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[bookmark: _Toc215934151]Chapter 1: Introduction
[bookmark: _Toc215934152]1.1 Background of the Study
The automotive sector of the UK is among the main drivers of innovation, employment, and economic development (SMMT, 2024; Peterson, 2024). Over the past few years, it has developed significantly due to sensitivity to the environment, technology and the developing tastes and preferences. The increasing demand in electric vehicles and relatedness and green mobility are reshaping the profile of the buying behaviour, but the problems of the charging network and the genuineness of brands persist (BCG, 2024; Deloitte, 2024). Land Rover, which was originally developed in the luxury and craftsmanship segment, is fighting back by spending heavily on electrification and digitalisation since being acquired by the Tata Motors (Gupta, 2022; JLR, 2024). Regardless of this development, consumer attitudes regarding sustainability, brand image, and innovation within UK market would be considered to be important as far as the competitiveness of the market is concerned in the context of the ever-changing luxury automobile market.
[bookmark: _Toc215934153]1.2 Problem Statement
The purchase of luxury cars in UK still possesses a large knowledge gap in terms of the emotional, moral, and brand allusion, which influences the purchases in the UK, even though a body of knowledge exists regarding the world automotive consumer behaviour. Instead of exploring the underlying psychological and cultural forces influencing the consumer attitudes and values further, a significant portion of the literature currently being published is founded on the quantitative market research and purchase-intention modelling (Veluchamy, 2021). The literature about the luxury automotive market in the United Kingdom has been scarce, particularly regarding the Land Rover case, despite the evidence of the research conducted on the topic globally that people are becoming increasingly connected with luxury as a sustainable, authentic, and technologically advanced topic (Kapferer and Michaut-Denizeau, 2019; Deloitte, 2024). Thus, the aim of this paper is to analyse how the brand image, the digital contact, the awareness of sustainability affects the purchasing behaviour of the UK customers purchasing the Land Rover vehicles. The company is a perfect case study because of its heritage, but also because of its leadership in the market with a total supply of more than 73,000 vehicles sold in the UK alone in 2023 and its strategic position in sustainability changes as part of the Reimagine plan of Jaguar Land Rover that aims to achieve a 46 percent cut in its operational greenhouse-gas emissions by 2030 and net-zero across all of its value chain by 2039 (Jaguarlandrover.com, 2022)..
[bookmark: _Toc215934154]1.3 Research Aim and Objectives
The aim of this research is to analyse consumer buying behaviour in the UK automotive market, focusing on Land Rover as a case study. 
Objectives:
1. To identify the psychological, social, and economic factors influencing UK automotive consumer behaviour.
2. To examine how sustainability and brand image shape consumer attitudes toward Land Rover.
3. To analyse how digital marketing and innovation affect consumer engagement and purchase intentions.
4. To provide recommendations for enhancing Land Rover’s marketing and sustainability strategies.
[bookmark: _Toc215934155]1.4 Research Questions
· What factors influence consumer buying behaviour in the UK automotive market?
· How do sustainability and brand image affect consumer perceptions of Land Rover?
· What is the role of digital technology and marketing in shaping consumer decisions?
· What strategies can Land Rover adopt to enhance consumer engagement through sustainable and digital practices??




[bookmark: _Toc215934156]1.5 Significance of the Study
This is an important study both academically and in practice. Academically, it is a contribution to the knowledge base concerning consumer behaviour, sustainability marketing and brand management in the transforming UK automotive market. It paves the way to continuity in debates by integrating emotional branding, online communication, as well as environmental consciousness into a logical structure of cognising how luxury cars are being consumed. In practice, the results will provide Land Rover and other luxury car manufacturers with useful information to work on customer-oriented and ethically sound strategies. Mamta and Datta (2024) assert that sustainability efforts, such as carbon-neutral campaign and sustainable development of the products, manage to enhance customer loyalty and brand trust to the highest degree in the UK car environment. 
[bookmark: _Toc215934157]1.7 Structure of the Dissertation
· Chapter 1: Introduction – outlines background, rationale, and objectives.
· Chapter 2: Literature Review – analyses theories and previous studies on consumer behaviour, brand image, and sustainability.
· Chapter 3: Research Methodology – explains the qualitative approach and ethical considerations.
· Chapter 4: Findings and Discussion – presents insights from qualitative data.
· Chapter 5: Conclusion and Recommendations – summarises key findings and implications.

[bookmark: _Toc215934158]Chapter 2: Literature Review
[bookmark: _Toc215934159]2.1 Consumer Behaviour in the Automotive Market
The study will concentrate on consumer behaviour in the automotive market, 2.1. Consumer behaviour refers to the mental and affective behaviour of individuals during the process of choosing, purchasing, and consuming services or products (Liong Lim et al., 2022). When it comes to the automotive market, the decision is not just practical but emotional, symbolical, and lifestyle-oriented since cars are typically an aspect of self-image and a social identity (Nunes, 2024). It is found that luxury car purchases can be viewed as aspirational consumption regarding the relationship between ownership and prestige, exclusivity and personal achievement (Kapferer and Michaut-Denizeau, 2019). According to Peterson (2024), economic volatility, environmental concern, and technological improvements are very sensitive to the consumer behaviour of the UK automotive sector. The existing consumers strike a balance between the rational motivation price, performance and efficiency and the emotional and ethical motivation that are linked to sustainability and authenticity (Deloitte, 2024). This is because the existing car consumers are more informed, social-conscious and value conscious consumers who relate consumption to identity and environmentalism.
[bookmark: _Toc215934160]2.2 Factors Influencing Consumer Decisions
Some of the things that affect car-buying behaviour include aesthetics, brand prestige, quality, safety, and price (Liong Lim et al., 2022). The luxury segment tends to have symbolic and emotional features like exclusivity and sophistication that tend to outweigh the functional features. An already established luxury car market estimated at USD 98.6 billion in 2024 and projected at USD 144.9 billion in 2030 in the UK is predicted to be the market where the company will sell its vehicles in the near future since the high purchasing power of the wealthy consumers who view luxury cars as the symbols of success and self-identity (Grand View Research, 2024; Nunes, 2024). The McKinsey and Company (2025) state that status and achievement drive the two basic segments of their target market which include innovation seekers and status buyers. The moves of strategic brand ownership have also affected the consumer perceptions. Gupta (2022) states that the acquisition of Land Rover in 2008 by Tata Motors enhanced the brand by offering the innovativeness and sustainability to the traditional British craftsmanship. Arguably, a portion of younger luxury purchasers have a more intense consideration towards the ethical and sustainability aspects of brand-choice however the connection with loyalty is also complex (Kapferer and Michaut-Denizeau, 2019; Grauel et al., 2025). SUVs have now taken up about 63 percent of the luxury car revenue, and this shows the growing demand of luxury and utility (Grand View Research, 2024). Psychological theories, specifically, the hierarchy of needs developed by Maslow, suggest esteem and self-actualisation to be respectively the causes of luxury car buyers, who desire a brand that connotes performance and social position (Liong Lim et al., 2022; Kapferer and Michaut-Denizeau, 2019). Nonetheless purchase intent can never be immune to the macroeconomic conditions, Deloitte UK (2025) demonstrates that UK car buying intent has decreased to 5.7 per cent in Q3 2025, compared with 6.7 per cent in Q2 2025, the reaction to inflation and cause and effect of sustainability even among very prosperous consumers.
[bookmark: _Toc215934161]2.3 Brand Image and Consumer Perception
The high-end automotive industry relies on brand image as far as perceived value and emotional involvement is concerned. Regular branding will create a sense of trust and loyalty, which characterises the intent to purchase and post-purchase promotion (Nunes, 2024; Keller and Swaminathan, 2020). Luxury cars are primarily bought by the consumer as a luxury to define social identity rather than as a performance. According to a survey conducted across the world, 78 percent of consumers of luxury cars reckon that it is the brand image and the heritage that makes the difference when purchasing the car (McKinsey & Company, 2025).
Nunes (2024) has emphasized that brand loyalty is positively influenced by the consistency of communication and experiential design, which is also consistent with the brand equity model of Aaker (1991), who further noted that brand awareness, perceived quality, and associations are the core brand resources. Brand image, which is craftsmanship, adventure and engineering prestige, in the case of Land Rover is rugged yet sophisticated. Adventurous identity has also been enhanced with such campaigns as the Above and Beyond (Gupta, 2022)
[bookmark: _Toc215934162]2.4 Sustainability and Ethical Consumption
Sustainability has come to be defined as a consumer choice determinant to the UK automotive industry. Mamta and Datta (2024) established positive and close relationship between customer loyalty and sustainable business practices, and this implies that, buyers are more inclined to in purchasing brands that are displayed as being environmentally friendly and responsible. The market imperative of sustainability is also enhanced by the UK government ban on the use of new petrol and diesel cars till 2035.
These priorities are in line with the continued electrification plan and hybrid vehicles of Land Rover. Nonetheless, authenticity cannot be overlooked: consumers are becoming increasingly intolerant of the empty greenwashing and require sustainability messages to be visible (Mamta & Datta, 2024). In order to ensure a long-term consumer trust and to be credible, it is important to entrench sustainability in brand identity by targeting to be ethically sourced, carbon-neutral, and transparent in reporting.
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Figure 1: Conceptual Framework
Source: Author
The conceptual framework suggests by Figure 1 draws the current study. It hypothesizes that the consumer purchasing behaviour within the UK market of luxury automobiles is influenced by three fundamental antecedents, which include brand image, sustainability perceptions, and online interaction. Brand image also adds emotional and symbolic value, sustainability perceptions to ethical judgements and trust and digital engagement to consumer interactions and informed decision making. These constructs, when combined, offer a holiness through which it can be viewed that the consumers perceive and evaluate Land Rover in a changing market environment.
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[bookmark: _Toc215934165]3.1 Research Philosophy
Philosophy of research offers the framework for comprehending the knowledge creation and interpretation. The current research is based on an interpretivist philosophy that presupposes the social construction of reality and the idea that only the experienced lives of people can help comprehend it (Saunders et al., 2019). Interpretivism will be suitable as the perceptions of luxury brands and sustainability are relative and contextual among consumers. In contrast to positivism, where the researcher is interested in measurable facts, interpretivism enables the researcher to understand the meaning, feelings, and culture of the consumer decision (Creswell & Poth, 2018).
The position of philosophical stand supports the application of interviews and thematic analysis, which will allow the researcher to discover profound information on how consumers perceive the brand identity of Land Rover and the ethical positioning of the company in the context of the modernising UK automotive market.
[bookmark: _Toc215934166]3.2 Research Approach and Design
The research design uses inductive research, since it starts with the observation, and then proceeds to construct a theory, as opposed to testing a hypothesis. Exploratory research is suitable to use induction, which means that the patterns and themes will be generated naturally in their responses through narratives of participants (Bryman, 2021). The case study research design is used, as it specifically concentrates on Land Rover as a symbol of the UK luxury automotive market.
This research is appropriate to use a case study due to the possibility to explore contemporary phenomena in detail in the context of real life (Yin, 2018). The current process of electrification and green luxury at Land Rover offers a topical framework of the study of consumer reaction to evolving brand and industry policy.
[bookmark: _Toc215934167]3.3 Research Strategy
The methodology is a qualitative and exploratory study. The methodology allows the interviewer to be flexible in their questioning of the participants attitude and beliefs, whilst offering uniformity in the main themes (Silverman, 2020).
The qualitative approach is in line with the past research on consumer behaviour that focuses on experiential knowledge as opposed to statistical generalisation (Mamta and Datta, 2024; Nunes, 2024). With such a design, the study will attempt to elicit the perceptions of the UK consumers in terms of sustainability, technology, and brand prestige in their car buying decisions.
[bookmark: _Toc215934168]3.4 Sampling Method and Participants
The research will employ purposive sampling technique; in which the respondents will be sampled on the basis of their knowledge or interest in buying luxury cars. To get a broad range of views, the sample will include 8 or 10 participants in the UK of different groups in terms of age, sex, income, and jobs. 
Participants will include: 
• Existing or prospective clientele by Land Rover. 
• Luxury car potential buyers. 
Car lovers or marketing and sales specialists. Instead of being broad, purposive sampling is deep (Etikan et al., 2016). The job search will be based on LinkedIn, automobile forums, and university networks. All the respondents will be asked to take part in a virtual interview or face-to-face semi structured interview of around 30 minutes. The sample will be diverse to recruit individuals belonging to various age groups, genders, income level and ownership background. The interviews will be conducted until the data is saturated i.e. there is no emergence of new themes.
[bookmark: _Toc215934169]3.5 Data Collection Methods
The main data collection method will be semi-structured interviews, where the participants will be requested to elaborate on their vision of luxury, brand image, sustainability, and digital interactions deeply and give the researcher an opportunity to ask some questions to the respondents regarding new ideas that emerge. About 8-10 interviewees based in the United Kingdom and owning or having owned or planning on owning a luxury car (Land Rover) will be acquired via LinkedIn, automotive forums, and business networks. The interviews will take 30-40 minutes and will be carried out face-to-face or online through Microsoft Teams or Zoom. The interviews will be audio-taped with consent and transcribed word-to-word and backed up with brief field notes to include a contextual-non-verbal information. Social media marketing materials and sustainability reports about Land Rover will also be reviewed as secondary sources to facilitate triangulation and increase the results credibility.
[bookmark: _Toc215934170]3.6 Data Analysis
Data analysis will be based on the thematic analysis and the analysis will be performed in respect to the six-step framework of familiarisation, coding, theme identification, reviewing, defining and reporting of Braun and Clarke (2006). The method can be applied to examine the trends within the qualitative information in a systematic manner, and at the same time, be sensitive to the voice of the participants. NVivo software may be used as well to assist in a methodological procedure of transcribing and coded scripts.
It will be examined to define the recurring themes within the areas of sustainability perceptions, brand image and influences of digital. The observations are going to be interpreted through the prism of existing literature (e.g., Mamta and Datta, 2024; Likhitkar et al., 2024) to create a compound-based perception of consumer behaviour within the UK luxury automotive industry.
[bookmark: _Toc215934171]3.7 Ethical Considerations
The study will abide by the ethical code of conduct of the University of Wales Trinity Saint David (UWTSD) and the GDPR given the consent that they will be receiving prior to the collection of the data. The researcher reflexivity will be ensured as much as possible to minimize bias and ensure transparency in the interview and analysis procedure (Creswell and Poth, 2018).
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