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[bookmark: _Toc220718351]ABSTRACT
This study examines sustainability marketing and its effect on brand loyalty in the UK supermarket market. It will address supermarket marketing policies, perceptions of these policies, consumer reactions, and the relationship between these policies and brand loyalty behaviour. The study is deductive and positive in nature. It will employ a secondary, descriptive study design to examine corporate sustainability and ESG reports of five UK-based supermarkets and industry data for 2022-2025. The results show that sustainability marketing is a strategic priority among UK supermarkets, and that the major concerns in such adverts are carbon reduction, ethical sourcing, packaging reduction, and food waste reduction. Nevertheless, these attempts will be useful only when they are incorporated into daily interactions with customers. The discussion indicates that the most effective way for sustainability projects to influence consumer behaviour is through the combination of affordability, visibility, and trust. Value-based sustainability and communication grounded in a loyalty platform are more engaging than premium ethical positioning. The researchers report a positive relationship between sustainability marketing and measures of brand loyalty, including brand consideration and market share stability. Although sustainability does not guarantee loyalty, it is strengthened by values-based promotions, loyalty programs, and effective communication, thereby enhancing behavioural and emotional loyalty outcomes. The research hypothesis builds on sustainability marketing theory by illustrating how the interaction among expectation confirmation, brand image, and trust results in the formation of loyalty, and has practical implications for supermarket managers interested in implementing sustainability within long-term customer loyalty initiatives.
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	Expectation-Confirmation Theory
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	RQ
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	Term
	Definition

	Brand Consideration
	The likelihood that a consumer will include a brand in their purchase decision set.

	Brand Image
	The set of perceptions and associations held by consumers about a brand.

	Brand Loyalty
	A consumer’s repeated purchase behaviour and emotional commitment to a brand over time.

	Brand Trust
	The confidence consumers have that a brand will act consistently and in their best interest.

	Descriptive Research
	A research design aimed at describing characteristics or patterns without testing causality.

	Document Analysis
	A qualitative research method involving a systematic review of existing documents to extract relevant information.

	ESG (Environmental, Social, Governance)
	A framework used to assess an organisation’s sustainability and ethical performance.

	Greenwashing
	The practice of misleading consumers by exaggerating or falsely claiming environmental benefits.

	Loyalty Platform
	A digital or physical system used to reward repeat purchases and encourage customer retention.

	Sustainability Marketing
	Marketing activities that promote environmentally and socially responsible practices while creating customer value.

	Value Proposition
	The combination of benefits, price, and experience that a brand offers to customers.





[bookmark: _Toc220718356]CHAPTER 1: INTRODUCTION 
[bookmark: _Toc220718357]1.1 Background and Context
One of the icons of the new-age retail practice is sustainability marketing. Growing public-sector awareness of climate change, social good, and the moral conduct of business implies that the implementation of responsibility across all aspects of business operations is integral to organisations' operations (Kotler and Keller, 2021). Supermarkets in the United Kingdom have long led this transformation, as they are highly visible and interact with millions of consumers every day. Large retailers such as Tesco, Sainsbury, Asda, Morrisons, and Waitrose have now published comprehensive sustainability (ESG) reports that detail their activities to minimise their carbon footprint, reduce food waste, and support fair trade across their global supply chains (Tesco PLC, 2025).
[image: Sustainable Marketing | Meaning, Key Principles & 2025 Trends]
Figure 1: Sustainability Marketing (Ghanekar, 2025).
These extend beyond compliance and are integrated into corporate-wide promotional initiatives to strengthen trust and develop long-term customer relationships. The academic literature indicates that effective sustainability communication helps build perceived brand credibility and customer commitment, enabling businesses to stand out in saturated markets (Monfort et al., 2025). Price and convenience remain important to British shoppers, so sustainability should characterise value and accessibility to maintain brand loyalty (Fernandes, 2024).
Supermarkets have therefore begun to associate sustainability with customer engagement initiatives such as Tesco Clubcard and Sainsbury Nectar, which reward consumers for purchases of environmentally friendly products and services (J Sainsbury plc, 2025). The approaches are quantitative, measuring ethical practices through brand loyalty. Despite these developments, the direct effects of sustainability-oriented marketing on customer retention and repurchase behaviour in UK supermarkets remain poorly quantified. This study, hence, aims to address this gap by determining the relationship between sustainability marketing campaigns and brand loyalty; the respondents in this study, therefore, will be the leading supermarket chains in the country, hence the contribution of the study to the body of knowledge, as well as the management of brand loyalty in sustainable marketing of retail stores.
[bookmark: _Toc214109841][bookmark: _Toc220718358]1.2 Research Problem and Rationale
Despite the emergence of sustainability marketing as a prevailing marketing approach in the retail sector, the research has not documented its effectiveness in influencing brand loyalty in the UK supermarket sector. Most studies focus on consumer attitudes in general rather than on the implications of environmental and ethical marketing activities for long-term customer relationships within a particular retail business (Watson, Perrigot, and Dada, 2023).
Supermarkets in the UK are no longer competing solely on price and convenience, but on their moral reputations and environmental support. Consumers are becoming more demanding on issues such as waste, renewable energy, and fair trade. Despite these expectations, some companies still struggle to demonstrate that sustainability activities enhance customer retention or repeat purchases (Fernandes, 2024).
This gap will be addressed through research that examines the relationship between sustainability marketing and brand loyalty among the top UK supermarkets. The analysis of secondary quantitative data from genuine sources across different industries and companies will equip marketers with practical knowledge of their field and contribute to research on responsible marketing in the competitive retail sector (Tesco PLC, 2025).
[bookmark: _Toc220718359]1.3 Research Aim, Objectives and Questions
Aim
The study will examine the effects of sustainability-oriented marketing on consumer brand loyalty in the UK supermarket market.


Research Objectives
1. To identify the key sustainability marketing policies of the UK's top supermarkets. 
2. To discuss the way in which the consumers in the UK perceive and respond to these initiatives.
3. To identify the level of correlation between the concept of sustainability marketing and brand loyalty behaviours within the supermarket setting. 
Research Questions
1. How do sustainability marketing campaigns and brand loyalty in major supermarkets in the UK relate to each other?
2. What are the perceptions and reactions of UK consumers regarding the sustainability initiatives in the country?
3. [bookmark: _Toc214109843]To what extent do sustainability marketing practices influence brand loyalty among supermarket consumers?
[bookmark: _Toc214109844][bookmark: _Toc220718360]1.4 Relevance and Contribution
The research is essential because it fills the gap between sustainability marketing and brand loyalty in the highly competitive UK supermarket sector. While sustainability is now critical to corporate brand communication, there is little quantitative evidence on how such marketing affects repeat purchasing and consumer trust (Uprikar, 2023).
The results will be useful to both academic and industrial communities. For academics, the study contributes to the literature by applying well-established marketing theories (e.g., brand trust and expectation-confirmation) to the concept of sustainability. Practitioners can find it helpful to provide recommendations on applying credible sustainability communication to foster sustainable consumer loyalty in a low-differentiation sector (Watson, Perrigot, and Dada, 2023).
[bookmark: _Toc214109845]In general, the current dissertation can inform sustainable corporate practices that enhance customer relations and encourage ethical, transparent, and environmentally responsible retail practices (Tesco PLC, 2025).


[bookmark: _Toc220718361]1.5 Dissertation Structure Overview
Flow and continuity could be improved by dividing the dissertation into six chapters to enhance readability.
Chapter One - Introduction: Provides the research background, purpose, objectives, research questions, and the theoretical framework guiding the research.
Chapter Two - Literature Review: Critically reviews available literature regarding sustainability marketing and brand loyalty, and defines some of the most significant weaves, theoretical viewpoints, and gaps in the literature.
Chapter three - Research methodology: Addresses the research design, the secondary sources, methods of data analysis and ethical concerns.
Chapter Four - Data Analysis: The data obtained are presented in a table, along with a description, to identify patterns and trends in the secondary data.
Chapter Five - Discussion: Gives meaning to the meaningless findings of the analytical findings in the theories and the literature available.
Chapter Six - Conclusion: Ends the study by summarising the main findings of the survey, commenting on how it can be applied in practice, and making recommendations for improving research and industry practice.
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[bookmark: _Toc220718363]2.1 Introduction 
The purpose of this literature review is to critically review existing academic and industrial research on the relationship between sustainability marketing and brand loyalty in the UK supermarket sector. A literature review presents the structure and analysis, situates the current study within the existing knowledge, and acknowledges conceptual, theoretical, and empirical developments in addressing the research question (Snyder, 2019). By synthesising previous work rather than merely summarising it, this review seeks to demonstrate the impact of sustainability-oriented strategies on consumers' perceptions, trust, and loyalty in a highly competitive grocery market.
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Figure 2: Brand Loyalty Factors (Nguyen et al., 2019). 
The chapter uses scholarly publications and frameworks of theory and sound industry knowledge to analyse change in sustainability marketing growth and consumer response to ethical, environmental and social commitments committed by retailers. Existing research emphasises that consumers increasingly expect brands to demonstrate transparency and responsibility; therefore, sustainability is becoming a key aspect of value creation and differentiation (Kotler and Keller, 2021). The strength and consistency of this relationship vary by situation, with moderating variables including price sensitivity, credibility, and perceived authenticity.
The review covers the basic concepts of comparison, sustainability marketing, brand loyalty, and consumer behaviour, and analyses empirical studies in these areas. It concludes by pointing out such gaps in the research. It provides the theoretical basis for ongoing research aimed at identifying trends in supermarket loyalty in the UK.
[bookmark: _Toc220718364]2.2 Search Strategy, Inclusion Criteria and Scope of the Review
The methodology of this literature review was systematic and designed to yield credible, high-quality academic sources. Various databases, including Google Scholar, Scopus, Web of Science, and the UWTSD library, have been consulted to retrieve peer-reviewed journal articles, books, and authoritative industry reports. These were: sustainability marketing, ethical consumption, brand loyalty, consumer trust, UK supermarkets, and ESG retail performance. It is a method that aligns with the recommended approach to conducting a systematic literature review (i.e., a balance between breadth and relevance) (Snyder, 2019).
The inclusion criteria were centred on publication date; therefore, research published between 2015 and 2024 was included in the review to capture trends in sustainability and consumer behaviour. Regardless of the publication date, brand loyalty, trust, and expectancy-confirmation theories should not be overlooked, as they are already relevant to marketing research (Oliver, 1999). The case was chosen because it discussed sustainability marketing, customer loyalty, and consumer decision-making in stores. YouGov and UK supermarket sustainability disclosures were industry reports published in a sector-based context to inform academic knowledge of the sector.
Other reasons for excluding the sources were the lack of transparency in the methods, the absence of peer review, and industry affiliations. This renders the review thematic and contextual, and seeks to explore the impacts of sustainability practices on loyalty within the grocery retail setting. This will ensure that the literature review aligns with the dissertation's research and theoretical frameworks (Webster and Watson, 2002).
[bookmark: _Toc220718365]2.3 Conceptualising Sustainability Marketing
Defining Sustainability Marketing
Sustainability marketing is an activity through which organisations endeavour to design, produce, and distribute goods in ways that create value without adversely affecting the environment or social well-being. Belz and Peattie (2012) agree, stating that it is a combined strategic orientation encompassing the values of ecological integrity, social justice, and economic viability in long-term marketing efforts. This image is an addition to classical marketing, whose problems are mostly related to consumer demand, competitiveness, and the moral and responsible use of resources. Kotler and Keller (2021) note that a high level of sustainability characterises new marketing strategies, as customers are more conscious, policies are becoming stricter, and global environmental issues must be considered. In the retail sector, particularly supermarkets, sustainability marketing is becoming increasingly important for companies, as it enables them to communicate their brand purpose and operational commitments.
Evolution from Green Marketing to Integration of ESG
Early literature on environmentally responsible marketing (sometimes called "green marketing") was criticised as overly promotional and, in some cases, misleading. As such, consumer scepticism (Peattie and Crane, 2005) and the term "greenwashing" were born. Such limitations lead to a more holistic approach, in which sustainability is not confined to product-level initiatives but is integrated across the entire business. As such, sustainability marketing is very much aligned with environmental, social, and governance (ESG) principles today. It is increasingly common for retailers to provide information on performance with respect to carbon emissions, ethical sourcing, reductions in packaging waste, and labour conditions, as evidence of organisational accountability. Theocharis and Tsekouropoulos (2025) report that integrating ESG enhances transparency, strengthens relationships with stakeholders, and provides a structured platform for measuring non-financial performance. In UK supermarkets, we observe this evolution in comprehensive sustainability reporting and in commitments to other public net-zero targets.
[image: ]
Figure 3: Environmental, Social, and Governance (ESG) Statement (Khan, 2024).


Consumer Expectations and Perception of Value
Consumer perceptions and evaluation of a sustainability claim are a part of sustainability marketing. It has been shown that people have become increasingly interested in brands that demonstrate genuine environmental and social responsibility and hold negative attitudes toward brands that do not (Šoštar and Ristanovic, 2024). Consumer loyalty will not necessarily be achieved through sustainable practices. Carrington et al. (2014) discuss ethical intentions that consumers often struggle with under situational constraints, such as price, convenience, and product availability, and how these factors significantly shape the purchasing process. This behaviour gap/attitude gap manifests itself most accurately in the grocery retail industry, where necessities are generally a large portion of the purchases a particular person makes, and affordability is a more pressing concern than the desire to be sustainable. Perceptions of sustainability in decision-making and value are key factors in explaining loyalty outcomes.
Sustainability Marketing as a Differentiation Strategy
Sustainability marketing is used as a marketing differentiation strategy in competitive markets (rather than as an addition to existing marketing instruments, such as discounting or product assortment). Sustainability is an important concern to retailers, whether in overt communications, branding, and community support and promises across their supply chains. Empirical evidence indicates that the company's legitimate sustainability actions can enhance brand image and credibility, which are the basis of brand loyalty (Nguyen et al., 2019). Supermarkets that practice well-established and validated sustainability measures, including minimisation of plastic waste, and collaborate with ethical community welfare programmes, are likely to increase emotional and behavioural loyalty. These lessons indicate that sustainability marketing does not increase ethical legitimacy but, on the contrary, facilitates long-term customer retention.
[bookmark: _Toc220718366]2.4 Brand Loyalty: Definitions, Dimensions and Drivers
Defining Brand Loyalty
Brand loyalty is widely understood as a multidimensional construct that indicates the degree to which consumers are consistent in purchasing from or utilising a brand rather than other brands. According to Oliver (1999), this is one of the most compelling definitions: loyalty is a strong commitment to repurchase or repatronise a desired product or service in the future, even when circumstances or competition do not influence them. This definition is used to consider both the attitudinal and behavioural components: not only are loyal customers ready to repeat purchases, but they hold positive attitudes toward their retailer and generally feel good.  As Chaudhuri and Holbrook (2001) emphasise, the importance of loyalty that develops from a combination of trust, satisfaction, and affective relationships, leading to brand choice, has been highlighted. In grocery retailing, loyalty is crucial, given that consumers often 'shop around' and are easily swayed by price, convenience, or value.
Dimensions of Brand Loyalty
Scholars have distinguished between behavioural loyalty and attitudinal loyalty. Behavioural loyalty is linked to observable behaviours, such as repeat purchases and increased purchase frequency. Behavioural indicators may not always be the best measure of true loyalty, because repeat-purchasing behaviour may be driven by habit, a lack of alternatives, or promotional pricing (Dick and Basu, 1994). Attitudinal loyalty, in contrast, is a measure of psychological commitment, trust and favourable evaluations of the brand. Dick and Basu (1994) suggest that when both dimensions are in synchrony, accurate loyalty will foster a close relationship between the consumer and the brand. More recent research strengthens this dual point of view: "finds emotional connexions, perceived brand personality and trust are strong predictors of attitudinal loyalty" (Kumar and Reinartz, 2016). In the context of supermarkets, attitudinal loyalty can be demonstrated by consumers' perceptions of retailers as transparent, ethically sourced, and socially responsible.
Drivers of Brand Loyalty
The drivers of brand loyalty vary by market but usually include satisfaction, trust, perceived value, and brand experience. Satisfaction is among the strongest predictors of customer loyalty, with positive emotion and reduced perceived future purchase risk among the strongest predictors (Anderson and Srinivasan, 2003). Trust is necessary because consumers are loyal to a brand only when they perceive it as dependable and honest, regardless of what a competitor offers, such as a lower price or promotion. In grocery retail, trust is established through product quality and consistency, communication, and the disclosure of information such as sustainability and sourcing practices. In this context, research has shown that greater responsibility and a favourable environment are associated with consumer trust in supermarkets (Hartmann and Ibanez, 2006).


Perceived value affects loyalty through cost-benefit analysis. According to Zeithaml (1988), perceived quality, convenience, and emotional benefits, along with price, are the factors that consumers consider, rather than price alone. It would particularly apply to supermarkets, where low prices, convenience, and product availability are powerful drivers of customer loyalty. Moreover, loyalty programmes, personalised offerings, and digital interactions have become essential elements of relational ties, which are known to lead to perceived value and repeat-purchase intentions (Kumar and Reinartz, 2016).
Brand Loyalty in the Supermarket Context
A combination of utilitarian and emotional factors can explain brand loyalty in grocery retailing. Consumers are usually ambivalent in their needs, being both price-sensitive and more substantive (e.g., trust, perceptions of ethical behaviour). It has been found that supermarket loyalty is not merely transactional. It can be enhanced through corporate measures that instil environmental responsibility, community participation, and open supply chain practices (Ailawadi et al., 2001). In this regard, invested supermarkets in plausible sustainability programmes can establish more attitudinal types of loyalty and assist in assuring customer loyalty despite very delicate valuation-pricing settings.
[bookmark: _Toc220718367]2.5 Sustainability Marketing and Consumer Behaviour in Grocery Retail
Consumer Interest in Sustainability within Grocery Retail
Sustainability marketing is becoming increasingly relevant to consumer expectation management in the grocery retail environment, as greater attention is directed to environmental and social practises in supermarkets. As White et al. (2019) demonstrate, consumers do not simply consider a product's price and quality, but its environmental impact and ethical stance. Sustainability messages in supermarket environments, where consumers purchase relatively uninvolved products, can influence perceptions of trust, integrity, and purpose toward retailers. Wei et al. (2024) argue that sustainability cues can serve as a heuristic that enables consumers to distinguish between products that appear closely related by signalling a higher level of ethical conduct.
[image: ]
Figure 4: Driving Consumers' Interest in Sustainability (4THBIN, 2025).
The Attitude - Behaviour Gap of Ethical Consumption
Although there is a strong expressed concern about sustainability, an established attitude-behaviour gap already exists in grocery retail. Carrington et al. (2014) emphasise that consumer behaviour is constrained by habit patterns and competing priorities, preventing consumers from acting on their ethical intentions. Consumer price sensitivity is a major challenge, particularly for necessities such as food. Even the most ethical ACTs, as demonstrated by Bray et al. (2011), appear to be largely unconcerned with budgetary pressures and are instead interested only in costs and convenience. This is one of the topical issues in the UK grocery market where all consumers face inflation and cost-of-living pressure. In the context of this article, sustainability marketing design can only trigger behavioural change when it is perceived to have economic value.
Trust, Authenticity and Consumer Response to Sustainability Claims
Trust plays a significant role in shaping consumer behaviour related to sustainability. The greater the relationship between the attribute sought by the consumer in the purchasing decision-making process and the sustainability attribute (Delmas and Burbano, 2011), the more likely the retailer is to prompt consumers to focus on these attributes through transparent, credible, and verifiable sustainability claims. However, the correlation between interest in greenwashing and customer compliance with retailers' environmental responsibility has been declining. The significance of transparency in reporting and actions, as shown by Nguyen et al. (2019), is vital to sustainability messaging and purchase intentions, as the company enjoys green trust. Since brand is an important attribute of the grocery-buying process, it is worthwhile to make informed estimates of sustainability to create greater emotional attachment and reduce perceived risk.

Sustainability, Perceived Quality & Willingness to Pay
This form of sustainability marketing affects the perceived value of a product. Aschemann-Witzel and Zielke (2017) report that consumers tend to evaluate products characterised as sustainable, organic, or produced in an ethical manner as high quality, fresher, and safer. These perceptions are applied when paying a small premium, provided the price difference is not too large, as shown above. Sustainability stories are an effective mechanism for improving brand image and product ratings, even in highly competitive markets, such as supermarkets. Retailers that adopt measures such as reducing packaging waste, treating their suppliers ethically, and offering healthier food choices may have a favourable overall brand image.
Marketing Strategies and Behavioural Reinforcement in Supermarkets
Through retailing, consumers should be able to lead more sustainable lives, a goal that retail communication activities and loyalty programs should support. According to Thodegger (2021), implementing sustainability across shopping branding, digital communications, and loyalty schemes will help change behaviour toward more positive outcomes, so that individuals feel more comfortable and rewarded when making morally responsible decisions. An example from the UK supermarket industry of how the concept of long-term responsibility can be reframed in consumers' minds is the redistribution of food waste, a commitment to reduce carbon emissions, and green own-brand products. Industry research findings further suggest that customer trust is positively associated with supermarket sustainability indicators, including emissions reduction, recyclable packaging, and donations to community welfare (Fernandes, 2024).
Consumer Heterogeneity and Implications for Supermarkets
Sustainable marketing is not a marketing strategy that elicits a consistent consumer response. Biswas and Roy (2015) argue that young, environmentally aware individuals are more sensitive to sustainability than price-sensitive households, which are concerned with immediate economic outcomes. This plurality emphasises sustainability policies as segments that encompass intentional moral activities and sensible economic impacts. Sustainability must be included in clear value propositions to minimise perceived trade-offs and help supermarkets attract a diverse range of consumers.

[bookmark: _Toc220718368]2.6 Empirical Evidence Linking Sustainability Marketing and Brand Loyalty
Sustainability Marketing as a Driver of Brand Loyalty
Empirical evidence suggests that sustainability-based marketing practices can be among the most important contributors to brand loyalty, as consumers perceive them as genuine, rather than hypocritical. Rahman, Park, and Chi (2015) found that sustainability projects promoted customer satisfaction and trust, thereby improving repurchase intentions. Gao and Shen (2024) assert that brand authenticity is the factor that induces emotional attachment to the brand, which is an antecedent of brand loyalty, and that is usually facilitated by plausible sustainability practises. These findings indicate that greater emphasis is placed on the relationship asset of sustainability as a source of developing devotion by enhancing psychological engagement, rather than on increasing transactional value.
Role of Perceived Authenticity and Green Trust
The two dimensions of authenticity are judgmental, as they associate sustainability undertakings with a loyalty outcome. Empirical research has shown that brand commitment increases when consumers believe a brand makes sustainability claims. Green trust, as represented by Chen (2010), is a strong mediating factor between the perceived environmental performance and consumer loyalty. Further evidence suggests that green trust is positively correlated with attitudinal and behavioural loyalty, particularly in competitive retail markets, as found by Ng, Butt, and Khong (2014). Scepticism toward greenwashing, by contrast, will diminish loyalty, as consumers lack confidence in the sustainability messages. Addressing moderate inconsistencies in sustainability communication, as reported by Koch and Denner (2025), can significantly diminish consumer loyalty; thus, credibility is a predictor of the efficacy of sustainability marketing in increasing its positive impact on consumer loyalty.
Sustainability, Value Perception, and Repeat Purchasing
Consumers respond favourably to sustainability-related actions when they create greater perceived value or align with personal values. Empirical work by Nadeem et al. (2025) found that sustainability marketing can drive higher perceived value through the improvement of brand reputation, emotional connexion, and perceived quality of a product in the context of a grocery retail environment, one in which purchases are made with great frequency and choice is easy, that perceived value is one of the key determinants of repeat purchase. Konuk (2018) found that consumers are more likely to switch to organic or eco-friendly grocery products when sustainability attributes enhance perceived product quality and the price premium is reasonable. In addition, these results suggest that sustainability marketing has contributed to loyalty by increasing perceived value in both functional and emotional dimensions.
Impact of Corporate Social Responsibility (CSR) on Loyalty
Numerous empirical studies have shown a significant link between CSR activities and brand loyalty. In the retail industry, CSR programmes (e.g., food donations, carbon emissions reductions, and ethical sourcing) have been shown to affect loyalty levels positively. Observerseder, Schlegelmilch, and Murphy (2013) found that consumer trust and satisfaction, both of which lead to brand loyalty, are increased through CSR engagement. On the same note, the study by Fatma, Rahman, and Khan (2015) reports that CSR perceptions are positively associated with loyalty, with trust and corporate reputation as mediating factors. These studies contribute to the view that sustainability-related causes strengthen relationships between consumers and brands, particularly when these issues are ones consumers themselves care about.
[image: ]
Figure 5: Corporate social responsibility and loyalty (Sindhu and Arif, 2017).
Price Sensitivity and Contextual Moderators in Grocery Retail
While a sensible force in developing loyalty, the relationship is moderated by price sensitivity and situation. Bray et al. (2011) found that consumers are likely to switch back to price-based decision-making despite good intentions. Similarly, Aschemann-Witzel and Zielke (2017) demonstrated the importance of perception: how affordable and necessary products are perceived to be seems to determine willingness to pay for sustainable grocery products. In the UK supermarket sector, this is evident in consumer data, with many consumers prioritising value over sustainability amid tighter budgets. This means that survival marketing, without competitive pricing or accurate value propositions, may not produce loyalty.

Differential Consumer Segments and Loyalty Responses
Empirical research has been carried out to analyse the effects of segmentation on consumers' responses to sustainability messaging. Biswas and Roy (2015) found that young consumers, environmentally aware consumers and consumers with higher incomes are more committed to sustainability measures. For financially constrained households, the loyalty effect is too weak unless cost-saving or functional benefits increase with sustainability actions. Wei et al. (2024) found that sustainability messages were more effective at influencing consumer loyalty when framed within a consistent aspect of consumers' personal values related to change, indicating that message framing and consumers' personal identity shape the relationship.
Supermarket-Specific Empirical Evidence
Although studies of grocery retailers are scarce, they examine them directly. Hartmann and Ibanez (2006) suggest that brand trust, which is closely correlated with loyalty, is influenced by ethical and environmental activities in food retail. Recent research in the industry found that supermarkets' sustainability performance, including reduced plastic waste, emissions, and food waste, improved their ratings for trust and loyalty (Fernandes, 2024). 
Summary of Empirical Insights
This shows that sustainability marketing and brand loyalty are positively related. This relationship is made possible by trust, value, perceived worth, authenticity and emotional bond. Contextual factors, sensitivity to price, and consumer heterogeneity moderate this relationship which varies among grocery retail industries. This kind of learning suggests that sustainability loyalty is highly perceived in the UK supermarket market, which is highly competitive and subject to continuous changes in the consumer demand.
[bookmark: _Toc220718369]2.7 Theoretical Framework: ECT, Brand Image and Brand Trust
Theoretical Framework
This study conceptually explains the concept of sustainability marketing and brand loyalty in the UK supermarket market via three theoretical approaches, which include Expectation-Confirmation Theory (ECT), Brand Image Theory, and Brand Trust Theory.
ECT assumes that the customers will develop an expectation concerning a brand in regards to the claims made by the brand in terms of sustainability and then contrast the expectation with the experience. When supermarkets meet sustainability obligations regarding sourcing, packaging, and waste minimisation, customers will feel positive, which in turn translates into customer loyalty and, consequently, new purchases (Rastogi, Agarwal, and Gopal, 2024).
Brand image theory posits that brand image is influenced by sustainability marketing. It can be more attached to and loyal to the supermarket through a better retail environment in which the supermarket is viewed positively for its environmental image, is environmentally responsible, and behaves in an ethical and community-minded manner. Studies have established that sustainable brand image is an intermediary variable between marketing practices and customer retention outcomes (Watson, Perrigot, and Dada, 2023).
Brand Trust Theory complements this by emphasising the importance of perceived authenticity. In supermarket settings, consumer trust is established when sustainability communication aligns with observable practices. If sustainability claims are perceived as disingenuous or superficial, consumer trust declines and, consequently, loyalty intentions are reduced (Hanhimäki, 2025).
Collectively, these frameworks provide a strong basis for analysing the role of sustainability marketing in strengthening brand loyalty. ECT describes loyalty in terms of satisfaction; brand image can explain perceptual and emotional attachment; and brand trust can define the dimension of authenticity that is very important in contemporary retailing. By combining these viewpoints, the research develops a multidimensional model to understand the effects of sustainability marketing practices by UK supermarkets on long-term customer loyalty, focusing on satisfaction, perceptions, and trust mechanisms.
Expectation-Confirmation Theory (ECT)
Expectation-confirmation theory provides a simple framework for understanding how consumer satisfaction develops in response to marketing actions. As per Oliver (1980), 'the discongruence between pre-purchase expectations and the actual performance causes satisfaction and results in greater loyalty, as the negative disconfirmation'. In the context of sustainability marketing, expectations are driven not only by the functional attributes of products but by the ethical and environmental claims that retailers communicate. When the supermarkets deliver with their sustainability initiatives, when they meet or exceed expectations from consumers, reducing plastic waste, for example, or offering transparency or ethical sourcing, consumers feel more satisfied, and therefore have an intention of remaining loyal to them. Recent studies support the idea that sustainability performance can positively impact satisfaction through a greater sense of organisational responsibility (Szaban et al., 2025). ECT helps explain why credible sustainability behaviours improve loyalty outcomes.
Brand Image Theory
Brand image is the set of associations that consumers hold about a brand, shaped by accumulated experiences, perceptions, and marketing communications. Keller (1993) emphasises the importance of strong, favourable, and unique associations that lead to positive brand evaluation and begin to influence brand loyalty. Sustainability programs play a role in associations by signalling responsibility, quality, and integrity. Empirical studies have shown that sustainability communication has a positive influence on brand image in consumers when consumers consider that a retailer is not breaking its commitment (Nguyen et al., 2019). The sustainability brand image can become a competitive edge to a firm within the grocery retail sector whose product differentiation is limited by similarity of products. Emotional and attitudinal loyalty to the retailer is fostered by a strong sustainability image, leading consumers to prefer the retailer over competitors.
Brand Trust Theory
Trust, as described by Morgan and Hunt (1994), is the belief in a brand's reliability and integrity, and extensive research has shown that it is an important factor in long-term loyalty. Chen (2010) found that environmentally responsible practices create green trust, which in turn fosters loyalty. The problem of trust is fatal in the case of supermarkets because sellers make claims about where their products come from, how well they perform in terms of environmental performance, and how they conduct their ethical behaviour, which consumers cannot easily verify. Sustainability reporting that is truthful and transparent creates trust, whereas greenwashing or a range of mixed messages destroys trust and loyalty (Koch and Denner, 2025). The process of sustainability marketing is trust-based; the risks involved depend on the effectiveness of the statements.
Integrating the three theories
A coherent model developed to explain the effect of sustainability marketing on supermarket loyalty comprises ECT, Brand Image, and Brand Trust. Sustainability Actions Impact on Consumer Expectations, Boost Brand Associations and Trust. These processes are interrelated and provide the conceptual background for the discussion of the relationship between sustainability and loyalty in the UK grocery retail market.
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Synthesis of Key Insights
The literature review indicated that sustainability marketing is correlated with consumer satisfaction, trust, and loyalty, with psychological interrelations mediating these relationships. According to the Expectation-Confirmation Theory, the closer consumer expectations regarding sustainability are fulfilled or exceeded, the more satisfied they are and the more likely they are to remain loyal to the company (Oliver, 1999). Empirical evidence indicates that actual sustainability operations lead to a stronger brand image and a sense of attachment, as well as attitudinal loyalty (Gao and Shen, 2024). Sustainability is associated with building trust, particularly when it is conveyed openly and supported by credible evidence. In the highly competitive grocery retail market, where differentiation is limited, these mechanisms offer retailers a strategic opportunity to cultivate long-term loyalty.
Identified Shortcomings in the Literature
Despite robust conceptual and empirical evidence, several gaps remain. Much existing research has been sector-specific, i.e., on hospitality, fashion, and general consumer goods, with relatively less attention to grocery retail, as purchasing behaviours are habitual, price-sensitive, and driven by necessity (Bray et al., 2011). Besides, there is inadequate empirical consideration of the impact of sustainability activities by UK supermarkets on loyalty outcomes, despite overall disclosures on ESG practises by the sector and publicly made agreements. Another gap is the lack of integration of multiple theoretical lenses; most non-integrated studies focus on isolated constructs such as trust or value, rather than studying holistic frameworks that integrate processes of expectation and the development of attitudinal and relational mechanisms.
Educated Estimations (Proposed Relationships)
Based on the reviewed literature, this dissertation proposes that credible sustainability efforts are likely to have positive impacts through confirmation, perceived responsibility signals, and perceived integrity. These combined effects are likely to positively shape one's loyalty intentions. For the same reason, the strength of this relationship may vary by price sensitivity and across consumer segments.
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The chapter describes the methodological approach used to address the research aim and objectives of the current study, which investigates the effectiveness of sustainability initiatives in determining brand loyalty in the UK supermarket industry. The methodology explains how the study was planned and structured, and it outlines the decisions made to ensure transparency and coherence (Bryman, 2016) in bridging the gap between the research question and the data sources and analytical processes. These decisions well justify the chapter, and the reader can assess the credibility and reliability of the study's findings and their overall strength.
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Figure 6: Importance of Brand Loyalty (Das, 2024).
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Philosophical Orientation of the Study
The research philosophy implies assumptions about how reality is perceived and how knowledge is acquired in research. The philosophy of research employed in this dissertation is positivist, as the research design is not based on subjective meanings and experiences but on observable, documented sustainability practices employed by UK supermarkets. Positivism assumes the presence of an objective reality that is non-hypocritical (i.e. the existence of a reality that the researcher does not influence) and the possibility to gain knowledge based on objective evidence (Easterby-Smith, Thorpe and Jackson, 2018), which is why it suits the research that is based on standardised corporate disclosures and publicly available sustainability data.
Justification for a Positivist Stance
The research adopts a positivist stance and seeks to quantify the strategic impacts of sustainability marketing initiatives on organisations' brand loyalty.  The research is not supposed to elaborate on consumer perception or emotions. Rather, it focuses on the reported indicators of the situation, including environmental targets, ethical practices, and retailers' progress statements. Factual, verifiable data are useful for reducing interpretive bias (Saunders et al., 2019) and improving the research process, thereby increasing its coherence and credibility.
Implications for Knowledge Generation
The philosophical position has been applied to the surface of building and testing knowledge in research, and it accentuates the transparency, reasonableness, and repeatability. The study approach enables comparison of supermarkets using the same sustainability information, which is perceived in a similar manner. Although there is no statistical testing, the focus on observable organisational evidence (Creswell and Creswell, 2018) justifies a systematic, descriptive analysis that is consistent throughout the research and helps ensure the methodological consistency of the whole dissertation.
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Deductive Orientation of the Study
This research is deductive, as it utilises a literature review of sustainability marketing and brand loyalty theories to investigate organisational practices in the UK supermarket market. The deductive method assumes knowledge of theoretical concepts, analyses them in terms of their manifestations in empirical contexts, and guides the analysis (Sekaran and Bougie, 2019). It is a suitable methodology when prior educational experience is well developed, and the purpose of the research is to demonstrate the applicability of the theory rather than to establish a new theoretical foundation.
Linkage Between Theory and Research Objectives
The deductive methodology facilitates a good fit between the research objectives and the analytical process by ensuring that sustainability practices are examined from a conceptual perspective. The research investigates the relationship between reported sustainability activities and the theoretical predictions regarding the establishment of trust, credibility, and loyalty. Conceptual reasoning, which relies on theory, facilitates the study's logic and minimises ambiguity in the exploration, thereby averting loss of observations on the object of study (Hair et al., 2020). This systematic approach makes the process of constructing the theory and testing more reasonable.
Appropriateness for Secondary Descriptive Analysis
This dissertation should be selected as the deductive approach is most applicable because it is solely based on secondary data, which in this case is reports on corporate sustainability and ESG. These are structured materials that are factual and can therefore be tested against existing theoretical frameworks without necessarily requiring the collection of primary data. The strategy enables systematic comparisons of organisations without complicating the methodology or compromising transparency, which are fundamental values of applied research in business (Kumar, 2019). Thus, a deductive approach provides the study with academic rigour and makes the description of the research design realistic and contextual.
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Overall Research Design
Research design is a systematic approach to achieving research goals. The research design in this dissertation is secondary descriptive research, as the study will focus on identifying comparable results regarding sustainability marketing practices among major supermarkets in the UK, rather than establishing cause-and-effect relationships. The former descriptive design would be suitable when case studies aim to provide an accurate description of current practices and strategic disclosures within the organisation (Bell, Bryman and Harley, 2019), and when the results are not subjectively or ambiguously methodological. This kind of organisation facilitates rigorous research into the implementation of sustainability initiatives in the supermarket sector.
Rationale for a Secondary Research Strategy
The secondary research method was used because the analysis of sustainability and ESG reports for UK supermarket chains relied on publicly available documents. The reports provide uniform information on environmental, social, and governance projects, thereby making them amenable to systematic analysis. Secondary data allow researchers to obtain robust information about organisations because there are no practical or ethical issues in collecting primary data, particularly for large organisations in the retail sector (Johnston, 2017). The strategy is used to ensure that the information is utilised effectively and in all cases examined. 
Document Analysis as the Core Strategy
The research design is informed by the official corporate sustainability report, which presupposes that documents will be analysed primarily. Such official reports are utterances on organisational priorities, commitments, and performance in the context of sustainability marketing. Document analysis technology assists in recognising, locating, and contrasting relevant data within organisations in an organised manner (Bowen, 2009). It can be used when the research is grounded in organisational practices and communication strategies, rather than in individual perceptions and behaviour.
Alignment with Research Objectives and Feasibility
The research goals align with the research design and strategy, as they will examine the dynamics of sustainability marketing and its effects on brand loyalty. The study will be homogeneous in its purposes and structure, except for the documentary support. The methodology was selected given the time and resource constraints of the MBA dissertation, which would not warrant a complex methodology to conduct a systematic analysis or to make the research process transparent (Dawson, 2020).
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Nature of Data Used
The research is not based on up-to-date data but on secondary data collected, written, and published by researchers. The secondary data are suitable, as the study concerns organisational-level practices related to sustainability marketing rather than the perceptions and practices of marketing practitioners. Based on the secondary data, the discussion of verifiable facts, including sustainability commitments, performance indicators, and strategic disclosures, will then be developed to create a clear and consistent research objective (Malhotra, 2019). The study is based on empirical evidence and therefore cannot be interpreted subjectively, as it is descriptive.
Types of Data Examined
The information employed in the current research is primarily drawn from sustainability indicators and storytelling reports of UK supermarkets. They comprise environmental information, including carbon-reduction targets, packaging, the potential for recycling and waste minimisation in food, and social and governance considerations. These data provide insight into how organisations position and market sustainability. Such orientations in organisational descriptions permit the research to examine reported practices and strategic priorities systematically (Flick, 2018). The study, however, does not deny the application of deductive and descriptive methods.
Sources of Data
These sources are the primary data used in this research, as official reports on sustainability and ESG for the large UK supermarkets Tesco, Sainsbury, Asda, Morrisons, and Waitrose are readily available. This type of report is open and is released once or twice per year. Reporting on corporate sustainability has become a highly prominent source of organisational information, as such reports are authoritative, regulatory, auditable, and open to shareholder scrutiny (O’Leary, 2017). The period is 2022-2025, so the research will be based on current trends in sustainability practices.
Relevance and Credibility of Data Sources
The sources chosen are highly pertinent to the research aims, as they provide detailed questionnaire data on the sustainability marketing techniques used by supermarkets in the same competitive market. Developing similar reports across organisations enhances uniformity and facilitates comparative analysis. The credibility of such sources is supported by their compliance with existing standards of reporting and governance, which, in turn, enhances the credibility of the results (Scott, 2017). As a result, the data types and sources employed provide a reasonable foundation for evaluating sustainability marketing practices and their potential association with brand loyalty.
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Sampling Approach
In this study, a purposive sampling strategy will be used, based on the intentional selection of cases most likely to achieve the research aim and objectives. Purposive sampling is suitable when statistical generalisation is not the goal, but rather the detailed analysis of information-rich cases that may generate valuable knowledge about a particular phenomenon (Etikan, Musa and Alkassim, 2015). Within the framework of this study, the focus will be on supermarkets that extensively report sustainability measures. In this case, purposive sampling will be appropriate for achieving relevance and analytical depth.


Selection Criteria of the Sample
The sampled organisations were identified using clear inclusion criteria, such as high representation in the UK grocery retail sector, publicly available sustainability or ESG reporting, and consistent reporting of environmental and social performance measures. The explicit selection criteria will increase transparency and methodological coherence and ensure that the selected cases are directly related to the research objectives (Palinkas et al., 2015). To ensure data quality and comparability, the exclusion criteria included supermarkets that had not published sustainability reports in the past few years or had not published them in full.
Sample Size and Composition
The five biggest UK supermarkets, i.e. Tesco, Sainsbury, Asda, Morrisons, and Waitrose, will make the final sample. The sample size presented will be sufficient, as it will allow analysis of cross-case data without becoming overly complex. It is possible to review organisational practices in a focused manner and to take into account the boundaries and timeframe of an MBA dissertation (Taherdoost, 2016).
Relevance to the Research Objectives
The sampling method employed is directly related to the research objectives, as it ensures that all sampled supermarkets belong to the same competitive field and differ in their sustainability stance and market orientation. It will enable a more rigorous comparison of sustainability marketing practices and their relationship to brand loyalty, thereby improving the validity and applicability of the research findings (Robinson, 2014).
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Overview of the Data Collection Process
The data collection procedure explains how data were obtained that could be used to achieve the research objectives. The secondary document-based data collection technique was adopted in this study because the authors aimed to conduct a systematic review of publicly available sustainability and ESG reports from the largest UK supermarkets. Documentary sources enable the researcher to obtain verifiable information about the organisation and to assess the consistency of cases. Documentary research is particularly suitable when the researcher wants to found the study on the existing records and does not have to communicate with the participants (Johnston, 2017). This approach prioritises openness and the reproduction of conducted business research.
Identification and Selection of Documents
The search was limited to cases in which the required documents were available on the official corporate websites of UK supermarkets, ensuring that only reliable and up-to-date reports were included. The selection criteria were sustainability or ESG reports covering the environmental, social, and governance activities for a specific reporting period. The selection of documents should be based on their relevance and credibility to ensure methodological rigour, as improper or non-standardised documents may adversely affect the quality of results (Scott, 2021). Reports published between 2022 and 2025 have been used only to capture up-to-date sustainability practices.
Data Extraction Procedure
After the documents were identified, data were extracted by thoroughly and repeatedly reading each report to identify content related to sustainability. The data was manually mined and categorised according to pre-defined themes aligned with the research objectives: environmental initiatives, ethical sourcing, and sustainability communication. The systematic process of extraction enables researchers to focus on similar information across organisations without unnecessarily interpreting it, and the data gathered by this methodology will be based on reported evidence (Bowen, 2009). No digital tools or analytical software were used in this process.
Consistency and Reliability in Data Collection
To improve consistency, all reports on the selected supermarkets employed the same data-collection procedure. Homogeneity of approach minimises the risk of selective bias, and the comparisons made between organisations are based on similar kinds of information. Consistency in the collection of documentary data is the most critical aspect of descriptive studies, as it enhances the reliability of cross-case analysis and supports the validity of the research findings (Dawson, 2020). The approach, hence, offers a distinct and structured basis for presenting and analysing the data in Chapter 4.
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Descriptive Analytical Orientation
The study employs a descriptive comparative analysis to examine and compare sustainability-related information provided by UK supermarkets systematically. This method is suitable when the aim is to explain what is practised in the organisation, rather than to test relationships or establish causality. Descriptive analysis helps researchers organise and present documented sustainability initiatives coherently and systematically, enabling the identification of patterns and variations between organisations (Blaikie and Priest, 2018) without applying statistical tests or analytical programmes. It continues to focus on the factual presentation and the logical interpretation of the information reported.
Comparative Evaluation Across Organisations
Through the analysis, sustainability marketing practices across the selected supermarkets within the same categories were compared, with a focus on environmental programs, ethical responsibilities, and sustainability communication strategies. Information collected in corporate reports is organised into common themes to ensure equal evaluation of cases. The comparative strategy would be more neutral, and a rational cross-case analysis of similarities and differences in sustainability positioning would be possible (Yin, 2018). The information is presented in tabular form in Chapter 4; therefore, the differences are readily observed. The relationship is not measured or calculated in the analysis; the differences are reconciled.
Interpretation and Theoretical Alignment
This analysis supports the findings by drawing on theoretical concepts from the literature on brand trust, brand image, and brand loyalty formation. The theory-based analysis is sufficiently descriptive to enable conclusions drawn from the achievements recorded in organisations, rather than from subjective opinion. This analytical reasoning helps make the report transparent and coherent because the interpretations are grounded in the evidence and framed by a specific concept (Miles, Huberman, and Saldaña, 2020). The research is easy to understand because of the simplicity of the methods employed in the study. Nevertheless, the findings are reasonably correlated with the study's purpose and hypothesis.
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The quality of the research is ensured through the systematic and transparent execution of consistent procedures across all stages of data collection and analysis. The entirety of supermarkets is subjected to the same documentary sources, code structure and extraction procedure; therefore, increasing the reliability of the analysis as it can be repeated, and does not affect the results due to alternative methods of data handling, which is a recommendation in a descriptive research design (Saunders et al., 2019). All sustainability reports were analysed using the same thematic categories, thereby reducing the risk of the researcher being influenced by any single case and improving consistency across cases.
Validity is ensured by correspondence between research questions, data sources, and analyses. Internal validity is assessed by analysing sustainability marketing practices in official corporate reporting and their association with specific indicators of loyalty. Conversely, construct validity is improved by using traditional proxy measures commonly employed in marketing research, such as brand thought, market share permanence, and engagement in a loyalty scheme (Kumar and Reinartz, 2016). The external one is limited, as the study considers only supermarkets in the United Kingdom; however, the findings remain contextually appropriate in this competitive retail setting. Overall, these measures will enable the study to yield credible, trustworthy, and academically sound results that may be included in an MBA-level dissertation.
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To ensure the integrity of this study and ethical standards, only publicly available secondary data were used, including corporate sustainability reports and industry databases, to prevent the collection of information on personal or sensitive issues. As the data on the organisations were adequately represented, and no manipulation or misinterpretation occurred, the research was conducted in compliance with university ethical standards. Sources have been cited and credited to prevent plagiarism. Intellectual property rights have been proposed as a means of mitigating the risk of misinformation and bias in reporting, consistent with the ethics of secondary research (Saunders et al., 2019).
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Although it is popular in the marketing and consumer behaviour literature, sustainability marketing and brand loyalty remain under-researched, with most available studies employing surveys, interviews, and experiments as data collection tools. These strategies are less focused on the realities of sustainability marketing's functioning within organisational and competitive contexts and more on individual attitudes and motives. Consequently, this leaves a gap in the approach to interpreting how sustainability practices are executed, communicated, and integrated into the normal operations of retail, especially in supermarkets, where strategic disclosures influence consumer attitudes and behaviour. 
Moreover, prior studies on the formation of sustainability-based loyalty have not utilised secondary organisational information. Nevertheless, increasingly more specific sustainability and ESG reports by retailers are available. In this study, the gap will be addressed through a secondary, descriptive, document-based research methodology to investigate sustainability marketing practices in large UK supermarkets, using similar sources. The research offers an industry perspective, not well represented in the prior literature, by equating documented organisational behaviours with quantified loyalty variables, such as brand consideration and stable market share. This is the one that makes sustainability marketing studies more recent, real and practical.
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The chapter under consideration employs secondary data analysis to address the following research questions in a study of price promotion, sustainability marketing, and customer loyalty in the UK supermarket industry. It is based on assessments of corporate sustainability, and ESG reports from five major retailers, as well as data on consumer loyalty and consideration from YouGov surveys conducted in 2024-2025. The chapter identifies trends in promotional activity and customer responses through an in-depth analysis of these datasets, enabling a systematic assessment of the promotional process and its relationship to retention outcomes (Fernandes, 2024). The results are stated objectively and are not discussed until the next chapter.
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Corporate Sustainability and ESG Reports
The initial part of the dataset will include sustainability and ESG reports issued by five of the largest UK supermarkets, namely Tesco, Sainsbury, Asda, Morrisons, and the John Lewis Partnership (Waitrose). The reports cover the years 2022-2025 and include information on promotional activities, loyalty programs, sustainability-based incentives, and customer engagement programs. Since they are externally audited and strategically represented to customers and other stakeholders in the retail chain, they provide credible evidence of retailer-level practices and long-term positioning. The cross-case comparison and the identification of similarities in promotional patterns across the entire sector and multiple retailers strengthen the analysis (Tesco PLC, 2025; J Sainsbury plc, 2025).
Consumer Loyalty and Behavioural Data
The second part of the dataset is based on the YouGov consumer surveys and the YouGov BrandIndex data for 2024-2025. These datasets provide aggregate percentages for customer switching behaviour, price sensitivity, incentive preferences, and brand consideration scores. They are widely used in retail studies as proxy measures of loyalty and retention when direct transaction data are unavailable, and they enable researchers to model consumers' actual reactions to pricing and promotion strategies (Fernandes, 2024). This consumer evidence can supplement corporate data by associating organisational actions with behavioural outcomes.

Dataset Scope and Summary
Altogether, the data consist of seven primary sources that are analysed at the retailer and consumer-group levels rather than at the individual purchase level. This method is suitable for an MBA-level strategic project concerned with industry-level trends rather than micro-level behaviour, and allows homogeneous comparisons across projects. Although the information is generalised and the reports used are from slightly different years, it provides a comprehensive and up-to-date evidence base for investigating the research questions within the limits of the analysis (Kumar and Reinartz, 2016).
	Data Source
	Type
	Year(s)
	Purpose

	Tesco Sustainability Report
	ESG Report
	2024/25
	Promotions & loyalty

	Sainsbury’s Plan for Better
	ESG Report
	2024/25
	Sustainability marketing

	Asda ESG Report
	ESG Report
	2023
	Value-based initiatives

	Morrisons Sustainability Report
	ESG Report
	2022/23
	Cost-of-living support

	JLP / Waitrose Report
	ESG Report
	2024/25
	Ethical positioning

	YouGov Consumer Survey
	Survey data
	2024
	Switching behaviour

	YouGov BrandIndex
	Brand metrics
	2025
	Loyalty proxy


Table 1: Overview of Data Sources Used for Analysis.
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Research Strategy and Design
This research adopts a comparative secondary research design to systematically examine the practices of sustainability marketing, price promotion, and customer loyalty in UK supermarkets. A cross-case study compares data from five retailers, enabling the identification of common patterns and differences at the industry level. It is appropriate in strategic marketing research, which entails synthesising organisational and consumer databases to generate industry-level information (Saunders et al., 2019). It will enhance the validity of the results by applying the same analytical criteria to all cases, thereby ensuring comparability.
Data Extraction and Content Analysis
Structured content analysis using a predefined coding scheme was employed to analyse corporate sustainability and ESG reports. The most critical ones were price promotions, loyalty programmes, sustainability-based incentives, customer engagement activities, and trust-building activities. The qualitative disclosures were identified and standardised, and the available information was grouped into similar units of analysis (Krippendorff, 2018). By doing so, comparative tables became easier to construct, and information across different retailers could be analysed without altering the intent of the disclosures.
Descriptive Analysis and Loyalty Proxies
Descriptive statistics were used to analyse YouGov polls and BrandIndex consumer ratings, specifically percentages and frequency distributions. The pattern of switching behaviour, price sensitivity, incentive preference, and brand consideration level was defined based on these points, and the main goal was to understand how customers would respond to the promotion strategy (Hair et al., 2020). As there were no available direct data on the transaction, the notion of loyalty was quantified with proxy measures, such as consideration scores, market share stability, and switching tendencies, which is a typical methodology in marketing studies when behavioural data are not available (Kumar and Reinartz, 2016).
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Sustainability Marketing and Store-Level Retention
The statistics indicate that sustainable marketing campaigns are associated with higher store-level retention, particularly when ethical messages are paired with affordable pricing. When consumers experience discontinuation or price adjustments of products, a significant number remain at the same supermarket and switch to different brands rather than change retailers, indicating loyalty to the store setting where they can find sustainable choices. The behaviour testifies to the influence of sustainability campaigns, which underpin both ethical concern and price reduction, and reinforce relationships with the retailer (Fernandes, 2024). 
Table 2: Consumer Reaction to Product Discontinuation or Price Increase.
	Consumer Action
	Percentage (%)

	Switch to another brand in the same supermarket.
	48

	Buy the same product from another supermarket
	33

	Stop purchasing the product altogether
	7

	Don’t know
	13


The ratio of external-to-internal switching indicates that sustainability-based assortment can retain customers within the same retail ecosystem.
Price Sensitivity Within Sustainable Retail Environments
Sensitivity to consumer prices in the UK is high, but not all consumers will switch supermarkets, as this is the primary target of sustainability-oriented supermarkets. Regarding their future behaviour, consumers indicated that they would not seriously consider switching to another retailer if the grocery bill increased by more than 10 per cent, suggesting uncertainty about the magnitude of the price increase. Such trends indicate that a company's customer behaviour may be maintained even in a market in a state of tension, owing to the frequent use of promotions and loyalty programmes (Fernandes, 2024). Table 3 summarises the results.
	Response
	Percentage (%)

	Very likely
	24

	Somewhat likely
	43

	Somewhat unlikely
	20

	Very unlikely
	7

	Don’t know
	5


Table 3: Likelihood of Switching Retail. If spending increases by 10%+.
Such results imply the price elasticity and brand loyalty amongst the retailers in Supermarkets.
Role of Value-Based Sustainability Incentives in Retention
The discussion shows that perceived value can be increased through a sustainability-based incentive plan that fosters loyalty. Lower-cost alternatives, discounted products, and loyalty program rewards were the incentive programs that had the strongest effect on consumer retention. This result indicates that sustainability marketing should be most effective at promoting loyalty by reducing material impediments to ethical consumption, rather than relying on brand values or high positioning, which aligns with current consumer priorities in grocery retailing. The relative importance of these incentives is given in Table 4.
	Incentive Type
	Percentage (%)

	Lower-cost alternatives
	59

	Discounted products
	15

	Loyalty programme incentives
	14

	Enhanced customer support
	3

	None of the above
	3

	Don’t know
	7


Table 4: Most Effective Incentives for Retaining Customers.
Summary of RQ1 Findings
Overall, the results indicate a significant correlation between sustainability marketing campaigns and brand loyalty at the retailer level. Supermarkets that combine sustainability messages with price reductions and loyalty schemes will achieve greater customer retention by reducing switching behaviour and increasing internal brand substitution. These trends indicate that sustainability marketing is relevant to loyalty in a context of promotional strategies based on values, as well as loyalty strengthened by further commitment in the case of a policy based on ethical decisions and sacrifices in terms of costs, which is in line with the literature on loyalty (Kumar and Reinartz, 2016).
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Visibility and Recognition of Sustainability Initiatives
The degree of consumers' sustainability awareness is directly associated with the frequency with which they notice sustainability initiatives during their regular shopping. Retailers who incorporate sustainability messages across all touchpoints, e.g., shelf labels, the loyalty points app, and the marketing campaign, gain greater visibility among customers. Studies in the industry show that sustainability campaigns are better perceived as recognised when they are framed with value-related cues rather than presented as isolated ethical messages, because frequent exposure enhances recall and legitimacy in consumer decision-making (Fenech, Walton, and Majury, 2024). This aligns with reports from supermarkets, which are committed to implementing sustainability in major promotional processes and not relying on untied corporate communication.
	Sustainability Initiative
	Retailers Promoting It
	Visibility Level

	Healthy product labelling
	Tesco, Sainsbury’s, Waitrose
	High

	Recyclable packaging
	Tesco, Asda, Sainsbury’s
	High

	Community food programmes
	Tesco, Morrisons, Sainsbury’s
	Medium

	Carbon reduction messaging
	Tesco, Waitrose
	Medium

	Ethical sourcing labels
	Waitrose, Sainsbury’s
	Medium

	Circular economy initiatives
	Tesco, Waitrose
	Low


Table 5: Common Sustainability Initiatives Communicated by UK Supermarkets.
Consumer Reactions to Sustainable Pricing and Value
Consumer responses indicate that they value sustainability-driven projects. An analysis of the UK grocery market found that the most sensitive sustainability services, not associated with price increases, are those that do not increase prices, especially in uncertain economic conditions, which can be explained by price sensitivity (Kantar, 2024). This is evident in the survey data, which show much greater attraction to cheaper sustainability products than to more expensive ethical products. In this way, positive consumer responses are influenced by value rather than by sustainability.
	Sustainability Offer Type
	Positive Reaction (%)
	Neutral Reaction (%)
	Negative Reaction (%)

	Lower-cost sustainable alternatives
	59
	27
	14

	Discounted ethical products
	15
	54
	31

	Premium sustainable products
	9
	41
	50

	Loyalty-linked sustainable rewards
	14
	46
	40


Table 6: Consumer Reactions to Sustainability Initiatives by Price Type.
Engagement Through Loyalty and Digital Platforms
Based on the findings, loyalty platforms mediate the relationships between consumers and sustainability programs. The closer the interaction, the more customers will be exposed to sustainability-related promotions through supermarket loyalty applications that offer personalised promotions, notifications, and online messages. Specific incentives are more effective at influencing relevance and engagement when they are linked to daily purchasing behaviour than a single initiative (Alderman et al., 2024). This is achievable, as loyalty platforms among UK supermarkets can be an effective means of advancing sustainability.
	Retailer
	Loyalty Platform
	Sustainability Integration
	Engagement Level

	Tesco
	Clubcard
	Discounts on healthy choices
	High

	Sainsbury’s
	Nectar
	Personalised eco-offers
	High

	Asda
	Asda Rewards
	Value-based sustainability
	Medium

	Morrisons
	More
	Cost-of-living support
	Medium

	Waitrose
	MyWaitrose
	Ethical sourcing rewards
	Medium


Table 7: Loyalty Platforms Used to Communicate Sustainability Initiatives.
Trust and Credibility in Consumer Reactions
Consumer responsiveness is pegged on the perceived appropriateness of sustainability claims. Based on their study of trust, sustainability is more widely welcomed when approving buyers are oriented toward reporting transparency, measurable goals, and external audits. On the other hand, false or misleading statements will elicit distrust and termination (Edelman, 2024). Retailers that have made progress in transparency and standardisation build consumer confidence, and they sustain attention to sustainability initiatives across various shopping events.
Summary of RQ2 Findings
The visibility, affordability, engagement systems, and trust determine consumer adjustment and reaction to sustainability efforts. The most positive feedback regarding sustainability programs comes from those that are integrated into the daily shopping experience and supported by online reward systems and value-based offers. The findings reveal that sustainability initiatives do not elicit discrete ethical statements but rather foster a broader system of values and trust in supermarket retailing, consistent with the available literature on consumer interactions and loyalty formation (Oliver, 1999).
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Brand Consideration as a Proxy for Loyalty
Brand consideration scores are related to loyalty because they measure the frequency with which consumers are willing to use the retailer. Supermarkets that have modernised their marketing campaigns on the principles of sustainability and value-based promotions achieve high consideration scores, as evidenced by UK brand-tracking data. Retailers that integrate their sustainability commitments with loyalty programs and lower-cost product lines, such as Tesco and Sainsbury, are ranked higher than retailers that do not make a comparable commitment to sustainability. Consideration is a salient concept in retail research, as it represents a roundabout form of loyalty to behaviour, in terms of preferences and repurchase intentions in competitive markets (Kantar, 2024). Table 8 gives a summary of these comparative scores.
	Rank
	Retailer
	Consideration Score (%)

	1
	Tesco
	54

	2
	Sainsbury’s
	45

	3
	Aldi
	44

	4
	Lidl
	39

	5
	Asda
	33

	6
	M&S
	32

	7
	Morrisons
	29

	8
	Waitrose
	20


Table 8: UK Supermarket Brand Consideration Rankings (2025).
The distribution shows that retailers who include sustainability messages in their value-everyday propositions have a higher likelihood of customer loyalty.
Market Share Stability and Retention Strength
The loyalty study provides additional insight into the effect of loyalty on the stability of long-term market share. According to industry statistics, supermarkets that maintain their sustainability marketing and well-developed loyalty systems are more successful at maintaining their market share over time than those that engage in short-term price wars. Stability refers to retention and reduced churn, indicating that loyalty is associated with higher purchase frequency. According to market-level analysis, the market share of the largest retailers that have publicly announced their sustainability policies is more attractive to customers; thus, market share serves as a proxy for customer retention. The present market share in the UK grocery market is presented in Table 9.
	Retailer
	Market Share (%)

	Tesco
	28.2

	Sainsbury’s
	15.7

	Asda
	11.6

	Aldi
	10.6

	Morrisons
	8.3

	Lidl
	8.2

	Co-op
	5.4

	Waitrose
	4.4


Table 9: UK Grocery Market Share by Retailer (2025).
Sustained Engagement Through Integrated Loyalty Platforms
The findings indicate that marketing sustainability influences greater loyalty when applied in the context of repeated interactions. The digital loyalty programmes used in supermarkets convey sustainability messages that provide customers with prolonged exposure to the companies through personalised support, sustainable products, and rewards. According to scientific studies on loyalty ecosystems in the retail industry, emotional involvement and purchase behaviour loyalty, with time on the reliance of the value-based interaction type, could be stimulated in the grocery retail setting, where one is the most frequent shopper (Alderman et al., 2024). Such a tendency can be observed among retailers that have developed sustainability loyalty programs; in this context, these programs are more participatory.
Summary of RQ3 Findings
Overall, the findings indicate that sustainability marketing influences brand loyalty through consideration scores, market-share stability, and engagement frequency. Retailers who align sustainability messages with value-based promotions and loyalty programs show higher loyalty indicators than retailers that use sustainability as a one-sided communication tool, consistent with prior research on loyalty formation in the retail market (Oliver, 2015).
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Integration of Sustainability and Value-Based Promotions
Among the most striking tendencies is the shift among retailers toward combining sustainability efforts with value promotions, rather than selling it as a luxury product. Supermarkets package ethical sourcing, healthy products, and environmental communications with similar or lower-priced products to enable the company to operate in price-sensitive markets. The similarity of the retail experience suggests that customers would prefer a similarly convenient sustainability approach to a high-end ethical positioning to help retain customer groups (Deloitte, 2023). The above trend is evident in all retailers, irrespective of brand positioning.


Loyalty Platforms as Key Delivery Mechanisms
The other cross-case pattern is the centrality of loyalty platforms in providing sustainability messages. Tesco Clubcard, Sainsbury Nectar, and Asda Rewards are programmes that incorporate sustainability-related discounts, customised offers, and digital alerts into the day-to-day shopping experience. Exposure through these platforms increases engagement frequency and makes sustainability a routine part of daily purchasing behaviour, a common pattern in studies of digital loyalty (Alderman et al., 2024). Retailers who use these platforms are consistently associated with higher engagement indicators and loyalty proxies.
Trust and Transparency as Common Enablers
Transparency is seen to be a unifying loyalty facilitator in all cases. Retailers who set specific goals to be achieved, share progress reports, and depend on third-party verification create greater consumer confidence. Trust research indicates that regular and open sustainability communications reduce scepticism and lead to a return to engagement, especially in high-frequency retail settings (Edelman, 2024). The trend is observed among supermarkets with high consideration and those with stable market shares.
Sector-Wide Convergence Towards Loyalty-Oriented Sustainability
Overall, the cross-case analysis indicates convergent sustainability marketing models that focus on long-term loyalty. Sustainability is becoming part of retailers' basic promotional, pricing, and loyalty strategies, and it signals a mass, industry-wide shift toward adding ethical value to the shopping experience of the everyday customer, as shown in research on strategic loyalty (Kumar and Reinartz, 2016).
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The chapter draws on the results of Chapter 4 to examine the significance of sustainability-based marketing practices for building brand loyalty in the UK supermarket sector. The questions and research aims are re-examined through critical analysis to evaluate how sustainability initiatives, consumer reactions, and consumer loyalty outcomes are interrelated. The chapter relates the empirical findings to theories of brand trust, brand image, and the formation of brand loyalty; explains why certain sustainability strategies are more effective than others in influencing customer behaviour; and situates the findings within the sustainability and marketing literature (Oliver, 2015).
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Chapter 4 demonstrates that several key trends in the relationship between sustainability marketing and brand loyalty were identified in the UK supermarket market. To begin with, sustainability initiatives were most successful with value-based promotions, as consumers responded more positively to sustainable products priced lower than high-quality ethical products (Kantar, 2024). This supports the conclusion that price sensitivity is a primary driver of consumer behaviour, even among ethically conscious shoppers, and that prior evidence demonstrates that value consonance is essential for establishing long-term relationships.
Second, the role of loyalty platforms as intermediaries between sustainability messages and consumer behaviour was introduced. Retailers who added sustainability-related loyalty rewards to their loyalty apps and personalised offers achieved higher engagement rates, indicating behavioural continuity and habit formation within the on-screen retail loyalty experience.
Third, the facilitative elements of positive consumer responses were identified as trust and transparency (Edelman, 2024). Supermarkets that had measurable, sustainable targets and frequently reported their progress generated greater confidence and interest, consistent with the literature demonstrating that credibility fosters long-term loyalty.
Lastly, brand consideration proxies and market-share stability indicate that loyalty strength can be leveraged to retain customers when sustainability marketing is part of a broader value and engagement platform, rather than as a separate ethical message (Oliver, 2015).
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Integration of Sustainability and Value as a Loyalty Driver
According to the findings, sustainability marketing can improve brand loyalty. Still, only when it is combined with value-based promotion and not marketed as a high-end ethical product, supermarkets that coordinated sustainability activities with low prices and daily purchases showed higher retention ratios, indicating that consumers anticipate ethical consumption to be both affordable and not expensive. It helps to justify the existing literature, which argues that the concept of sustainability fosters loyalty only when it is integrated into the core value proposition, because shoppers must balance moral and economic utility when making routine purchases (Deloitte, 2023). The correlation found in this research thus supports the observation that sustainability marketing promotes a loyal following when it is internalised into routine shopping behaviour rather than treated as an ethical pronouncement.
Role of Brand Image in Translating Sustainability into Loyalty
Sustainability marketing was determined to affect loyalty through enhancing brand image. Regularly expressing environmental and social commitments on packaging, in-store displays, and online, retailers established more precise and favourable brand relationships. A high sustainability-oriented brand image reduces perceived risk, thereby enhancing emotional bonds and increasing the likelihood of long-term patronage, particularly in high-frequency settings such as grocery shopping (Keller, 2016). Such findings are consistent with brand image theory, which posits that customer preferences may be shaped by constant symbolic and functional stimuli that reinforce what a brand represents, rather than by price competition.
Trust as a Mediating Mechanism
Trust is a key process linking sustainability marketing and loyalty. Retailers which disclosed and set measurable objectives and improved generated high consumer confidence and low switching behaviour. This corresponds to the brand trust theory, according to which plausible and congruent communication reduces ambiguity and strengthens relationship ties in the long run (Edelman, 2024). The relationship between sustainability commitments and loyalty formation implies that trust mediates this relationship, as consumers prefer to reward retailers perceived as making sincere, rather than token, sustainability commitments.


Loyalty Platforms and Behavioural Reinforcement
The results imply that loyalty platforms strengthen the relationship between sustainability and loyalty by transforming ethical messages into a repetitiveness of behavioural interactions. Digital loyalty programs enable retailers to continuously expose customers to sustainability-related discounts, customised rewards, and ethical product notifications that reinforce habit formation and behavioural persistence. The literature on loyalty ecosystems demonstrates that frequently repeated value-consistent interactions raise switching costs and entrench loyalty at the behavioural level, particularly in the context of routine purchasing (Alderman et al., 2024). This is why retailers with a combined sustainability-loyalty scheme showed a stronger loyalty indicator in the analysis.
Summary of RQ1 Discussion
Overall, sustainability marketing and brand loyalty have a conditional relationship rather than an automatic one. Brand promotions grounded in value and loyalty platforms foster loyalty, whereas sustainability campaigns enhance brand image and build trust. These results add to the current body of knowledge on loyalty by showing that sustainability marketing is most effective as a component of a value and relationship strategy rather than as an independent tool of ethical communication, which strengthens long-term loyalty through daily interaction (Kumar and Reinartz, 2016).
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Affordability as the Dominant Lens of Perception
The findings indicate that value and affordability are the most important sustainability features that consumers consider, rather than ethical positioning. Sustainable products and campaigns that had lower prices or price matching brought more positive responses. Conversely, high-quality ethical products elicited less favourable responses. This confirms that consumers' willingness to adopt sustainable habits, particularly in regular purchases, is, in most instances, constrained by financial constraints, especially in high-frequency purchases such as groceries, where price elasticity is typically high (Kantar, 2024). As a result, sustainability practices in which moral objectives are aligned with financial value may have greater opportunities to shape positive consumer behaviour and attitudes.


Visibility and Routine Exposure in Consumer Reactions
A relationship was established between the presence of a sustainability program in the daily shopping process and consumer responses. The programs incorporated into shelf marking, packaging, and online platforms were perceived more positively than those publicised in corporate reports or individual campaigns. Marketing research found that familiarity and acceptance increase with repeated exposure to messages in the environment of habitual decision-making activities, as consumers become familiar with and accept messages in low-involvement purchases made for habit rather than thought (Deloitte, 2023). The data indicate that sustainability must be incorporated into the shopping experience to improve consumer responses.
Loyalty Platforms as Mediators of Engagement
The results show that loyalty platforms mediate the correlation between sustainability performance and consumer feedback. Sustainability principles will underlie sustainability-based personalised offers and rewards in digital loyalty programs, as the ethical message will be translated into customer value and help develop positive relationships. The discussion of the use of digitally based loyalty programs indicates that personalisation fosters a sense of relevance and reuse, particularly when incentives resonate with everyday consumption behaviour (McKinsey, 2022). That is why sustainability programs implemented through loyalty systems were more actively engaged, as the metrics show, than those implemented through traditional promotion channels.
Trust and Credibility in Sustainability Evaluation
Trust is a key factor influencing consumers' attitudes toward sustainability efforts. Retailers who announced quantifiable objectives, frequently disclosed progress, and whose sustainability assertions were confirmed by a third party received more favourable consumer reactions, with consumers becoming less sceptical of those retailers' sustainability statements. Credibility is a central aspect of sustainability marketing, according to research on trust, as consumers are increasingly sceptical about what retailers can and should do, whether they can and should do it, and how much of it they can and should do (Edelman, 2024). This means that sustainability communication and consumer response moderate trust.
Summary of RQ2 Discussion
Altogether, affordability, visibility, engagement processes, and trust influence consumers' perceptions and responses. When they are part of daily value propositions and are accompanied by plausible communications, sustainability can influence behaviour more strongly than when they are presented as a single, special appeal to ethics, which explains the relevance of considering sustainability as part of the daily shopping experience (Oliver, 2015).
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Sustainability Marketing and Behavioural Loyalty Formation
The results show that sustainability marketing reinforces brand loyalty by improving purchase behaviour (repeat purchases) rather than a one-time ethical choice. Supermarkets that had implemented sustainability programs in their daily value propositions and frequency promotions recorded higher loyalty indicators, greater brand consideration, and more consistent market share. Repeated experiences foster behavioural loyalty and reduce cognitive effort and habit-based decision-making, particularly when involvement is low, as in grocery retailing (Oliver, 2015). The findings thus point to sustainability marketing as a contributing factor to loyalty when it is part of normal shopping behaviour rather than symbolic communication.
Role of Engagement Frequency and Habit Formation
The most effective form of marketing sustainability was observed when used in frequent engagement mechanisms such as loyalty platforms and digital channels. The frequency of interaction and switching behaviour was lower when they were regularly exposed to sustainability-linked rewards and personalised offers. Studies on habit formation indicate that repeated value-congruent interactions over time establish behavioural lock-in, particularly when customers perceive that switching incurs a cost through the loss of rewards or customised benefits (Wood and Neal, 2016). This is the reason why retailers that had integrated sustainability-loyalty systems had better loyalty proxies in the analysis.
Trust and Emotional Dimension of Loyalty
In addition to repetition of behaviour, sustainability marketing fosters emotional loyalty by building trust and brand attachment. Retailers that conveyed clear sustainability goals and quantifiable improvements built greater consumer trust, strengthened emotional attachment, and drove long-lasting loyalty, compared with retailers that used deal incentives. The literature on relationship marketing emphasises that loyalty based on trust is more resistant to competitive pressure because trust is grounded in perceptions of integrity and shared values rather than in immediate price advantage (Morgan and Hunt, 1994). According to the findings, sustainability marketing can enhance loyalty by strengthening trust and functional value.
Limits of Sustainability Marketing as a Standalone Driver
Based on the results, sustainability marketing cannot ensure a high degree of loyalty without mechanisms for offering and involvement, which are necessary to complement it. Retailers that focused on ethical positioning and did not incorporate value-related promotions exhibited lower loyalty indicators, confirming that loyalty results from value, trust, and interaction rather than ethical messages (Kumar and Reinartz, 2016).
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Several methodological weaknesses in this study warrant note. To begin with, secondary data merely limits control over the quality, nature, and similarity of reports to organisations, as sustainability reports do not have a universal depth or format across retailers. Second, because aggregated corporate-level and industry-wide survey data are disclosed, individual consumers cannot be analysed, and there is no possibility of examining the causal relationship between sustainability marketing and loyalty outcomes. The loyalty measure is assessed using proxy measures of consideration scores and consistency of market share, which are intentional rather than direct indicators of purchase behaviour and are often limited in research on secondary marketing (Kumar and Reinartz, 2016). These limitations raise concerns about misinterpretation, and further primary research is necessary to substantiate the findings.
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This analysis has limitations that must be acknowledged to clarify the transparency and contextual meaning of the findings. To begin with, data collection methods and variables are not controlled in the study, as all data are obtained from secondary sources, such as corporate sustainability reports and industry surveys, which provide no control over data collection processes or variable definitions. In corporate reports, positive outcomes may be emphasised, leading to reporting bias. Changes in reporting timing may preclude direct comparability across retailers, as sustainability reporting is not aligned within the industry (Saunders et al., 2019). Second, the information used in the analysis is aggregated, so one cannot analyse behavioural patterns at the individual level, and the causal relationship between sustainability marketing and loyalty cannot be statistically tested.
Although more common proxy measures, such as brand consideration scores and market share stability, are used in marketing research, they are not always indicators of long-term behavioural loyalty or retention because they measure purchase intention (Kumar and Reinartz, 2016). Finally, the research is based on supermarkets in the UK, which limits the applicability of the findings to other smaller retailers or to other national contexts. Even these limitations warrant caution and underscore the importance of primary research in future studies.
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Empirical Contribution
The study contributes to the research by providing empirical evidence on the relationship between sustainability marketing practices and brand loyalty in the UK supermarket industry under real competitive conditions. Compared with the literature on the topic, which mostly relies on conceptual models or primary surveys, the study demonstrates how organisational sustainability initiatives can be applied to achieve perceived loyalty, using industry data, thereby extending the body of knowledge on sustainability-based loyalty formation.
Methodological Contribution
Methodologically, the study proves that secondary data and proxy measures, brand consideration and market-share stability, are valid in the measurement of loyalty in the case of no transactional data. It is involved in the descriptive method in marketing research and assists the adoption of other loyalty measures in practical business research (Saunders et al., 2019).
Theoretical Contribution and Gap Addressed
The research fills an important gap in the existing literature by demonstrating that loyalty can be maintained only through marketing sustainability grounded in value-based promotion, trust-building, communication processes, and engagement (Oliver, 2015). This challenges the literature that treats sustainability as a branding mechanism rather than as part of the holistic loyalty system, thereby contributing to the theoretical contours of loyalty creation in the retail environment.


[bookmark: _Toc220718400]Chapter 6: Conclusion and Recommendations
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In this chapter, the author presents a summary of the main findings and conclusions from research on sustainability marketing and brand loyalty in the UK supermarket market. It rephrases the research purpose and questions to summarise the findings on the relationship between sustainability efforts and consumer loyalty, as well as consumer beliefs. The chapter is not a new piece of analysis: the author reflects on the research process, the importance of the findings, and how they can contribute to the body of knowledge and to study practice, as well as to further research and managerial decision-making in the context of sustainable retailing.
[bookmark: _Toc220718402]6.2 Summary of Key Findings
This study has examined how sustainability marketing influences brand loyalty in the UK supermarket sector, using both secondary data (corporate sustainability reports) and industry data. This finding suggests that sustainability marketing has, over time, become a strategic business practice for supermarkets, rather than a marginal branding practice, marking a change across the supermarket retail industry (Deloitte, 2023). The research will examine how sustainability programs have evolved and been integrated into the day-to-day operations of retailing.
According to the study findings, larger supermarkets in the UK are now eager to enhance sustainability by implementing environmental, social, and governance (ESG) programmes, including reducing carbon emissions, ethical sourcing, minimising packaging, and engaging with the local community. Nonetheless, these processes were being carried out at different customer touchpoints. It is not surprising that supermarkets with sustainability messages, when included in in-store communication, packaging, and online loyalty programs, achieved superior engagement, since repeated exposure in the context of daily shopping elicits more responsive behaviour (Keller, 2016).
Among the conclusions is that sustainability initiatives can most significantly influence consumer behaviour when they are linked to affordability and perceived value. Greater responses to available sustainable options than to high-end ethical desires were observed, demonstrating the importance of price sensitivity in grocery retailing and supporting prior studies on consumer behaviour, which endorse the view that the resources of consumer ethical intentions are moderated by economic conditions (Kantar, 2024). This means that marketing sustainability should be integrated into value-based methods of influencing behaviour.
The findings found that trust and transparency are important predictors of consumer responses. More confidence and engagement were fostered by retailers' reporting of measurable, sustainable ambitions and results, which countered distrust of sustainability pronouncements and were consistent with the literature on trust, an essential aspect of loyalty formation (Edelman, 2024). The idea of open communication, in its turn, reinforces the transformation of sustainability awareness into long-term engagement.
Lastly, the analysis has found a stable relationship between sustainability marketing and brand loyalty, as evidenced by stability in brand consideration and market share. Although sustainability was not a guarantee of loyalty, it enhanced behavioural and emotional loyalty effects when combined with loyalty platforms, alignment of values, and development of trust-based communication, which supports the relationship marketing theory that considers loyalty as a result of a series of value-based interactions as opposed to isolated ethical messages (Kumar and Reinartz, 2016).
[bookmark: _Toc220718403]6.3 Achievement of Research Objectives
Objective 1: Identification of Sustainability Marketing Policies
The initial research objective was achieved through a systematic analysis of sustainability and ESG reports from large UK supermarkets. The research identified key sustainability marketing policies, including carbon-reduction campaigns, ethical sourcing, minimisation of packaging, programs to reduce food waste, and community involvement programmes. Although the policy areas were largely similar across retailers, there was considerable variation in the extent of their disclosure and in the degree to which sustainability initiatives were incorporated into daily marketing communications. Sustainability initiatives integrated into everyday customer experiences were not only more effective for engagement but more effective in-store, including through in-store messaging and customer loyalty platforms.
Objective 2: How the consumer looks at and reacts to sustainability efforts
It was carried out by assessing consumers' perceptions and reactions in the UK towards sustainability programs, their levels of program involvement (platform loyalty and brand preference), and the market's response. The results demonstrate that factors such as affordability, visibility, and trust influence consumer responses. An integration of all the value-based propositions, a generic shopping situation, and sustainability campaigns elicited a more positive response than the high ethical positioning, supporting the authors' hypothesis that possibility-based value consideration is the most salient factor influencing consumer responses to sustainability campaigns.
Objective 3: Relationship Between Sustainability Marketing and Brand Loyalty
The third aim was met by identifying patterns of sustainability in the relationship between marketing practices and brand loyalty. The discussion demonstrated that value-based sustainability programs are positively associated with loyalty measures, such as stable market share and brand consideration. The findings indicate that sustainability marketing triggers behavioural loyalty. However, causal relational patterns were not studied; therefore, as part of a larger engagement and trust-building mix, sustainability is most effective in this study, supporting the study's conclusion that sustainability is best discussed as part of a holistic ecosystem of loyalty.
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Extension of Expectation-Confirmation Theory
The study is based on Expectation-Confirmation Theory and demonstrates that sustainability expectations are moderated by both ethical and value congruence and by routine confirmation, resulting from repetitive shopping situations. The findings demonstrate that expectations are met more consistently when sustainability efforts are incorporated into affordable merchandise, and that daily deals are associated with satisfaction and positive repeat-buying behaviour. This highlights the issue of operational delivery in maintaining expectations and confirming them in high-frequency retail settings.
Advancement of Brand Image Theory
The research derives the Brand Image Theory, showing that brand image, as a sustainability-based concept, is formed through observable and consistent operational practices rather than symbolic communication. Favourable brand image was enhanced through sustainability programs in packaging, in-store messages, and loyalty schemes, indicating that image development in a supermarket environment relies on recurring functional referents. It is a natural extension of current theory that emphasises the importance of everyday visibility in establishing a sustainability-based brand image.

Contribution to Brand Trust Theory
The research can be incorporated into the Brand Trust Theory because the study demonstrates how to clarify and deliver quantifiable results for building trust-based loyalty in retail markets. Sustainability declarations can be seen as actions that can be coupled with action, therefore, making consumers confident in them and creating a firmer relationship base. The analysis will present a descriptive account of the theoretical foundation for loyalty based on sustainability in competitive retail settings, integrating expectation confirmation, brand image, and trust into a single explanatory model.
[bookmark: _Toc220718405]6.5 Managerial and Practical Recommendations
Based on the study findings, the following practice recommendations are offered for supermarket administrators, marketing experts, and sustainability professionals to enhance brand loyalty through the implementation of sustainability marketing.
1. Integrate Sustainability with Value-Based Pricing
In fact, managers are advised to integrate sustainability programs with low prices and day-to-day product decisions, rather than treating them as merely luxurious ethical decisions. The research indicates that consumers are even more willing to adopt sustainable products when they do not entail additional financial costs. Supermarkets should highlight the default status of sustainable alternatives in their own-label products, price them accordingly, and adopt value promotion to establish sustainable consumption as the new brand.
2. Embed Sustainability into Loyalty Platforms
One recommendation is that supermarkets consider implementing digital loyalty applications to enhance sustainability engagement by personalising rewards. Positive reinforcement through the provision of rewards (e.g., loyalty points or discounts) could be used to sustain sustainability behaviours (e.g., purchasing green products or reducing food waste), and thus quitting behaviours may be more difficult to sustain. In so doing, sustainability communication will be translated into tangible value, thereby creating long-term behavioural conformity.
3. Prioritise Transparency and Measurable Communication
Managers are required to report on the attainment of set targets, schedules, and performance measures, rather than general statements. Transparency will facilitate consumer confidence and reduce consumer mistrust, particularly in greenwashing markets, which are becoming increasingly common. Very often, in-store, application, and online promotions help instil trust and foster long-term attendance.
4. Ensure Operational Consistency Across Touchpoints
Sustainability policy should be integrated into every customer interaction, including product packaging, store layout, and advertising. Repeat performance enhances brand image and reduces the gap between intended and actual performance, thereby fostering loyalty based on trust. Collaborative practices will help supermarkets improve sustainability-based loyalty and price-sensitive retailing.
[bookmark: _Toc220718406]6.6 Limitations of the Study
There are limitations related to this study that should be taken into account when analysing the research results. To begin with, this research will rely solely on secondary sources, i.e., corporate sustainability reports and industry sources; therefore, the quality, consistency, and extent of reporting are beyond the researcher's control. Information on sustainability can emphasise positive performance and may differ in specifics across supermarkets, raising issues of comparability. Second, the study employs proxy loyalty measures, i.e., brand consideration and market share stability, which are behavioural measures rather than purchase data. Third, the analysis is confined to the key UK supermarkets, which limits the generalisability of the findings to smaller retailers or other nations. Finally, the research design will be descriptive, precluding testing of any causal relationship between sustainability marketing and loyalty. These limitations mean that one must exercise caution and advise continuing the study.
[bookmark: _Toc220718407]6.7 Future Research
To improve this study, the researcher might use a mixed-methods or primary research design in the future to better understand consumer attitudes and motivations underlying sustainability-led loyalty behaviour. The attitudes of consumer groups toward sustainability practices and the moderating effect of price sensitivity on ethical purchasing decisions may be explored through surveys or interviews. A longitudinal analysis would be particularly useful for determining the effects of sustainability marketing on loyalty over time, the nature of behavioural change, and the degree of trust as initiatives progress.
In future studies, transactional data from loyalty programmes would be used to measure actual purchase behaviour rather than proxy indicators. Research in other retail sectors or foreign markets would help determine whether the trends in UK supermarkets are confined to the UK or are shared more widely. Future studies should examine the importance of new technologies, such as AI-based personalisation and digital nudging, as support tools to increase engagement in sustainability activities, facilitated by a loyalty platform. The findings of this study would serve as the basis for these recommendations and would help improve understanding of the formulation of loyalty based on sustainability.
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