholar (Suryati and Parulian, 2026). Boolean operators (AND, OR) were used in the keyword search to find relevant literature, where the same keywords as above were combined. The key advantage of this research design is the ability to have a wide range of evidence from various studies while keeping the rigour of academia with a transparent review process. 
[bookmark: _Toc237964747]3.5 Inclusion and Exclusion Criteria
Pre-defined inclusion/exclusion criteria were defined to facilitate the systematic literature review to be carried out in a transparent, objective and consistent manner before the literature search started. These criteria enabled studies to be identified that were directly relevant to the research objectives and excluded publications that were not of an academic nature, or that did not focus on the research study. Clear selection criteria are a key part of a systematic literature review since they help to minimise selection bias and increase the credibility and repeatability of the research process (Pradana et al., 2023). 
Peer-reviewed journal publications were the only ones included in the study since they undergo a thorough academic examination and provide trustworthy evidence. The most recent developments in sustainable marketing and consumer behaviour were given priority while choosing studies over the last five years (2021–2026). Only English-language studies were included in order to ensure accurate interpretation of the results. The articles were limited to those that discussed sustainable marketing, green marketing, consumer attitudes, sustainable purchasing behaviour, consumer trust, environmental awareness, and greenwashing. Included were studies that did not use a consumer behaviour approach, such as supply chain, engineering, or manufacturing processes. Likewise, conference papers, dissertations, books, websites, reports and opinion articles were not included as they were not of academic quality (Trang et al., 2023). 
Using these criteria, ten peer-reviewed journal articles were selected, which provided the evidence base for the thematic analysis found in Chapter 4. The criteria guaranteed that the studies selected were relevant and credible, and directly related to the research aim and objectives.
Table 3.1: Inclusion and Exclusion Criteria
	Criteria
	Inclusion Criteria
	Exclusion Criteria

	Publication Type
	Peer-reviewed journal articles
	Books, conference papers, reports, dissertations, websites

	Publication Year
	2021–2026 (plus key theoretical studies where necessary)
	Studies published before 2021 with limited relevance

	Language
	English
	Non-English publications

	Research Topic
	Sustainable marketing, consumer attitudes, green purchasing behaviour, greenwashing, consumer trust
	Studies unrelated to consumer behaviour

	Database
	Scopus, Web of Science, ScienceDirect, Emerald Insight, SpringerLink, Google Scholar
	Non-academic sources

	Availability
	Full-text articles
	Abstract-only articles



[bookmark: _Toc237964748]3.6 Population and Sampling 
In secondary research, the population is the whole group of published academic articles that relate to the research topic, and not human participants. The population for this study comprised peer-reviewed journal articles which discussed sustainable marketing, consumer attitudes, green purchasing behaviour, consumer environmental awareness, consumer trust, and greenwashing. A comprehensive search of well-known academic databases such as Scopus, Web of Science, ScienceDirect, Emerald Insight, SpringerLink and Google Scholar identified these studies (Mishra et al., 2026). Given the number of published research papers that could be reviewed, it was impractical and unnecessary to review all of them; therefore, it was decided to use a non-probability sampling technique, which is used in qualitative research and is known as purposive sampling. In purposive sampling, researchers can choose the studies that are most relevant to their research aim and objectives. 
After screening and applying inclusion and exclusion criteria, 10 peer-reviewed journal articles were chosen for detailed analysis. These studies were mainly on consumer attitudes towards sustainable marketing practices, environmental awareness, sustainable purchasing behaviour, consumer trust and greenwashing. The chosen articles varied in terms of research setting and research strategy, offering a broad picture to support the thematic analysis.  
[bookmark: _Toc237964749]3.7 Data Collection 
All data were collected in this study using a Systematic Literature Review (SLR) using the Preferred Reporting Items for Systematic Reviews and Meta-Analyses. The PRISMA framework offers a clear and structured approach to the identification of relevant literature, screening it, evaluating it, and selecting it, which enhances the reliability and reproducibility of secondary literature research. 
Six academic databases, namely, Scopus, Web of Science, ScienceDirect, Emerald Insight, SpringerLink and Google Scholar, were used for the literature search (Iskandar and Sulaiman, 2026). These databases have been chosen due to the availability of good-quality peer-reviewed journals in the areas of marketing, business management, consumer behaviour, and sustainability. To narrow down the search, it was combined with the use of keywords and Boolean operators (AND and OR). Main keywords were sustainable marketing, green marketing, consumer attitudes, consumer behaviour, green purchasing behaviour, consumer trust, greenwashing, and the United Kingdom. 
A preliminary scan of the databases turned up 286 entries. After eliminating 56 duplicate papers, 230 articles were left for screening based on title and abstract. Following the screening procedure, 180 studies were eliminated because they did not fit the inclusion criteria or were unrelated to the research issue. The eligibility of the remaining fifty full-text publications was assessed based on their availability, publication date, methodology, and relevance.
[image: ]
Figure 1: PRISMA Diagram (Source: Author, 2026)
[bookmark: _Toc237964750]3.8 Data Analysis 
Thematic analysis, a very common qualitative approach for identifying, analysing and interpreting recurring themes or patterns in textual data, was used to analyse the data obtained from the systematic literature review. This approach was deemed suitable as the study aims to examine the consumers' attitude towards sustainable marketing practices by synthesising the results of previously published studies rather than analysing primary data (Florence et al., 2022). Thematic analysis helps the researcher to compare evidence from different studies and can be used to identify themes that answer the research questions.
Thematic analysis was carried out in six stages as suggested. The selected articles were read multiple times to familiarise the researcher with the content of the articles (first step). Second, key findings and concepts were coded based on their relevance to the research goals. Third, codes were aggregated into larger themes of common themes that were found in the literature. Fourth, preliminary themes were critiqued and modified for consistency and to avoid duplication. Fifth, the evidence collected from the studies selected clearly defined and named each theme.  
[bookmark: _Toc237964751]3.9 Ethical considerations 
Research is also done with ethical considerations in mind to ensure academic integrity and honesty, and responsible research (Susilawati et al., 2023). This dissertation is a secondary qualitative study; no human participants were involved, and informed consent, confidentiality, anonymity and participant welfare issues did not apply to this study.
While no primary data was gathered, some ethical principles were adhered to during the research. In the first instance, peer-reviewed journal articles and reliable and accredited academic sources from recognised databases were selected for the systematic literature review. Secondly, all ideas, theories and findings incorporated into the dissertation were acknowledged and referenced appropriately in the Harvard style to prevent plagiarism and credit the intellectual work of the original author.  
[bookmark: _Toc237964752]3.10 Chapter Summary 
The chapter described the research methodology that was used in this research to explore consumer attitudes towards sustainable marketing practices in the UK. It permitted the use of an interpretivist research philosophy, an inductive research approach and a qualitative secondary research design, which followed a Systematic Literature Review (SLR). The chapter also discussed inclusion/exclusion criteria, purposive sampling, data collection procedure as per the PRISMA 2020 framework, thematic analysis and ethical considerations. These methodological decisions were made in a systematic, transparent and reliable way. Thematic analysis of the ten selected journal articles presents their findings in the following chapter, followed by a discussion of them with reference to the objectives of the research.


[bookmark: _Toc237964753]Chapter 4: Data Analysis and Findings
[bookmark: _Toc237964754]4.1 Introduction 
This chapter discusses the results of the systematic literature review carried out to uncover consumer attitudes towards sustainable marketing practices in the United Kingdom. The analysis is based on the screening process of the 10 peer-reviewed journal articles identified using PRISMA 2020 as described in Chapter 3. These studies were then analysed thematically, in accordance with the framework developed, which allowed for the identification of common trends and themes in the literature. This chapter aims to integrate the results of the selected studies and analyse the extent to which they address the research questions. The chapter starts with a brief overview of the selected studies, describing the purpose of each study, the methods used and the main results. A thematic discussion of sustainable marketing, consumer attitudes, factors that affect sustainable purchasing behaviour and consumer trust and greenwashing follows this. The results obtained are then discussed in the light of the research objectives and theoretical model outlined in Chapter 2.
[bookmark: _Toc237964755]4.2 Summary of the 10 Selected Studies
Table 4.1: Summary of the Selected Studies
	Author(s)
	Research Aim
	Research Method
		



	Key Findings




	Mansour et al. (2025)
	To examine how sustainable practices in electronic customer relationship management (E-CRM) enhance customer engagement and business sustainability.
	Qualitative Study
	Sustainable E-CRM practices improve customer satisfaction, strengthen customer relationships, and support long-term organisational sustainability through environmentally responsible digital strategies.

	Mandung (2024)
	To explore the impact of sustainability and environmental ethics in product marketing campaigns from sociological and economic perspectives.
	Qualitative Study
	Ethical and environmentally responsible marketing campaigns positively influence consumer trust, brand credibility, and purchase intentions towards sustainable products.

	Stadlthanner et al. (2022)
	To explore how sustainability communication influences consumer perceptions and purchasing decisions.
	Qualitative Study
	Clear and transparent sustainability communication positively affects consumer attitudes and purchasing intentions, while misleading communication creates scepticism.

	Gidaković et al. (2024)
	To analyse factors influencing sustainable purchasing intentions among consumers.
	Quantitative Survey
	Environmental awareness, perceived value, and positive attitudes significantly increase consumers' intentions to purchase sustainable products.

	Olivieri and Testa (2024)
	To investigate how startups use social media platforms to support international marketing strategies.
	Qualitative Study
	Social media enhances international market expansion, customer engagement, and effective communication of sustainability values, strengthening competitive advantage.

	Hossen et al. (2024)
	To identify determinants of green purchasing behaviour.
	Quantitative Research
	Although consumers express positive attitudes towards sustainability, price sensitivity and product availability remain significant barriers to sustainable purchasing.

	Chen (2024)
	To identify the factors influencing consumers' purchasing decisions for sustainable products.
	Hybrid (Mixed Methods)
	Environmental awareness, product quality, trust, and price are the most influential factors affecting sustainable purchasing decisions.

	Iftikhar et al. (2022)
	To investigate the influence of environmental awareness on sustainable purchasing behaviour.
	Survey Research
	Higher levels of environmental awareness significantly increase consumers' willingness to purchase environmentally friendly products and support sustainable businesses.

	Lopes et al. (2024)
	To examine consumer perceptions of sustainable products and purchasing behaviour.
	Mixed-Method Research
	Consumers value sustainability but continue to consider affordability, convenience, and product performance when making purchasing decisions.

	Li, Choe and Gu (2024)
	To examine how perceived sustainability influences consumers' clothing preferences.
	Quantitative Survey
	Consumers show stronger preferences for sustainable clothing when environmental benefits are perceived, although price and product quality remain key determinants.



[bookmark: _Toc237964756]4.3 Theme 1: Sustainable Marketing Practices   
Overall, the findings from the 10 selected studies show that sustainable marketing has emerged as an integral part of an organisation's marketing approach to attain sustainable business success, tackling environmental and social issues. Sustainable marketing is not just about making products green, but also about incorporating sustainability into the creation, pricing, distribution, promotion, and business operations (Braik, Saleh and Jaaron, 2024). A review of the literature consistently shows that consumers are demanding more and more that companies engage in responsible marketing that reduces environmental impacts while having positive consequences for society.
According to Mansour et al. (2025), sustainable marketing improves the performance of organisations as it creates a better customer relationship and strengthens the competition in the long run. In like manner, Olivieri and Testa (2024) state that sustainability should be integrated into every aspect of the marketing mix and not just a marketing activity. Companies that truly embed sustainability in their operations are more likely to have positive relationships with consumers and build increased brand loyalty.
Moreover, Mandung (2024) indicate that sustainable marketing fosters increased customer loyalty as customers are more likely to purchase from companies that are responsible for the environment and society. They found that sustainability programs enhance consumer trust and drive repeat buying (Sarmah and Singh, 2024). Similarly, green marketing strategies have a positive effect on consumer decision-making when organisations accurately and transparently express their environmental commitments (Chen, 2024).
In the context of sustainability communication, Stadlthanner et al. (2022) pointed out that consumers seem to respond positively to situations where organisations offer them transparent and credible information about their environmental initiatives. Effective communication helps to educate consumers about the environmental value of products and services, thus enhancing consumer purchasing intentions. The reviewed studies suggest that sustainable marketing is no longer considered a competitive edge exclusively, but is an important expectation of modern consumers (Savale et al., 2023). Thus, companies that implement sustainable marketing authentically and transparently are likely to achieve long-term customer satisfaction, enhance corporate reputation and thus, sustainable competitive advantage.
[bookmark: _Toc237964757]4.4 Theme 2: Consumer Attitudes Towards Sustainable Marketing
Consumers' attitudes towards sustainable marketing practices are generally positive, as shown by the findings from the selected studies, which indicate growing awareness of consumers regarding issues of sustainability and ethical consumption. The increasing awareness of climate change, pollution, and resource depletion has put sustainability and social responsibility at the forefront of consumers' minds when making their buying decisions (Saffari Darberazi, Zarei Mahmoodabadi, and Fattahi, 2025). Due to this, many consumers nowadays expect organisations to be responsible and to be able to communicate sustainability initiatives openly.
According to Iftikhar et al. (2022), environmental awareness is crucial in consumer attitudes towards sustainable products. The more sure consumers are in their knowledge of environmental concerns, the more likely they are to support organisations that take steps to practice sustainable marketing and the more likely they are to select an environmentally friendly product when available. Likewise, Gidaković et al. (2024) noted that having a positive attitude towards the environment has a positive impact on consumers' intention to buy sustainable products.
Yet, while consumers value organisations that demonstrate genuine environmental commitment, they are still thinking about issues such as convenience, affordability, and product quality before deciding to purchase, as described by Lopes et al. (2024). This discovery implies that consumers are pro-sustainability, but there are several factors other than environmental concerns that affect purchasing behaviour.
Additionally, as Mansour et al. (2025) suggest, positive attitudes of consumers towards sustainable marketing help to improve the customer relationship and develop brand loyalty. There is a growing understanding amongst consumers of sustainability as a measure of corporate responsibility and ethical business practice. There is, however, another attitude–behaviour relationship, which has also been identified in literature, namely the lack of regular purchase of sustainable products despite having positive environmental attitudes, due to financial or practical reasons.
Overall, the reviewed studies showed that consumer attitudes towards sustainable marketing are gradually shifting towards positive. But as long as organisations offer low-cost, high-quality and truly sustainable products, the positive attitudes need to be reinforced into people's buying habits.
[bookmark: _Toc237964758]4.5 Theme 3: Factors Influencing Consumer Attitudes
Based on the thematic analysis, some significant factors emerged and explained the attitude of consumers towards sustainable marketing practices. While consumers are increasingly aware of the need for sustainability, they are influenced by a mix of environmental, economic, psychological and product criteria in their purchasing decisions (Li, Choe, and Gu, 2024). 
One of the most consistent influences across the studies selected was that of environmental awareness. Iftikhar et al. (2022) revealed that those with higher environmental knowledge have higher purchase intentions for sustainable products and support for organisations with environmental concerns. Likewise, Gidaković et al. (2024) concluded that positive eco-values consumers are more responsive towards sustainable marketing initiatives.
Price has always been a key constraint against sustainable purchasing practices identified. While consumers are concerned about environmental sustainability, many continue to be price-sensitive (Hossen et al., 2024). Similarly, Lopes et al. (2024) found that while consumers are willing to pay for sustainable goods, the financial aspects of buying remain a significant driver of purchasing decisions, especially in times of economic instability.
Consumer attitudes are also influenced by product quality. Li, Choe and Gu (2024) state that consumers require sustainable products to provide the same quality, performance and reliability as conventional products. Consumers do not often sacrifice performance characteristics for products that are environmentally friendly.
Furthermore, sustainability communication has an impact on consumer perception. Stadlthanner et al. (2022) concluded that when the message around sustainability initiatives is communicated clearly and transparently within the organisation, this increases the chances of developing positive attitudes among consumers. Together, these findings suggest that attitudes towards sustainable marketing are not solely formed by environmental concerns, but are a combined effect of environmental awareness, product quality, affordability, perceived value and organisational transparency.
[bookmark: _Toc237964759]4.6 Theme 4: Greenwashing and Consumer Trust 
The last theme that arose from the analysis is greenwashing and consumers' trust, as it has been a constantly cited factor for sustainable purchasing behaviour. Consumer trust is the degree of trust expressed by consumers regarding the environmental claims and sustainability promises made by organisations (Jamal et al., 2023). Based on the reviewed studies, it is concluded that trust plays an important role in the success of sustainable marketing, as consumers are increasingly expecting organisations to communicate sustainability information that is accurate, transparent and verifiable.
Stadlthanner et al. (2022) explain that transparent sustainability communication boosts consumer confidence, as it assures organisational responsibility and environmental consciousness. People are more inclined to back companies that demonstrate their sustainable sources, environmentally friendly practices and environmental performance. Likewise, Mandung (2024) concluded that organisations with genuine sustainability efforts foster greater customer retention and enhance their corporate image.
But few studies point to greenwashing as one of the significant problems of sustainable marketing. When organisations overstate or misrepresent their environmental performance to appeal to an environmentally conscious consumer, it is called ‘greenwashing'. Chen (2024) states that false sustainability claims cause consumers to lose trust in companies and generate scepticism about corporate sustainability efforts. When consumers feel that they are being "greenwashed", they are less likely to believe any sustainability messaging or buy an environmentally responsible product.
Mansour et al. (2025) also stress the importance of ensuring that sustainability programs are not only market-driven but also part of the business processes. We need to trust that businesses are supporting sustainability claims from third-party certification, honest reporting and environmental performance measures.
The final results indicated that a factor of trust is key to consumer acceptance of sustainable marketing. These organisations that communicate honestly and don't offer false promises about their environment are more likely to establish long-term relationships with customers, promote sustainable buying habits and improve their competitive edge (Mahajan and Jarolia, 2024). On the other hand, greenwashing can lead to a loss of trust among consumers and make sustainable marketing less effective.
[bookmark: _Toc237964760]4.7 Comparative and Critical Discussion of the Selected Studies
The studies reviewed indicate that the major factors which impact consumer response to sustainable marketing are interrelated and include environmental awareness, perceived sustainability, trust and green purchasing intentions. The results, however, are not always congruent, suggesting that positive attitudes towards sustainability are not always sufficient to drive sustainable purchasing. Both Gidaković et al. (2024) and Lopes et al. (2024) point to the environment as playing an important role in determining sustainable purchasing intentions, though Lopes et al. (2024) give more attention to the practical obstacles that can hinder consumers from turning positive attitudes into actual behaviour. It implies that consumer intention might not be enough to explain sustainable consumption.
Likewise, Iftikhar et al. (2022) emphasise green marketing and environmental awareness, and Kharabsheh (2024) focuses on consumer perceptions and preferences towards sustainable products. These results indicate that the success of sustainable marketing messages relies not only on the ability to communicate the benefits of sustainable actions, but also on whether the consumer considers the sustainability messages as credible and relevant to their purchase.
The research that focuses on greenwashing gives an additional critical take. Rahman and Nguyen-Viet (2023) relate green marketing strategies to consumers' perception of greenwashing, and Ioannou, Kassinis and Papagiannakis (2023) show that a negative perception of greenwashing can have an impact on consumers' response. The results contradict the notion that marketing for sustainable products is a good thing for organisations. Rather, false or inflated statements can lead to customer distrust and hurt the brand relationship. Similarly, Jamal et al. (2023) highlight the role of trust in green marketing, arguing that credible marketing is a key precondition for the success of sustainable marketing.
In general, the evidence suggests that sustainable marketing could positively affect consumer attitudes and purchase intention, provided that it is credible and perceived as good for the environment and trustworthy. The studies highlight the attitude–behaviour gap collectively, however, especially when it comes to sustainable consumption in the UK market.
[bookmark: _Toc237964761]4.8 Chapter Summary 
The results of the systematic literature review (SLR) with the 10 selected peer-reviewed journal articles were presented in this chapter. Four main themes emerged through the thematic analysis: sustainable marketing practices, consumer attitudes towards sustainable marketing, the determinants of consumer attitudes, and the effects of greenwashing on consumer trust. The results show that overall, the attitudes of UK consumers are generally positive towards sustainable marketing, yet other issues also play a role in their buying decisions, including price, product quality, environmental awareness and transparency. In addition, genuine sustainability efforts boost customer confidence, while fake ones dilute credibility in the organisation's statements. 


[bookmark: _Toc237964762]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc237964763]5.1 Introduction 
The end of the dissertation involves summarising the main findings of the research that has been conducted so far on consumer attitudes towards sustainable marketing practices in the United Kingdom. The study was designed to understand consumer perceptions of sustainable marketing, determinants of consumer purchasing and the effect of consumer trust and greenwashing on sustainable consumption. A qualitative systematic literature review of ten peer-reviewed journal articles was used to provide insights into the opportunities and challenges of sustainable marketing. The main findings are discussed in this chapter, and the research objectives are illustrated. 
[bookmark: _Toc237964764]5.2 Conclusion 
The main purpose of this research was to gain an understanding of consumer attitudes towards sustainable marketing practices in the United Kingdom using a qualitative systematic literature review. Ten peer-reviewed journal articles were analysed to gain insight into the way consumers interpret sustainable marketing measures, the motivations behind their purchase behaviour and the importance of consumer trust and greenwashing in sustainable consumption. The results offer relevant insights into the increasing relevance of sustainability in the current marketing landscape as well as the shift in consumer expectations that has occurred over the years due to rising awareness of the environment.
The results show a positive attitude among consumers towards sustainable marketing practices in general. The rise in public awareness of climate change, environmental problems, and ethical business practice has led to increased consumer awareness of the environmental and social impacts of their consumption. Consumers also want companies to be responsible and to reduce environmental effects, adopting sustainable materials, making supply chains traceable and transparent and truthfully disclosing sustainability messages. From these results, it can be concluded that sustainable marketing is not only a marketing campaign, but has also become a key part of a company's strategy.
Despite these positive attitudes, an attitude-behaviour gap was also found in the research. Although many consumers voice high interest in buying products or companies that are environmentally responsible, factors like price, ease of purchase, quality, and the product's availability play a role in actual purchasing decisions. Value for money and product performance are key considerations for consumers when making purchasing decisions, especially during times of economic uncertainty. This underlines the fact that positive attitudes towards the environment are not enough to ensure sustainable purchasing behaviour.
The review also showed that the degree of consumer trust is a critical determinant for the success of sustainable marketing. Consumers are more likely to believe in environmental claims before buying a product and will be more inclined to back organisations that give clear, accurate, verified information about their environmental efforts. The study finds that sustainable marketing has a positive effect on consumer attitudes when it is genuine, honest and embedded in a broader organisational approach. Businesses that manage to optimise environmental responsibility and product quality, affordability, and honest communication are more likely to endure consumer tastes and obtain long haul ability.   
[bookmark: _Toc237964765]5.3 Recommendations 
The results of this study lead to some recommendations for organisations using sustainable marketing strategies.
Recommendation 1: Improve Transparency
Organisations should offer clear, accurate and evidence-based information about their sustainability efforts (Anwar et al., 2026).  Environmental performance indicators, certificates and voluntarily published sustainability reports should be available and measurable in order to substantiate sustainability claims. Clear communication can increase consumer confidence and decrease consumer scepticism about environmental claims.
Recommendation 2: Avoid Greenwashing
There is no need for oversimplifying or misleading environmental marketing messages. Rather, organisations should be talking about their authentic and concrete sustainability successes. Keeping the communication honest will enhance the business's reputation and make for long-term customer loyalty.
Recommendation 3: Sustainability and Affordability are in Balance.
Although many consumers want eco-friendly products, cost is one of the top factors they consider when shopping for an eco-friendly product (Savale et al., 2023). Organisations should look for production processes that are cost-efficient and allow the manufactured products to be competitively priced whilst maintaining sustainable environmental performance.
Recommendation 4: Invest in Consumer Education
Companies need to create educational marketing initiatives that convey the social and environmental advantages of sustainable products. Raising consumer awareness can drive better consumer choices and influence positive attitudes towards sustainable consumption.
Recommendation 5: Enhance product quality.
When consumers think of a sustainable product, they expect the same quality, performance and convenience as a traditional product. Organisations should invest in developing new products to ensure that sustainability does not compromise customer satisfaction (Jha, 2024). 
[bookmark: _Toc237964766]5.4 Limitations of the Study
While the present study offers several insights into the attitudes of consumers towards sustainability in marketing in the UK, there are some limitations to be highlighted. Firstly, the study was based on secondary data from published journal articles that were peer reviewed. As a result, the findings rely on the quality and extent of the research; there is no primary research done directly with consumers (Rahman and Nguyen‐Viet, 2023). Secondly, the systematic literature review included only ten articles, which can reduce the scope of the review. Thirdly, for some selected studies, the focus was not on the UK, but instead on an international context, so that consumer attitudes may vary based on cultural, economic and demographic differences. Finally, the qualitative research methodology means that the results cannot be generalised to a wider UK population. Although it is not without its weaknesses, the systematic review allows for a representative and good picture of what consumers think about sustainable marketing.
[bookmark: _Toc237964767]5.5 Future Research 
Primary qualitative studies, including interviews or focus groups with consumers from the UK, should be conducted in the future to gain more in-depth understanding of consumer perceptions and experiences of sustainable marketing. Quantitative surveys can also be done with larger sampling to statistically examine the relationship between environmental awareness, consumer trust and purchasing behaviour (Sujanska and Nadanyiova, 2023). Inter-sector comparisons of industries, including retail, fashion, tourism and food industries, may further enrich the understanding of sustainable consumer behaviour. Furthermore, the impact of new technologies, digital marketing and artificial Intelligence on sustainable marketing practices and consumer purchasing behaviour in the UK should be explored.
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[bookmark: _Toc237964769]Appendix 
Master List
	No.
	Study
	Year
	Main focus
	Relevance to your dissertation
	UK relevance

	1
	Gidaković et al. – Trying to buy more sustainable products: Intentions of young consumers
	2024
	Sustainable purchasing intentions and consumer attitudes
	Very high – directly examines why consumers intend to purchase sustainable products
	Moderate

	2
	Lopes, Pinho & Gomes – From green hype to green habits: Understanding the factors that influence young consumers' green purchasing decisions
	2024
	Green purchasing decisions and attitude–behaviour gap
	Very high – directly supports consumer attitudes and purchasing behaviour
	Moderate/needs checking

	3
	Li, Choe & Gu – How perceived sustainability influences consumers' clothing preferences
	2024
	Perceived sustainability, consumer preferences and sustainable clothing
	Very high – directly addresses consumer responses to sustainability
	Low–moderate

	4
	Iftikhar, Asghar & Khan – The impact of green marketing and environmental awareness on consumers' conscious consumption of green products
	2022
	Green marketing, environmental awareness and consumer behaviour
	Very high – directly matches green marketing and consumer attitudes
	Low

	5
	Rahman & Nguyen-Viet – Towards sustainable development: Coupling green marketing strategies and consumer perceptions in addressing greenwashing
	2023
	Green marketing, consumer perceptions and greenwashing
	Excellent – directly supports your greenwashing and consumer-perception objective
	Needs checking

	6
	Ioannou, Kassinis & Papagiannakis – The impact of perceived greenwashing on customer satisfaction and the contingent role of capability reputation
	2023
	Greenwashing, consumer responses and trust/reputation
	Excellent – strong evidence for your greenwashing/trust theme
	Needs checking

	7
	Jamal et al. – Integrated Model of Brand Trust for Green Marketing
	2023
	Green marketing and consumer trust
	Excellent – directly addresses your consumer-trust objective
	Needs checking

	8
	Kharabsheh – Strategic green marketing: exploring consumer perceptions and preferences for sustainable products
	2024
	Green marketing, consumer perceptions and sustainable products
	Very high – almost directly mirrors your dissertation topic
	Needs checking

	9
	Stadlthanner et al. – The effects of message framing in CSR advertising on consumers’ emotions, attitudes, and behavioral intentions
	2022
	Sustainability/CSR communication, attitudes and behavioural intentions
	Very high – useful for sustainable marketing communication and attitudes
	Needs checking

	10
	Hossen et al. – Consumer perceptions and purchasing trends of eco-friendly textile products in the US market
	2024
	Consumer perceptions and sustainable purchasing
	High – useful for consumer attitudes and purchasing behaviour
	Weak – US study
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