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ABSTRACT 


Plastic waste is currently a major global issue.  The damage being caused to the world’s seas, air and land has been widely documented in the media all over the world.  Plastics that are causing significant damage to the environment in particular are single use plastics.  This is due to their disposable / one off use before being thrown away.  Single use plastics are items such as plastic bags, food packaging and food containers, plastic bottles, straws and stirrers.  The aim of this research project is to test a research methodology prior to carrying out further in-depth research to determine whether it is the case that the more demonstrably green a company is, the more successful it is.  This research project will pay particular focus to single-use plastics used and offered by the UK’s leading supermarkets.  To carry-out this test of methodology a mixed research method has been used to collect both quantitative and qualitative data.  A questionnaire was distributed by hand to individuals within the Aldershot Garrison area.  As a secondary data collection method Individual interviews were also conducted within the same area using the same questionnaire.  These two methods provided a workable data sample which was analysed with the findings presented in table format.  Several major findings have been found during this research project from both the literature review and the data sample.  Various sources of literature were explored in orders to write the literature review within this research project.  The literature used included: books, journals website articles, website pages and newspaper articles.  A major finding from the literature review was the importance of plastic food packaging and containers.  Plastic food packaging and containers ensures the food product is protected whilst moving through the supply chain and not damaged to an unusable/inedible point.  A major finding from the data sample was that the main two reasons that people chose to regularly shop at a single supermarket are: the price of the goods for sale and the variety of goods for sale and not the supermarket’s sustainable, green and environmentally friendly practices.
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CHAPTER 1:	INTRODUCTION 

1.1 Background

Over recent years there has been a great deal of research and media coverage of the damaging effect that plastic waste has on the environment.  This research project will add to this existing research by focusing on single use plastic used and provided by the UK’s leading supermarkets.  This additional research is important and has interest as, a visit to the supermarket is generally a normal practice by all households in the UK.

Over the last 50 years, plastic has become an essential part of our everyday life.  From furniture to shopping bags, vehicle parts to toys, plastic is an unavoidable element of today.  However, from being regarded as a very vital presence in the contemporary world, plastic has now come to be looked upon as a material of immense potential destruction and harm (Mambra, 2019).  Research estimates that approximately four million tonnes of waste are discarded every day.  Of this 12.8% is plastic.  if this plastic is not correctly recycled it will then go on to cause pollution on and above the world’s surface and in the world’s oceans.  Waste plastic that is taken to landfill contaminates the soil and groundwater with dangerous chemicals and microorganisms.  The effects of marine pollution caused by plastic are vast.  Research shows that approximately 12.7 million tonnes of plastic waste are washed into the ocean every year and it is estimated that there could be as many as 51 trillion microplastic particles already in the oceans (United Nations Environment Programme, 2018). 

Many organisations are becoming more sustainable and have started to reduce their plastic waste by using greener packaging.  Greenpeace UK have made comment and described the movement as “rapid – both in commerce and government” (Greenpeace, 2018) Greenpeace UK also question if the momentum will be sustained for long enough to significantly reduce the plastic waste threat and advise that there needs to be a major shirt in materials used and investment in waste processing (Greenpeace, 2018).  Some organisations are further ahead than others when it comes to taking positive action is reducing plastic waste (Buist, 2018).  In the cosmetics sector, more than 20 organisations including The Body Shop, Johnson & Johnson and Unilever pledged to phase out microbeads from within their products.  Unilever state to have done this without any extra expenditure (Buist, 2018).  Durable household goods and consumer electronics, retail and food sectors are also challenging and managing plastic use.  This is according to the Plastic Disclosure Project (2018), which offers a plastics test for businesses and lists some solution providers.  The furniture, automotive and athletics-goods sectors are active, however, there is still room for improvement (Plastic Disclosure Project, 2018).

1.2 Study Aims and Objectives

This research project aims to test a research methodology prior to carrying out further in-depth research to determine if it is the case that the more demonstrably green a company is, the more successful it is, focusing on single-use plastics offered and used within the leading UK supermarkets.  The research will aim to establish the shopper’s perception of their regular UK supermarket with regards to single use plastic, plastic waste and environmentally friendly practices and policy.  The objectives for the research project are as follows:

1.	Using a wide range of literature, models and theories, critically discuss plastic waste within the environment and single use plastic within the UK supermarkets and their supply chains.
2.	Test and confirm the chosen methodology with a vison of conducting further in-depth research in relation to the research question using the chosen methodology.
3.	Carryout data collection by means of questionnaires and individual interviews.  Quantitative and qualitative data will be collected in the form of opinions, views and facts. 
4.	Analyse the outcomes from the data collected, present findings and draw conclusions by making comparisons with the literature reviewed.
5.	Make recommendations based on the investigation outcome to guide future research using the used methodology and provide guidance to anyone who may wish to repeat this research project or carryout a similar research project in the future.

The research question for this research project is:  Is it the case that the more demonstrably green a company is, the more successful it is?

1.3 Methodology to be Tested

A questionnaire was developed in order to conduct this research project.  A total of 60 questionnaires were distributed with an expectation of receiving a return of 45 complete questionnaires.  49 complete questionnaires were returned (86% of distribution) but 3 were made void as they did not provide clear workable data.  3 people provided feedback via the individual interview process giving a total survey data sample of 49.

1.4 Outline of Chapters

This research project will follow a logical framework that will consist of an introduction chapter (Chapter 1), aimed at providing the reader with some context, justification of the project topic and set out the aims and objectives of the research project.  Followed by Chapter 2, a literature review designed to critically evaluate theories, frameworks, and principles drawn from a range of sources and demonstrate their application to the project.  Chapter 3 will discuss the available methodologies and give reasoned argument for the chosen methods used.  Chapter 3 will also explain how the project was carried out.  Chapter 4 will present the data findings and analysis.  Chapter 5 will summarise by reflecting on the project’s objectives, the literature review and its connection to the project.  The chapter will then provide recommendations to assist anyone who may wish to repeat the project or carryout a similar research project.

Many people and organisations may benefit from this research project.  UK supermarkets may use the data and findings to improve their sustainable and green practices.  UK shoppers may also use the project outcome to reconsider which supermarket they regularly shop at.  This project may also raise awareness to the global damage currently being caused from plastic waste and lead to an environmental improvement.  






























CHAPTER 2:          REVIEW OF LITERATURE 

2.1 Introduction 

Corporate sustainability is becoming more of a focus for companies around the world as clear evidence displays the damaging impact humans and their businesses can have on the environment (UNICEF et al, 2012).  Going green as a company can not only help to reduce its environmental footprint, but it can also make a business more successful (Pratt Industries, 2016).  Some organisations associate sustainability with expense, but many organisations that have embraced it are financially successful (Zokaei, 2013).  There is also evidence that organisations that adopted environmental, social and governance policies in the 1990s have outperformed those that didn't (Eccles et al, 2012).  This evidence clearly indicates that sustainability is an essential ingredient for a company's long-term success.  The issue of Corporate Social Responsibility (CSR) is growing in importance within business (Mangan et al, 2008).  Caramela (2018) believes that modern consumers consider more than quality goods and services when choosing a provider and that consumers are prioritising CSR and holding companies accountable for effecting social change with their business beliefs, practices and profits.  Some consumers will even turn their back on their usual companies if they believe the company not taking a stand for serious social and environmental issues.  Companies have been addressing this growing consumer need in the form of CSR (Albus and Ro, 2013).  CSR refers to a company’s activities that appear to do some social good, beyond the interests of the company or that is required by law or environmental groups (McWilliams and Siegel, 2001).  CSR covers many activities and issues, and in essence concerns how ethical an organisation’s activities are (Mangan et al, 2008).

Two recent examples of successful organisations adopting good CSR are Sky and the global retailer IKEA.  In October 2017 Sky committed to transform its business operations by eliminating all single-use plastics from its operations, products and supply chain no later than 2020 (Sky, 2017).  This is a new commitment under the Sky Ocean Rescue campaign, which was launched in January 2017 to raise awareness and help address the problem of single-use plastics in the ocean.  IKEA has stated that it wants to help its customers live more sustainable lives and has committed to phase out single-use plastic products by 2020 (Butler, 2018).  IKEA will no longer offer and sell single-use plastic straws.  This is part of IKEA’s global commitment to remove all single-use plastic products from its range and 363 restaurants globally (IKEA, 2018).  IKEA’s sustainability commitments do not begin and end with the removal of all single-use plastic straws.  The organisation has the People and Planet Positive strategy, which sets the sustainability agenda and ambitions for the IKEA franchise system (IKEA, 2018).  As part of the People and Planet Positive strategy the IKEA aims to:
· Inspire and enable more than 1 billion people to live a better everyday life within the means of the planet.
· Design all IKEA products to be 100% circular, generating as little waste as possible.
· Make all IKEA products and packaging from renewable and recycled materials.
· Offer services that make it easier for people to bring home, care for and pass on products.
· Become climate positive and reduce the total IKEA climate footprint by an average of 70% per product.
· Achieve zero emission home deliveries by 2025.

Whether organisations practice CSR because they are forced to do it, feel obliged to, or want to, is a matter for debate, but CSR it is indeed being practiced (Wisner et al 2012).  With the importance of CSR in mind the following research question has been designed: 

Is it the case that the more demonstrably green a company is, the more successful it is?  A focus on single-use plastic within UK supermarkets.

2.2 Single Use Plastic

Single-use plastics, or disposable plastics, are used only once before they are thrown away or recycled; these items are things such as plastic bags, straws, coffee stirrers, soda and water bottles and most food packaging (UNEP, 2018).  Single-use plastic shopping bags are a significant source of waste; however, retailers have made a concerted effort to encourage customers to start using multi-use bags (Chopra and Meindl, 2016).  Jabril (2013) believes that there is a serious global plastic problem which is causing serious damage particularly to the ocean.  Plastic waste in the world’s oceans is not only having a negative effect on the natural ambience of marine life but is also disrupting the entire bio-geo cycle causing problems to the whole marine eco-system.  Plastic threatens the existence of ocean life with reports claiming that approximately one million seabirds and 100,000 marine mammals are killed every day due to plastic ingestion (Mambra, 2017).  Invisible plastic microbeads are also entering the human food chain as they are swallowed by fish which are caught and processed to be sold for human consumption (Buist, 2018).  Jabrill (2013) states that in 2012 over half a million volunteers participated in the International Coastal Clean-up which covered a distance close to 18,000 miles.  Following this the Ocean Conservancy compiled a list of the top ten items that were found.  Five out of the ten products are plastic.  The top ten items found are:
· 2,119,931 cigarettes/cigarettes filters
· 1,140,222 food wrapper/containers
· 1,065,171 beverage bottles (plastic)
· 1,019,902 bags (plastic)
· 958,893 caps, lids
· 692,767 cups, plates, cutlery  
· 611, 048 straws, stirrers
· 521,730 beverage bottles (glass)
· 339,875 beverage cans
· 298,332 bags (paper)

BBC News (2017) have reported that Marine life is facing irreparable damage from the millions of tonnes of plastic waste which ends up in the oceans each year.  Plastic beverage bottles are one the most common types of plastic waste.  Approximately 480 billion plastic bottles were sold globally in 2016 working out at a million bottles per minute.  Of these, 110 billion were made by drinks giant Coca Cola.  Less than 50% of these bottles were collected for recycling resulting in only 7% of the 480 billion being turned into new bottles (BBC News 2017).  
[image: _99120637_gettyimages-500712980.jpg](BBC News, 2017)

In April 2018, many major retailers in Britain pledged to eradicate unnecessary single-use plastics by 2025, under a new UK Plastics Pact.  This means single-use plastics will only be allowed if they are deemed absolutely necessary and are made from recyclable materials (Morley, 2018).  The list of pledged retailers included:
· Asda
· Lidl
· Marks & Spencer
· Morrisons
· Sainsbury’s
· Tesco
· Waitrose (Wrap 2018)

This action of the above-mentioned supermarkets supports the research question and demonstrations that the retailers trust implementing greener practices and policies will lead to success. 

In May 2018, the UK’s biggest supermarket chain Tesco announced it will ban all non-recyclable plastic by 2019 (Gabbatiss, 2018).  The supermarket giant also has hopes to collaborate with the government to help establish a consistent recycling infrastructure throughout the UK that would enable a “closed loop” system in which waste is avoided altogether (Gabbatiss, 2018).  Despite this decision, Tesco is yet to make a firm commitment to reduce the amount of plastic it produces and sells unlike some of its competitors.  The supermarket Iceland has become the first major retailer to commit to eliminating plastic packaging for all its own brand products.  Iceland announced it will be replacing plastic packaging with paper and pulp tray packaging and only offer paper carrier bags, which will be recyclable through domestic waste collections and in-store recycling facilities.  Iceland aims to be the first major retailer globally to go plastic-free on its own label products and aims to complete this move by the end of 2023.  A survey conducted by Iceland supports the research question, as it revealed huge public support for a move away from plastic by retailers, with 80% of 5,000 people polled saying they would endorse a supermarket's move to go plastic-free (Beament, 2018).

2.3 Plastic Packaging

The following research challenges the research question by claiming that plastic packaging, in particular food packaging is necessary.  The British Plastic Federation (2018) believe that plastic packaging serves several important functions in our modern lives, which are the primary reasons we rely on it:
· Protection: protects vulnerable products from damage whilst in transit and from contamination or damage by moisture, humidity, gases, microorganisms, insects and light.
· Preservation: preserves products for longer, which reduces waste by giving people more time to use or consume them before it is no longer suitable to do so.
· Prevents waste: products kept together, and spillages avoided.
· Transportation: allows transport over great distances, so that we have access to a wide variety of non-local produce that, in turn, encourages trade. It also saves space through stacking objects which make transporting more eﬃcient.
· Displays information: important information about the product, such as nutritional content or allergy advice, is displayed on packaging.

Plastic packaging is one of the most important contributing factors in protecting food products from spoiling (BPF, 2018).  Food waste has a significantly higher environmental impact, particularly in the form of its carbon footprint than packaging waste (Tonini et al 2018).  Plastic packaging allows food to remain in transit longer and available for sale ensuring that vast amounts of food products do not go to waste.  Because it takes considerably more resources to grow and produce the food itself, it often makes environmental sense to protect it for as long as possible, so the resources invested in its growth are not invested in vain.  As well as helping to deliver food around the global economy, liquids, gels, powders, out-of-season fruit and other specialist products are all safely protected using plastic packaging (Advisory Committee on Packaging, 2008).  As there are many different types of plastic that have different functional properties such as: being safe for food, flexible, transparent, opaque and chemical and heat resistant, plastics are the ideal packaging material for a variety of modern requirements.  Without plastic packaging to serve all these needs, it would be very difficult and sometimes impossible to transport a wide range of products which consumers rely on for everyday use (BPF, 2018). 

Packaging is used when a there is a requirement to protect and preserve a product.  Plastic packaging performs this function particularly well and provides many other advantages for consumers, suppliers and society (Kumar, 2006).  Plastic is:
· Resource efficient: plastic packaging saves packaging mass, energy and greenhouse gas (GHG) emissions.  Without it, 2-3 times more resources would be used (Pilz et al, 2010). 
· Safe: plastic is shatter resistant, containers do not break when they are dropped or knocked over.
· Hygienic: plastic keeps products free from contamination. This is particularly useful for medical packaging as packaging can be filled and sealed hygienically without any human intervention.
· Light weight: plastic packaging is lightweight and can take up less space than alternative packaging.  Plastic provides a lighter load for transit therefore lower emissions are released by transportation vehicles.
· Secure: plastic can be sealed shut or moulded into a safety mechanism.
· Durable: because plastic packaging is so durable, plastic packaging can be very thin. This means it uses fewer resources and takes up less space for transport.
· Versatile: plastics can be transformed in many different ways. They can be blown, injected or thermomoulded.  This means it can be used to package powders and liquids (BPF, 2018).
· Recyclable: plastic packaging can be recycled many times to create new products.  The rates of recycling and the number of different plastics that are recycled in the UK has increased over the last 10 years (Advisory Committee on Packaging, 2008).

2.4 Plastic Packaging in the Supply Chain

Sustainability is one of the most significant problems facing contemporary logistics organisations (Murphy et al, 1994).  In order to achieve success logistics organisations must be more sophisticated in their understanding of how they can reduce the environmental impact of their operations without negatively affecting the cost or effectiveness of their operations (Van Woensel et al, 2001).  Food supply chain operations often cover large distances and multiple intermediaries, with each stage driving a range of impacts on society and the environment (Galli and Brunori, 2013).  Packaging can facilitate the safe transit of food and therefore plays a central role in the food system; concurrently packaging practices and the nature of supply chains are constantly under scrutiny as a result of growing concerns over waste and unnecessary resource use (IEEP, 2018).  Packaging is designed first and foremost to protect products throughout whilst is transit; however, manufacturers must also design packaging with an aim to be reused, recycled or have energy recovered from it following its use (Advisory Committee on Packaging, 2008).  Packaging is only recycled if it can be collected, transported and cleaned using less energy and resources than what would be used to make new packaging using raw materials (Advisory Committee on Packaging, 2008).  

Recycling of metal, paper, wood, glass and plastic is generally perceived as an environmental-friendly practice as it saves energy, reduces raw material extraction and combats climate change, however, Wong (2010) believes that some studies have discovered that plastic recycling supply chains are logistically inefficient, expensive, fragile and even environmentally harmful.  Millward (2018) believes that plastic packaging within the supply chain in not a problem but how it is used and disposed of following its use is.  Millward explains that the strategy that should be adopted by logistic organisations is to reuse.  Reusable products should become more widely accepted as part of the supply chain in the form of heavy-duty, long-lasting reusable crates, pallets and baskets, known as reusable transit packaging (RTP) (Millward, 2018).  RTP is specifically designed to be used on numerous journeys between the supplier and the consumer.  Through design and use of more durable materials, reusable packaging is more robust than single-use packaging, however, RTP is typically more expensive to manufacture (WRAP, 2007).  Leblanc (2016) believes that despite the high production cost of RTP, reusable packaging can reduce costs and minimise an organisation’s environmental footprint by:
· Reducing product damage due to transport packaging failure.
· Support efficient transport and loading operations.
· Ventilated RTP reduces the cooling time for perishables, increasing freshness and shelf-life.
· Reduces waste for recycling or disposal.

2.5 Environmentally Friendly Supermarkets in the UK

Research by Gard (2012) supports the research question and explains that supermarkets throughout the UK are taking steps to appear more environmentally friendly, from charging for plastic bags to promoting sustainable foods.  In 2006 Waitrose was branded the most environmentally friendly supermarket following research published by the National Consumer Council.  Waitrose topped a survey of the eight leading supermarkets (at the time), ahead of Sainsbury's, Marks & Spencer, Tesco, Asda, the Co-op, Morrisons and Somerfield.  Within the survey, the National Consumer Council used markers including: variety of seasonal vegetables, recycling policies and sourcing practices (Martin, 2006).  Eight years on in 2018 research by the ethical comparison organisation The Good Shopping Guide shows that Waitrose is still seen to be the most environmentally friendly and ethical large supermarket in the UK (Good Shopping Guide Ethical Company, 2018).  The Good Shopping Guide Ethical Company (2018) compares the eleven leading supermarkets and grades them green, amber or red against its ethical company index.  The index includes: 
· Environmental Report
· Genetically Modified
· Organic
· Nuclear Power
· Animal Welfare
· Vegetarian & Vegan
· Human Rights
· Political Donations
· Armaments Involvement
· Fairtrade
· Boycott
· Eco Accreditation 

The eleven supermarkets and their Good Shopping Guide Ethical Company grade are as follows:
	Green
	Amber
	Red

	Waitrose
	Co-op
	Aldi

	Budgens
	Lidl
	Asda

	Marks and Spencer
	Morrisons
	Iceland

	Sainsbury’s
	
	Tesco


Figure 1: Good Shopping Guide Ethical Company Gradings
Source: Good Shopping Guide Ethical Company, (2018)

Similar research carried out by Ethical Consumer (2018) does however have different findings, grading Waitrose fifth out of thirteen supermarkets.  The thirteen supermarkets compared by Ethical Consumer are as follows and in graded order:
1. Co-op
2. Marks & Spencer 
3. Booths
4. Ocado 
5. Waitrose
6. Aldi	
7. Lidl
8. Spar
9. Morrisons
10. Sainsbury's
11. Iceland
12. Tesco
13. Asda

Ethical Consumer grades the thirteen supermarkets using a scorecard (Ethical Consumer, 2018).  The scorecard includes the following areas:
· Environmental Reporting
· Climate Change	
· Pollution & Toxics	
· Habitats & Resources	
· Palm Oil
· Animal Testing	
· Factory Farming
· Animal Rights
· Human Rights	
· Workers' Rights	
· Supply Chain Management
· Irresponsible Marketing	
· Arms & Military Supply
· Controversial Technologies	
· Boycott 
· Political Activities	
· Anti-Social Finance	
· Company Ethos
· Organic Product	
· Fair Trade Product	
· Environmental Features	
· Other Sustainability Features
· Animal Welfare Features

Ethical Customer (2018) has also highlighted that Britain’s leading supermarkets create more than 800,000 tonnes of plastic packaging waste every year and reiterate that by 2025, the UK Plastics Pact hopes to have transformed the UK plastic packaging sector by meeting the following four targets:
· 100% of plastic packaging to be reusable, recyclable or compostable.
· 70% of plastic packaging effectively recycled or composted.
· Eliminate single-use packaging: take actions to eliminate problematic or unnecessary single-use packaging items through redesign, innovation, or alternative (reuse) delivery models.
· 30% average recycled content across all plastic packaging.

The research by Jahshan (2018) challenges the research question as it concludes that, despite Tesco being placed at the bottom of both the Good Shopping Guide and the Ethical Consumer grading list, Tesco currently holds the majority of the current market share.  The supermarket market share data from the first 12 weeks of 2018 shows that Tesco holds 27.6% of the total market share (Kantar Worldpanel 2018).  This research data provided by Kantar Worlpanel challenges he research question further showing that the supermarket market share in the UK over this period does not reflect evenly with the Good Shopping Guide and Ethical Consumer grading list.  The data is broken down as follows:



	Tesco
	27.6%

	Sainsbury's
	15.6%

	Asda
	15.1%

	Morrisons
	10.5%

	Aldi
	7.5%

	Co-Op
	6.4%

	Lidl
	5.4%

	Waitrose
	5.0%

	Iceland
	2.1%

	Symbols & Independent
	1.8%

	Other Outlets
	1.8%

	Ocado
	1.2%


Figure 2: 2018 UK Supermarket Share Source: Kantar Worldpanel (2018)

Despite the challenges to the research question there is still evidence to suggest that the leading supermarkets continue to deliver greener practices.  Aldi has recently been named as best British supermarket for sustainable fish with 79% of its seafood range being sustainable (Smithers, 2018).

2.6 PESTEL Analysis

In order for the author of this paper to analysis the single use plastic issue within the UK the PESTEL tool has been used:

Political.  Plastic waste has been a political discussion for many politicians in the UK including the Prime Minister.  In 2018 the Prime Minister Teresa May vowed to eliminate all avoidable plastic waste in the UK by 2042.  This was during the launce of the Governments 25-year environmental plan (Watts, 2018).  There is also a plastic tax planned to be introduced to driver down the usage of environmentally damaging and unrecyclable plastics and material out of existence (Watts, 2018). 

Economic.  The UK Plastics Pact is the first of its kind in the world.  It is hoped to be replicated around the world to form a powerful global movement for change as part of the Ellen MacArthur Foundation’s New Plastics Economy initiative (WRAP, 2018).  This pact will bring together businesses, policymakers and the public to create a circular economy for plastics that tackles the causes of plastics waste and pollution. Focussing on innovation, better packaging design and end-of-use systems will not only generate long-term benefits for the environment but is also a huge economic opportunity (MacArthur, 2018).  Ellen MacArthur Foundation has reported that 95% of the value of plastic packaging material alone, worth $80 to $120 billion annually, is lost to the economy.

Social.  Boyle (2015) believes that we currently live in a throw away era when we think that continued economic growth is possible despite the globes limited resources.  Boyle explains further writing how we live in an era of cheap products designed to be thrown away after single use and of expensive products designed to be replaced with new models after a year or so.  The plastic pollution problem is relatively new; however, it has caught the attention of many generations and has been a popular topic of discussion throughout various forms of media.  

Technological.  Technology has played its part is several ways regarding the single use plastic pollution problem.  From raising awareness over social media and the internet to satellites being used to observe and track the vast quantity of plastic to find where it is most concentrated and to focus clean-up efforts on these areas (Mills, 2018).  The huge economic loss from plastic waste has encouraged organisations to employ new innovative technologies to reinvent the thermoplastics economy (Nanalyze, 2018).
 
Environmental.  The environmental damage currently being caused is discussed throughout this literature review.  Kibria (2017) claims that plastic waste is ubiquitous and is reported from Arctic to Antarctic, from the surface to sediment. Plastic pollution in freshwater and marine environments have been identified as a global problem (Kibria, 2017).  Plastic pollution is causing significant damage throughout the marine environment (Eriksen et al, 2014).  Every year, approximately 13 million tonnes of plastic end up in the oceans.  That’s the equivalent of a full rubbish truck emptying into the ocean every minute (Mills,2018).

Legal.  The European Commission recently proposed a new law that bans or restricts the ten single-use plastic products most often found on Europe’s beaches and in its seas (Scott and Tullo, 2018). The move comes amid efforts by the UK and by US jurisdictions such as California to also limit single-use plastics (Scott and Tullo, 2018).  Various other countries, such as India, Saudi Arabia, Kenya, South Africa, and Rwanda are introducing reforms to waste management regulation to address environmental, social and economic problems associated with plastics (Cullet, 2018). 

2.7 Conclusion

The previous research mentioned in this literature review leads me to my own research which will focus on the single use plastics being offered by the UK’s leading supermarkets.  In order to conduct my research and test my chosen methodology, I will use the following research question:  

“Is it the case that the more demonstrably green a company is, the more successful it is?  A focus on single-use plastic within UK supermarkets.”

A key finding from this literature review is that many single use plastics are often necessary and required to protect products whilst they move throughout the supply chain and onto the supermarket shelves.  Single use plastics are particularly needed to protect fresh food products such as fruit, vegetables, fish and meats to ensure the resources that have been used to produce them is not wasted.  This evidence contradicts the research into how damaging and unnecessary single use plastics are and suggests that single use plastics are a necessary evil.  Another key finding is that the UK’s leading supermarkets do currently have a number of sustainable policies and practises in place and are working towards being greener, but are they really doing enough and does this achieve them more success?  Although some quantitative research has been carried out using analysis of historical data to grade the supermarkets for their ethical practices there is no research with the main focus of how the supermarkets control the production and supply of single use plastic or how the single use plastics are used.  

















CHAPTER 3:          METHODOLOGY

3.1 Introduction 

Research includes creative and systematic work carried out to increase the bank of knowledge, including knowledge of humans, culture and society and the use of this stock of knowledge to devise new applications (OECD 2015).  This research methodology chapter explains how the research project was conducted.  This chapter will also discuss how and why the information was collected, any issues experienced, and the reason behind the chosen methods of collecting data.

3.2 Research Philosophy

This research project is carried out with an aimed to build knowledge of if greener organisations specifically supermarkets are more successful.  The research will be carried out using a specific research question.  Saunders et al, (2016) express the importance to ensure consistency is kept in the methodology choice, research strategy and data collection techniques chosen.
[image: ]Figure 3: The Research Onion (Saunders, Lewis and Thornhill, 2016).

A research philosophy is the first layer of the research onion as shown above and the most crucial one (Zefeiti and Mohamad, 2015).  A pragmatism philosophy was chosen as it was felt that this was best suited.  The author considered Interpretivism due to its focus on humans and social groupings but decided against it on its epistemology of narratives and stories.  Pragmatism gave the author flexibility and met the requirement of conducting a mixed method of data collection focusing on a problem to provide a series of recommendations.  The author notes the deductive approach normally relies on quantitative data (survey), but as stated by Saunders et al, (2016) qualitative method could also be used.  

3.3 Research Strategy

The research strategy is how the author plans to answer the research question.  It links the research onion together to provide the path of mythology to the data collection and the data analysis (Saunders et al, 2016).  Once the philosophy and approach has been established
the author is required to select the most appropriate method.  The author has used a mixed
method to answer the research question.  This consists of a questionnaire and individual interviews designed to collect quantitative and qualitative data. 

3.4 Quantitative vs Qualitative

Quantitative vs Qualitative may imply that they are competing with one another and should only be used alone.  The truth is that they are complementary when combined and can get results that are both in depth and wide reaching (SurveyMonkey, 2018).  Gillham (2007) supports this writing, when used together the results provide a richer comprehensive bank of evidence.  However, there is a clear distinction between them (Teddie and Tashakkori, 2009):

3.5 Quantitative method – Such as questionnaires are the techniques associated with the gathering, analysis, interpretation and presentation or numerical information.

3.6 Qualitative method – Such as individual interviews are the techniques associated with the gathering, analysis, interpretation, and presentation of narrative information.  

3.7 Data Collection Method

A mixed method of data collection was chosen.  A questionnaire was chosen to collect data from a large sample and individual interviews were chosen to validate the questionnaire data and mitigate the weaknesses of only using one method.



3.8 Questionnaire

A questionnaire was chosen due to the cost effectiveness, practicality, and need for speedy data collection.  The questionnaire consisted of 14 multiple-choice questions designed to measure three types of data variables: opinion, behaviour and attributes.  The author distributed the questionnaire by printing hard copies and handing them out to personnel throughout the Aldershot Garrison.  The questionnaire was handed to both civil servants and serving members of the British Army.   All ranks and genders were included.   

The data received was then analysed by making comparisons with the literature review in order to draw conclusions and recommendations.  To assist the author, the advantages and disadvantages of using the questionnaire method are as follows:
	Advantages
	Disadvantages

	Low cost in time and money.
Easy to get a lot of information from a lot of
people very quickly.
Respondents can complete the questionnaire
when it suits them.
Analysis of answers to closed questions
straightforward.
Less pressure for an immediate response.
Respondent’s anonymity.
Lack of interviewer bias.
Standardisation of questions
Can provide suggestive date testing and
research question.
	Problems of data quality.
Low response rate unless ample captive.
The need for brevity and relatively simple
questions.
Misunderstandings cannot be corrected.
Questionnaire development is often poor.
Assumes respondents have answers
available in an organised fashion.
Lack of control of the order and context of
answering questions.
Question wording can have a major effect on
answers.
People talk more easily than they write.
Impossible to check seriousness or honesty
of answers.
Respondent uncertainty as to what happens
to data.


Figure 4: Advantages and disadvantages of questionnaires (Gillham, 2007).

3.9 Individual Interview

Interviews can be defined as a qualitative research technique which involves conducting intensive individual interviews with a small number of respondents to explore their perspectives on a particular idea, program or situation (Boyce and Neale 2006).  Interviewing is the most common format of data collection in qualitative research.  According to Oakley (1998), qualitative interview is a type of framework in which the practices and standards be not only recorded, but also achieved, challenged and as well as reinforced.  As no research interview lacks structure most of the qualitative research interviews are either semi-structured, lightly structured or in-depth (Mason,1994).  Unstructured interviews are generally suggested in conducting long-term field work and allow respondents to let them express in their own ways and pace, with minimal hold on respondents’ responses (Corbin and Morse 2003).  

Advantages of interviews include possibilities of collecting detailed information about research questions. In this type of data collection, the interviewer has direct control over the process and can clarify issues during the process if required.  Disadvantages include longer time requirements and the possibility that the interview process can be influenced by the biases of the interviewer.

3.10 Research Sampling and Piloting

Prior to starting the research, the questionnaire and interview questions were trialled.  This is a particular important practice that must take place before research is began (Dawson, 2009).  Those that participated in the pilot received no additional base information and were asked to complete the questionnaire and respond to intended interview questions in isolation.  Through this pilot system the author identified some ambiguities in interpretation from a respondent’s perspective. 

Having concluded the piloting element, the author collected a data sample from a range of personnel, ensuring variation was included when distributing the questionnaire.  The same questionnaire was also used to conduct the individual interviews.   A total of 60 questionnaires were distributed with an expectation of receiving a return of 45 complete questionnaires. 49 complete questionnaires were returned but 3 were made void as they did not provide clear workable data.  3 people provided feedback via the individual interview process giving a total survey data sample of 49.

3.11 Data Analysis
 
Yin (1994) state, data analysis consists of examining, categorising, tabulating or otherwise recombining the evidence to address the initial propositions of a study.  The analysis of the study will be conducted in chapter four.  Saunders (2009) explains “Without interpretation it is not research.”  There are many forms of data analysis available (Manen,1990); however, the author decided upon a basic approach by using Microsoft Word and Excel to produce tables and charts, with the intention of attracting the readers eye, allowing for ease of explanation and understanding of the research topic.  

CHAPTER 4:          ANALYSIS 

4.1 Introduction 

Chapter 4 will organise the findings of the questionnaires and individual interviews that were conducted during this research project.  This analysis will provide the conclusions and recommendations found in Chapter 5.  This analysis will also identify trends within the questionnaires and individual interviews.  

4.2 Questionnaire Overview 

A total of 60 questionnaires were distributed with an expectation of receiving a return of 45 complete questionnaires. 49 complete questionnaires were returned (86% of distribution) but 3 were made void as they did not provide clear workable data.  3 people provided feedback via the individual interview process giving a total survey data sample of 49.






















4.3 Question 1:  What is your age?

[bookmark: OLE_LINK2]Purpose:  The purpose of this question is to identify the age of the individuals who were being interviewed or completing the questionnaire.  The response data can then be analysed into meaningful groups of respondents and compared.   


Figure 5: Graph of age of respondents.

Analysis:  The findings show that the majority of personnel providing data were in the 25-34 age bracket, with 45% of the data sample being in this age category.  This was followed by the 35-44 age bracket with 37%.  Both the age brackets 18-24 and 45-54 provided 6%.  4% of the data sample were in the 55-64 age bracket and 2% were in the 65-74 age bracket.  No data samples were provided by anyone under the age of 18 or over the age of 75.   














4.4 Question 2:  Which answer best describes you?

Purpose:  The purpose of this question is to identify the gender of the individuals who were being interviewed or completing the questionnaire.  The response data can then be analysed into meaningful groups of respondents and compared.


Figure 6: Graph of gender of respondents.

Analysis:  The findings show that the majority of personnel providing data were male, with 80% of the data sample being in this age category.  This was followed by the gender female with 18%.  2% of the respondents chose the option other.  No one chose the option of prefer not to say. 
















4.5 Question 3:  Which is the main supermarket that you regularly shop at online or instore?

[bookmark: OLE_LINK1]Purpose:  The purpose of this question is to identify which single supermarket the individual completing the questionnaire or being interviewed regularly shops at.  This data will then be compared against the demographic questions.


Figure 7: Graph of respondents’ single chosen supermarket.

Analysis:  The findings show that the majority of personnel providing data chose to regularly shop online or instore at Tesco with 57% of respondents choosing this option.  Tesco was followed by Morrisons with 10% of respondents choosing this option.  Both Asda and Sainsbury’s took 8% of respondents.  Both Lidl and Aldi took 6% of respondents and both Waitrose and Marks & Spencer took 2% of respondents.  No one chose Iceland, Spar or Co-Op.  

86% of the respondents that chose Tesco were male and the remaining 14% female.  46% of respondents choosing Tesco were in the 25-34 year old bracket and 39% of respondents choosing Tesco were in the 35-44 year old bracket.  The age brackets 45-54 and 18-24 both took 7% of the respondents choosing Tesco.  

The 2% of the respondents who chose the option other at question 2 stated that they shopped at Asda.  Further analysis of question 3 to show the age and gender of respondents is shown at Figure 8.


[image: ]
Figure 8: Further analysis of question 3 to show the age and gender of respondents.




















4.6 Question 4:  What is the most important factor when choosing which supermarket to regularly shop at?

Purpose:  The purpose of this question is to identify why the individual completing the questionnaire or being interviewed chooses to regularly shop in their one chosen supermarket.  The available answers to the question were:
· Price of goods
· Variety of available goods
· Price of petrol/diesel
· Quality of goods
· Sustainable, green and environmentally friendly practices
· Distance from home
· Availability of car parking
· Customer service
· Reward schemes & loyalty discount scheme i.e. club cards, coupons, etc
· Opening hours


Figure 9: Graph to show reasons why personnel choose their supermarket.

Analysis:  The findings show that the price of goods and the variety of available goods are the two main reasons why the personnel providing data choose to shop at their single chosen supermarket.  Both options each received 27% of the data sample.  18% of the total data sample for question 4 chose the option of distance from home with 14% choosing quality of goods and 10% choosing reward schemes & loyalty discount scheme i.e. club cards, coupons, etc.  The options of sustainable, green and environmentally friendly practices and availability of parking both received 2% of the total data sample for question 4.  Further analysis of question 4 to show the age and gender of respondents at Figure 10.

[image: ]
Figure 10: Further analysis of question 4 to show the age and gender of respondents.




















4.7 Question 5:  Do you believe your chosen supermarket has green and environmentally friendly practices and policies in place? 

Purpose:  The purpose of this question is to find out if the individual completing the questionnaire or being interviewed is aware of the green and environmentally practices or policies of their single chosen supermarket. 


Figure 11: Graph to show the question 5 data sample results.

Analysis:  The findings show that 76% of respondents chose the option yes and 24% of respondents chose no.  Further analysis of question five to show the age and gender of respondents is shown at Figure 12.

[image: ]
Figure 12: Further analysis of question 5 to show the age and gender of respondents.



4.8 Question 6:  Are you aware of any green and environmentally friendly programs currently being practiced by your chosen supermarket?  

Purpose:  The purpose of this question is to find out if the individual completing the questionnaire or being interviewed is aware of the green and environmentally friendly programs currently being practiced by their single chosen supermarket.  


Figure 13: Graph to show the question 6 data sample results.

Analysis:  The findings show that 45% of respondents chose the option yes and 55% of respondents chose no. Further analysis of question 6 to show the age and gender of respondents is shown at Figure 14.

[image: ]
Figure 14: Further analysis of question 6 to show the age and gender of respondents.



4.9 Question 7:  Do you think plastic is damaging the environment?

Purpose:  The purpose of this question is to identify is the individual completing the questionnaire or being interviewed believes that plastic is damaging to the environment. 


Figure 15: Graph to show the question 7 data sample results.

Analysis:  The findings show that 94% of respondents chose the option yes and 6% of respondents chose no.  Further analysis of question 7 to show the age and gender of respondents is shown at Figure 16.

[image: ]
Figure 16: Further analysis of question 7 to show the age and gender of respondents.





4.10 Question 8:  Do you believe single use plastics are necessary?

Purpose:  The purpose of this question is to identify if the individual completing the questionnaire or being interviewed believes that single use plastics are ever necessary.  Three answers were available to this question:
· Yes
· No 
· Sometimes  


Figure 17: Graph to show the question 8 data sample results.

Analysis:  The findings show that 14% of personnel providing data for question 8 chose the option yes.  41% chose the option no and 45% chose the option sometimes.  Further analysis of question 8 to show the age and gender of respondents is shown at Figure 18. 

[image: ]
Figure 18: Further analysis of question 8 to show the age and gender of respondents.





4.11 Question 9:  Do you believe your chosen supermarket is making attempts to reduce single use plastics?

Purpose:  The purpose of this question is to identify if the individual completing the questionnaire or being interviewed believes that their single chosen super market is making any attempts to reduce single use plastics. 


Figure 19: Graph to show the question 9 data sample results.

Analysis:  The findings show that 80% of respondents chose the option yes and 20% of respondents chose the option no.  Further analysis of question 9 to show the age and gender of respondents is shown at Figure 20.

[image: ]
Figure 20: Further analysis of question 9 to show the age and gender of respondents.



4.12 Question 10:  Do you believe that your chosen supermarket is responsible for reducing the amount of single use plastics offered and used?

Purpose:  The purpose of this question is to identify if the individual completing the questionnaire or being interviewed believes that their single chosen supermarket is responsible for reducing the amount of single use plastics being offered and used.  


Figure 21: Graph to show the question 10 data sample results.

Analysis:  The findings show that 76% of respondents chose the option yes and 24% of respondents chose the option no.  Further analysis of question 10 to show the age and gender of respondents is shown at Figure 22.

[image: ]
Figure 22: Further analysis of question 10 to show the age and gender of respondents.









4.13 Question 11:  Do you believe your supermarket could be doing more to be more environmentally friendly? 

Purpose:  The purpose of this question is to identify if the individual completing the questionnaire or being interviewed believes that their single chosen supermarket could be taking more action and doing more to be more environmentally friendly.


Figure 23: Graph to show the question 11 data sample results.

Analysis:  The findings show that 98% of respondents chose the option yes and 2% of the personnel providing data for question eleven chose no.  The 2% is choosing option no is equal to one person who was in the 35-44 age category and male in gender. Further analysis of question 11 to show the age and gender of respondents is shown at Figure 24.

[image: ]
Figure 24: Further analysis of question 11 to show the age and gender of respondents.


4.14 Question 12:  Would you avoid a supermarket that was appearing to be causing damage to the environment? 

Purpose:  The purpose of this question is to identify if the individual completing the questionnaire or being interviewed would avoid supermarket that was appearing to be causing damage to the environment.


Figure 25: Graph to show the question 12 data sample results.

Analysis:  The findings show that 80% of the respondents chose the option yes and 20% chose the option no.  Further analysis of question 12 to show the age and gender of respondents is shown at Figure 26.

[image: ]
Figure 26: Further analysis of question 12 to show the age and gender of respondents.



4.15 Question 13:  Would you regularly shop at a supermarket that charged more for their products but promised green and environmentally friendly practices? 

Purpose:  The purpose of this question is to identify if the individual completing the questionnaire or being interviewed would regularly shop at a supermarket that charged more for its products but promised green and environmentally friendly practices? 


Figure 27: Graph to show the question 13 data sample results.

Analysis:  The findings show that 55% of the personnel providing workable data for this question chose yes and 45% chose no. Further analysis of question 13 to show the age and gender of respondents is shown at Figure 28.

[image: ]
Figure 28: Further analysis of question 13 to show the age and gender of respondents.



4.16 Question 14:  Would you happily pay more money for a product that was known to be undamaging to the environment?

Purpose:  The purpose of this question is to identify if the individual completing the questionnaire or being interviewed would happily pay more money for a product that was known to be undamaging to the environment?


Figure 29: Graph to show the question 14 data sample results.

Analysis:  The findings show that 67% of respondents chose the option yes and 33% chose no.  Further analysis of question 14 to show the age and gender of respondents is shown at Figure 30.

[image: ]
Figure 30: Further analysis of question 14 to show the age and gender of respondents.





CHAPTER 5:                     CONCLUSIONS AND RECOMMENDATIONS

5.1 Introduction 

This research project set out to identify if companies (specifically UK supermarkets) which appear to be more demonstrably green are more successful.  This conclusion will review the research question then summarise the research project by relating back to the literature reviewed, the data sample and analysis and findings in order to answer the research question posed.  This chapter will also give recommendations for someone that may wish to repeat the work or carryout a similar research project in the future.  Finally, this chapter will discuss the study limitations that came about during this research project.

5.2 Study Aims and Objectives

This research project aims to find out if it the case that the more demonstrably green a company is, the more successful it is, focusing on single-use plastics offered and used within the UK supermarkets.  The research aimed to establish the shopper’s perception of their regular UK supermarket with regards to single use plastic, plastic waste and environmentally friendly practices and policy.  The objectives for the research project are as follows:

1.	Using a wide range of literature, models and theories, critically discuss plastic waste within the environment and single use plastic within the UK supermarkets and their supply chains.
2.	Test and confirm the chosen methodology with a vison of conducting further in-depth research in relation to the research question using the chosen methodology, 
3.	Carryout data collection by means of questionnaires and individual interviews.  Quantitative and qualitative data will be collected in the form of opinions, views and facts. 
4.	Analyse the outcomes from the data collected, present findings and draw conclusions by making comparisons with the literature reviewed.
5.	Make recommendations based on the investigation outcome to guide future research using the used methodology and provide guidance to anyone who may wish to repeat this research project or carryout a similar research project in the future.

The research question for this research project is:  Is it the case that the more demonstrably green a company is, the more successful it is?

A variety of literature was considered in order to write the literature review chapter within this research project.  The literature used included: books, journals website articles, website pages and newspaper articles.  This range of literature allowed the identification of trends and common topics relating to the posed research question and highlighted current global environmental concerns in relation to plastic waste.

5.3 Conclusion

The research data shows that 57% of the personnel providing data for this research project regularly shop at Tesco.  This supports the literature review which states that Tesco currently holds the majority of the current market share (Kantar Worldpanel 2018), holding 27.6% of the total market share.  The research data also shows that the main two reasons that people chose to regularly shop at a single supermarket are the price of the goods for sale and the variety of goods for sale.  Only 2% of the data sample chose to regularly shop at their single chosen supermarket because of the supermarket’s sustainable, green and environmentally friendly practices.  24% of respondents continued to shop are their single chosen supermarket even though they believe the company to not have green and environmentally friendly practices and policies in place.  This provides the conclusion that companies which appear to be more demonstrably green are not more successful.  This conclusion is supported further with evidence in the literature review stating that Tesco sits in the bottom third of the Good Shopping Guide Ethical Company Grading (2018) but also hold the largest market share (Kantar Worldpanel 2018).

The findings from this research project show, it is not the case that the more demonstrably green a company is the more successful the company is.  This research project has tested the methodology used and confirmed the suitability of the used methodology for future research.

5.4 Recommendations

The following recommendations on completion of this research project/ test of methodology have been identified.  These recommendations will assist and guide future research using the tested methodology and provide guidance to anyone who may wish to repeat this research project or carryout a similar research project in the future.

[bookmark: _GoBack]Expanding the Environmental Focus.  This research project is focused on single-use plastics within the UK’s leading supermarkets, with the aim of finding out if it is the case that the more demonstrably green a company is, the more successful it is.  Although single-use plastic is a major global issue causing significant damage to the environment there are also many other environmentally damaging issues that could be considered and addressed.  Environmental and sustainability issues associated with UK’s leading supermarkets to consider are as follows:  

Climate Change.  The food industry is the largest contributor of greenhouse gases and accounts for 20% of the UK’s emissions.  
Fair Supply Chains.  UK supermarkets have a poor record of treating suppliers fairly.  The Fair Trade Code of Practice has also received criticism of being weak and unfit for purpose.
Eco System.  The global food system demand has caused deforestation, damage to fish stocks and soil degradation all over the world.  The UK alone has seen intensive agriculture effecting biodiversity and contributing to the destruction of hedgerows and wildlife.
Water.  2000 litres of water are required to produce the food which is consumed daily by the average UK household.  An increase of demand and climate change has water to no longer be seen as a low-cost resource.  

Expanding the Organisational Focus.  This research project focused on the UK’s leading supermarkets and their environmentally friendly or damaging practices.  Although the UK’s leading supermarkets have received criticism for their unsustainable practices there are many other large organisations in the UK that have received similar criticism.  Other organisations ranging from fast food restaurants to the Ministry of Defence could be the focus of future research projects with a similar research question, aim and objective.    

5.5 Research Limitations

A number of research limitations have been identified on completion of this research project.  Firstly, a quantitative method of data collection was used using a questionnaire.  This may cause limitations as questions within questionnaires can often be misinterpreted leading to a diluted data sample.  This risk was mitigated by including a qualitative method to collect data in the form of individual interviews.  Interviews can also have more complicated limitations such as interviewer bias.  Other research limitations during this research project were as follows:

Age Ranges Not Providing Data.  Eight separate age ranges were included in both the quantitative method (questionnaire) and qualitative method (individual interview).  Age ranges are useful when analysing data, however, during this research project no data was collected from any personnel in the under 18 years old age bracket or the 75 years or older age bracket, therefore missing valuable thoughts and opinions. 

Location of Data Collection.  The data for this research project was collected by distributing hard copies of the questionnaire and the author conducting individual interviews in the Aldershot Garrison area.  This caused research limitations as not all the supermarkets listed within the questionnaire and offered during the individual interview were in the immediate area of the Aldershot Garrison.  
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older



Male Female Other Prefer not 
to say



Co-op 0 0 0 0 0 0 0 0 0 0 0 0



Marks & Spencer 0 0 1 0 0 0 0 0 1 0 0 0



Waitrose 0 0 1 0 0 0 0 0 1 0 0 0



Aldi 0 0 0 2 0 0 0 0 0 1 0 0



Lidl 0 0 1 2 0 0 0 0 3 0 0 0



Spar 0 0 0 0 0 0 0 0 0 0 0 0



Morrisons 0 0 1 3 1 0 0 0 4 1 0 0
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older
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not to 
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