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Abstract
This paper is an analysis of consumer purchasing behaviour in the UK car market, with a specific case study of Land Rover, exploring the role of brand image, sustainability perception, digital marketing, social factors, and economics. The qualitative approach was used and semi-structured interviews were held with eight participants and analysed using the thematic analysis technique. The research has shown that consumer perceptions are highly influenced by the brand image and brand identity, whereas sustainability is becoming more significant but constrained by the problem of scepticism and trust. There is a strong impact of digital platforms, namely online reviews, on decision-making, but the credibility of influencers is conditional. Social influence still exists but it is slowly being changed to individualised decision making. Price sensitivity and value evaluation are economic factors that are decisive in the final purchase decisions. The research can be used to inform the creation of effective marketing strategies in the changing automotive environment.
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[bookmark: _Toc226049780]Chapter 01: Introduction
[bookmark: _Toc226049781]1.1 Background of the Study
The automotive industry in the United Kingdom is one of the biggest branches of the national economy that plays a huge role in terms of employment, innovation, and production. Statista estimates that the UK automotive sector provides around 813,000 individuals with work in the manufacturing, supply chains as well as retail operations, and contributes to the broader economy of the country with nearly 14.1 billion value added (Placek, 2023). Same report also show that it also manufactures approximately 905,000 passenger vehicles in a year, which is worth considering as a key industrial base in the UK manufacturing environment.
Over the recent years, the UK automotive marketplace has experienced significant change as a result of technological change, the issue of sustainability and evolving consumer demands. According to market data released by Bekker (2026), the UK has seen the sale of more than 2.02 million cars in 2025, which is a 3.47% growth than sales made in 2024, and this is a sign of gradual recovery and growth in the consumer demand after the recent economic shocks. Meanwhile, there is increased speed in the movement towards environmental sustainability in mobility. According to a report published by Guardian, 473, 000 electric vehicles were sold in the United Kingdom in 2025; this number represents 23.4 percent of all cars sold (Jolly, 2026) which shows growing awareness of the environmental problem and the governmental policies concerning low-emission cars.
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[bookmark: _Toc226046906]Figure 1: Land Rover Sales around the Globe (JLR, 2026)
In this dynamic car scene, the brands like Land Rover as a premium brand have a significant part in influencing consumer perceptions of innovation, luxury, and sustainability. Land Rover is still one of the most effective domestic automotive brands in the UK, as a Jaguar Land Rover company. The country is among the largest markets of Jaguar Land Rover (2025) which it has estimated sells around 82,400 of its vehicles in the UK market with the North American market being the largest in the world. Although the brand has a good heritage and is well positioned, consumer purchasing behaviour in the automotive industry has grown to be more complicated.
Digital marketing exposure, brand image, technological innovation, sustainability awareness, and social influence are among the factors that greatly influence the decisions of consumers when purchasing products. Knowledge of such behavioural dynamics is hence critical to the automotive brands in order to stay competitive. Therefore, the consumer buying behaviour analysis of Land Rover consumers will shed light on how the high-end automotive brands should align their marketing, innovation and sustainability strategies to the UK automotive market which is changing rapidly.
[bookmark: _Toc226049782]1.2 Problem Statement
Despite the increasing literature on automotive consumer behaviour, little is known about the interaction of symbolic, sustainability-focused, and digitally mediated factors on the purchasing decisions in the UK high-end automotive market. The literature has been largely biased towards the functional features like price, performance, and utility (Rezvani et al., 2015; Rodrigues et al., 2023), and there is a lack of insight into how emotional attachment, brand image, sustainability perception, and digital engagement integrate.
According to the latest studies, consumer decision-making has ceased to be a strictly functional process and is now more experiential and symbolical, with brand reputation and customer experience included in them (Lemon and Verhoef, 2016). Simultaneously, sustainability has become a critical aspect of consumer attitude, and green brand perception and environmental awareness affect the intentions to purchase products (Majeed et al., 2022). The degree to which these sustainability perceptions are converted into the actual purchasing behaviour is however inconclusive (Wang et al., 2022).
Besides, online marketing and communication have profoundly transformed how consumers interact with each other and make decisions, especially, when it comes to electronic word-of-mouth and social influence (Dwivedi et al., 2021). Nevertheless, there is limited empirical evidence on the joint effect of brand image, sustainability, and digital engagement in a single setting of a premium automotive company, i.e., in the case of Land Rover in the UK. Thus, this paper aims to fill this gap through researching the role of brand image, sustainability perception, and digital interaction in influencing consumer purchasing behavior in the UK luxury automobile industry using Land Rover as an example.
[bookmark: _Toc226049783]1.3 Research Aim and Objectives and Questions
The aim is to analyse the key determinants of consumer buying behaviour in the UK premium automotive market, with a specific focus on Land Rover.
Specific Objectives:
I. To examine the influence of psychological, social, and economic factors on consumer buying behaviour in the UK automotive market. 
II. To analyse the impact of brand image and sustainability perception on consumer attitudes towards Land Rover. 
III. To evaluate the role of digital marketing and online engagement in shaping consumer purchase intentions. 
IV. To develop strategic recommendations for enhancing consumer engagement and brand positioning for Land Rover.
Research Questions:
a) Which factors influence consumer buying behaviour in the UK automotive market?
b) How do sustainability and brand image affect consumer perceptions of Land Rover?
c) What is the role of digital technology and marketing in shaping consumer decisions?
d) What strategies can Land Rover adopt to enhance consumer engagement through sustainable and digital practices??
[bookmark: _Toc226049784]1.4 Significance and Rationale for the Study
Consumer buying behaviour in the automotive industry is becoming a more critical issue as market dynamics are changing with the aspect of technological innovation, sustainability issues and the role of digital marketing. The research is significant to the literature as it endorses the psychological, social, and marketing influences on the consumer attitudes towards Land Rover in the UK automobile market. Although some former research has addressed general automotive consumer behaviour (Rezvani et al., 2015, Zamil et al., 2023), little specific research is conducted on the topic of premium SUV brands in the context of the UK. By filling this gap, the research offers useful implications on marketing and automotive managers to come up with better branding, sustainability communication and digital interaction strategy to ensure that consumers intentions to buy the product and the competitive standings are enhanced.


[bookmark: _Toc226049785]1.5 Dissertation Structure
[bookmark: _Toc226047142]Table 1: Dissertation Structure
	Chapter
	Title
	Description

	1
	Introduction
	Presents the study’s background, problem statement, rationale, and objectives.

	2
	Literature Review
	Reviews theories and prior studies on consumer behaviour, brand image, and sustainability.

	3
	Research Methodology
	Details the qualitative approach, data collection, sampling, and ethical considerations.

	4
	Findings & Discussion
	Analyses qualitative data and interprets key insights.

	5
	Conclusion & Recommendations
	Summarises findings and provides practical and strategic recommendations.



[bookmark: _Toc226049786]1.6 Summary of the Chapter
This chapter has provided an introduction of the study by giving the background, problem statement, rationale, objectives, and significance, which forms the basis of comprehension of consumer behaviour, brand image, and sustainability in the UK automotive market.







[bookmark: _Toc226049787]Chapter Two: Literature Review
[bookmark: _Toc226049788]2.1 Key Concepts
[bookmark: _Toc226047143]Table 2: Key Concepts of the Study
	Key Concept
	Explanation

	Consumer Buying Behaviour
	The behaviors and choices that people have when they buy goods or services as either a result of various factors such as attitudes, values, personality, social norms, culture, incentives, and product availability (Solomon, 2020).

	Brand Image
	The most important factor of brand equity which is the overall perception and feeling that consumers have towards a brand and the effect of this on consumer behaviour in terms of cognitive, affective, and evaluative as Kotler and Armstrong (2010) expounded.

	Purchase Intention
	The cognitive behaviour of a consumer regarding his intention to purchase the products of a certain brand, which is intimately connected to the ultimate stages of the consumer decision-making process (Morwitz, 2014).

	Sustainability
	Green perceived value, green trust, and green brand associations are the aspects of consumer attitudes and brand equity that can be created by a brand being green and committed to environmental and social responsibility (Ha 2021; Wang et al., 2022).



[bookmark: _Toc226049789]2.2 Psychological, Social and Economic Consumers in Automotive Consumer Behaviour.
[bookmark: _Toc226049790]2.2.1 Psychological Factors
The Psychological factors including motivation, perception, attitudes and self-identity form a core in influencing the consumer decision making. Solomon (2020) presents the case of high-involvement products such as automobiles, which have a symbolic meaning, as they add to the expression of identity and lifestyle. Abosag et al. (2023) also confirm this by stating that emotional attachment and brand love are the primary factors influencing loyalty in the luxury car industry.
Nevertheless, this view is not universally true because, according to Rodrigues et al. (2023), emotional attachment is not enough because such functional attributes as safety and performance still play a major role in decisions. The recent research also supports this point of view because Zhao, Furuoka and Rasiah (2024) demonstrates that psychological aspects, including motivation and perceived risk, are important predictors of vehicle purchase intentions, especially in new automotive technologies. Additionally, the modern markets are growing more influenced by the cognitive biases and digital stimuli (social media influence) on consumer perceptions (Shah, 2024). 
[bookmark: _Toc226049791]2.2.2 Social Factors
The Social factors such as peer groups, cultural values, and status factors play a great role in influencing the consumer behaviour in the automotive industry. According to Wang et al. (2021), the focus has shifted towards conscious consumption and the consumers are less concerned about status and more about ethical and environmental concerns. On the other hand, Rhee (2008) points out that the classic drivers like conspicuous consumption and social status are still very strong especially in the luxury markets. Such contradiction is an expression of a persistent conflict between status-driven and value-driven consumption.
Social influence has been proposed to be a potent determinant especially in digital platforms and online communities according to recent empirical evidence. Research by Patel, Patel and Vidani (2024) has shown that pre-purchase behaviour in the automotive markets is overly influenced by the opinion of peers, social expectations, and cultural requirements.. Also, there are social and technological trust systems that affect consumer satisfaction and decision-making on the context of vehicle adoption (Zhu et al., 2024). 
[bookmark: _Toc226049792]2.2.3 Economic Factors
The Economic factors such as price, income level and perceived value are still some of the core determinants of consumer behaviour. According to Rodrigues et al. (2023), price is one of the predictors of purchase intention, especially in luxury automobile markets. In the same regard, Mintel (2025) points out that consumers in the UK are becoming more price sensitive because of economic pressure.
This traditional perception is however being questioned. Although economic factors play a role in the purchasing decision, it has been proposed that the value perception is not limited to price, but also includes the sustainability, innovation, and long-term value (Islam and Ali Khan, 2024). Sustainable purchasing choices are a combination of environmental awareness, perceived value, and product attributes (Islam and Ali Khan, 2024). Moreover, Datta (2024) also claimed that sustainability-based consumption is already finding its economic relevance, and consumers can readily pay premiums on environmentally friendly products, especially in the automotive market. 
[bookmark: _Toc226049793]2.3 Sustainability, Brand Image and Consumer Attitudes.
[bookmark: _Toc226049794]2.3.1 Green Brand Equity and Purchase Intention.
Sustainability is a key factor that determines consumer behavior and brand judgement in the automotive industry. Majeed et al. (2022) suppose that green marketing practices increase the green brand image and trust, which positively affect the purchase intention. In the same manner, Liu et al. (2025) also emphasize that the perceived value of green is useful in influencing consumer attitudes and enhancing brand trust based on digital interactions.
This good relationship is however not always similar as according to Solomon (2020), a high involvement product, as the case with automobiles, is associated with the complex decision-making process during which the functional, emotional, and symbolic components interact together. To reinforce this argument, Wang et al. (2022) state that sustainability perceptions enhance the brand image but in most instances, they do not have a direct effect on purchase behaviour because of other brand attributes like price, performance, and brand heritage. 
[bookmark: _Toc226049795]2.3.2. Scepticism or greenwashing and Consumers 
Although sustainability has a strategic value, in most cases, it is limited by the scepticism of consumers. According to Tan et al. (2022), their belief in a company can be greatly undermined by exaggerated or false environmental claims. Equally, Wang et al. (2022) observe that, in instances where sustainability messages do not align with brand identity, the latter is more likely to be questioned by the consumers. Nevertheless, this opinion can be extended further. Although scepticism is a challenge, some researches propose that negative perception can be reduced using transparency and credible communication. According to Suphasoombon and Vassanadumrongdee (2025) study, authentic sustainability practices and verifiable claims increase the consumer trust and brand credibility. Besides, the digital platforms have increased scrutiny whereby consumers turn to online reviews and third-party information to authenticate claims made by the brand.


[bookmark: _Toc226049796]2.4 Digital Marketing, Innovation, and Consumer Purchase Intention
[bookmark: _Toc226049797]2.4.1 eWOM and Social Media.
Digital marketing has radically altered the way that consumer behaviour is approached by changing the way information is obtained, assessed and distributed. Dwivedi et al. (2021) highlight that digital platforms promote brand awareness and interaction, but negative electronic word-of-mouth (eWOM) may destroy brand equity. Likewise, Erkan and Evans (2016) find the information quality, credibility, and usefulness to be the main factors that determine eWOM effectiveness.
These views, however, need some further development in the modern context because as Leong, Loi and Woon (2021) claim, the impact of eWOM does not have a universal nature, but it depends on the type of platform, credibility of the source and algorithmic exposure. Also, the growing influence of AI-based content and personalised advertising has shifted the information processing patterns of consumers, which tends to strengthen rather than generate new preferences.
[bookmark: _Toc226049798]2.4.2 Influencer Marketing and Brand Credibility.
Purchase Influencer marketing has become an effective instrument to influence consumer beliefs and buying intention. According to Liang et al. (2024), social influence and brand image have a considerable impact on consumer choice due to the mechanisms of trust. This is consistent with Dwivedi et al. (2021), who emphasize the increasing importance of digital opinion leaders in marketing communication.
The effectiveness of influencer marketing, however, is still contested since Erkan and Evans (2016) emphasize that credibility and trust are of utmost importance, which implies that not all influencers can deliver positive outcomes. The recent study by Belanche et al. (2021) also shows that over commercialisation and lack of authenticity can reduce the efficacy of influencers, and that leads to consumer scepticism. In addition, new technologies, such as augmented reality (AR) and artificial intelligence (AI) are changing digital interaction. Despite being mentioned as the opportunities in Dwivedi et al. (2021), the study reveals that the possibility to quantify their efficiency in specific industries, including the auto one, is a significant gap.



[bookmark: _Toc226049799]2.5 Conceptual Framework

[bookmark: _Toc226046907]Figure 2: Conceptual Framework (Author)
The framework of this research is based on the Stimulus-Organism-Response (SOR) Model, which is the explanation of the process of external factors influencing internal psychological states (Jayadi, Putra and Murwani, 2022), results in the formation of consumer behaviour that is applicable to high-involvement purchases, which are luxury automobiles. In this research, the stimulus is external marketing and brand-related constructs such as brand image, sustainability perception and digital marketing engagement. The current sources emphasize that brand image does play a significant role in consumer trust and assessment (Kotler and Armstrong, 2010), and sustainability efforts help form positive brand perceptions, yet their credibility is questionable (Majeed et al., 2022; Wang et al., 2022). Moreover, online platforms and electronic word-of-mouth are important in the development of consumer awareness and information processing (Erkan and Evans, 2016).
The organism echoes the mental cognitive and emotional processes of customers, including perception, attitudes, and trust. Solomon (2020) explains that both rational and emotional factors affect consumer decisions in the automotive industry. Nevertheless, according to the previous studies, the positive perception, especially in relation to sustainability, does not necessarily imply the real buying behaviour, which is why the process of decision making is complex (Wang et al., 2022). The response is the outcome of behaviour, which is purchase intention. External stimuli and internal evaluations interact to influence purchase decisions (Liu et al., 2025). The SOR model has a well-organized structure but can simplify the decision-making process because it presupposes linear relationships. Nevertheless, it is still viable in explicating the overall effect of brand image, sustainability and digital engagement in consumer buying behaviour across the UK automatic market.
[bookmark: _Toc226049800]2.6 Chapter Summary
This literature review has critically discussed four inter-related pieces of literature as far as consumer buying behaviour in the UK automotive market is concerned. Psychologically, socially and economically, the interaction of the forces has been found to be complex and contested to influence the luxury automotive purchase decisions; sustainability credibility is found to be a sufficient but not a necessary condition to influence the formation of the positive brand attitude, and the effectiveness of digital marketing has always been mediated by the quality of information and consumer trust.
[bookmark: _Toc226049801]Chapter 03: Methodology
[bookmark: _Toc226049802]3.1 Introduction
[image: ]
[bookmark: _Toc226046908]Figure 3: Research Onion (Saunders et al., 2019)
The model presented in Figure 03 above by Saunders, Lewis and Thornhill (2019) is a research onion that assists a researcher in planning a systematic research process. It shows the research process in a stratification, like an onion, with each of the strata being a major methodological choice. The outer layers consist of research philosophy and research approach, then there are the research strategy, methodological choice, time horizon, and the last and the innermost layer is concerned with the data collection and analysis methods (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc226049803]3.2 Research philosophy
Saunders, Lewis and Thornhill (2019) define the research philosophy as the collection of beliefs regarding the way the knowledge is supposed to be built and interpreted in research. The primary schools of thought that are often addressed during the research of business are positivism, realism, interpretivism, and pragmatism. Contrary to positivism, the interpretivism focuses on seeing social phenomena in light of the meanings that are placed on the experiences by individuals (Saunders, Lewis and Thornhill, 2019).
In this research, the interpretivism approach is embraced since the goal of the research is to gain comprehendions of consumer perceptions and attitudes towards Land Rover in the UK automotive market. The elements of consumer buying behaviour can be shaped by psychological, social, and cultural factors that cannot be entirely explained only with the help of numbers (Dirwan and Latief, 2023). Thus, interpretivism enables the researcher to examine the perspectives, meanings and experiences of the consumers concerning sustainability, brand image and digital marketing effects.

[bookmark: _Toc226049804]3.3 Methodology and Design of the Research.
According to Saunders, Lewis and Thornhill (2019), research approach involves how knowledge is derived out of data. These two are the deductive and inductive approaches. Deductive approach starts with the existing theories and tests the theories and contrary to this, Daniel and George (2025) describes an inductive methodology as beginning with observations and data gathering which can be used to form generalized insights or ideas.
This study is inductive and exploratory as the study aims at investigating consumer behaviour with regard to Land Rover, and not in testing any particular theory. The research will examine the impact of variables like sustainability, brand image and digital marketing on consumer attitudes and purchase intentions. As consumer perceptions in the automotive industry may be multifaceted and contingent, inductive approach enables new information to be discovered based on the reaction of the participants (Daniel and George, 2025), which is why it is appropriate when it comes to studying the experience and behaviour of consumers in the UK automotive industry.
[bookmark: _Toc226049805]3.4 Research Method
There are quantitative, qualitative, and mixed-method research methods that are commonly involved in research, and they are described by Saunders, Lewis and Thornhill (2019). Quantitative methods emphasize numbers and statistical methods whereas mixed methods integrate quantitative and qualitative approaches. On the contrary, qualitative approaches seek to acquire a comprehensive insight on the opinions, experiences, and perceptions of the participants.
The research method used in this study is qualitative research due to the purpose of investigating the consumer attitudes and perceptions towards the brand image of Land Rover, sustainability activities and online marketing strategies. Qualitative research can help the researcher to obtain detailed and rich data on the consumer experiences and motivations (Saunders, Lewis and Thornhill, 2019). The research will be able to get a better understanding of the effects that the psychological, social, and economic issues have on consumer buying behaviour in the UK automotive market through methods like interviews or open-ended responses.
[bookmark: _Toc226049806]3.5 Interview Methodology and Research participants
The research will use the purposive sampling technique whereby the participants are chosen on the basis of their access or exposure to luxury automotive products like Land Rover which is the aim of the research. This method suits qualitative studies whereby the objective is to produce in-depth information as opposed to statistical generalisation (Etikan et al., 2016). In addition, the chosen sample size of 8-10 individuals is in line with qualitative research requirements, as the data saturation, or the point of no new themes appearing, defines the sufficiency and not the numerical quantity (Saunders et al., 2019). This guarantees depth and richness of data.
[bookmark: _Toc226049807]3.6 Research Strategy
The research uses semi-structured interviews, which gives the research flexibility and consistency among the participants. The interview guide is formulated according to the main themes that have been revealed in the literature. Open-ended questions are employed to prompt the participants to respond in details whereas probing questions are utilized to identify the underlying motivations and attitudes. This study will be especially appropriate to use semi-structured interviews because this type of interview enables examining both complex and subjective consumer experiences, which cannot be exhaustively described with the help of structured methods (Saunders et al., 2019). Recent qualitative studies also point to their applicability in the interpretation of consumer perception in the digital and sustainability context (Kallio et al., 2016).


[bookmark: _Toc226049808]3.7 Data types and Methods of data collection
The study will be primarily based on primary data gathered with semi-structured interviews to enable the participants to give detailed opinions and experiences on luxury cars, sustainability, brand image, and digital interaction. Approximately 8 interviews are to be made with the participants in the UK that own, have owned or are planning to own a luxury car with Land Rover. All the interviews will be about 30-40 minutes long and will be conducted either in person or online with the help of such tools as Microsoft Teams or Zoom. Interviews will be tape recorded and transcribed verbatim with permission and field notes made to record the context. 
[bookmark: _Toc226049809]3.8 Data Analysis
Saunders, Lewis and Thornhill (2019) indicate that the most popular qualitative data analysis techniques are content analysis, narrative analysis, discourse analysis, and thematic analysis. Here, thematic analysis is aimed at finding and sorting repetitive themes in qualitative data (Ahmed et al., 2025). So, thematic analysis shall be applied in analysing interview transcripts in this study since it enables the researcher to identify patterns in the responses of the participants rather than randomly. Thematic analysis is the most useful approach to use when analyzing perceptions and experiences as described by Ahmed et al. (2025). It is appropriate in this research because it aids in interpreting the consumer perceptions towards sustainability, brand image, and digital marketing in relation to Land Rover.
[bookmark: _Toc226049810]      3.9 Ethical Considerations
· Participants will be fully informed about the research purpose, procedures, and their rights before participation. Before participation, all respondents will be provided with a Participant Information Sheet.
· Respondents will participate voluntarily and may withdraw from the study at any time without consequence.
· Collected data will be securely stored and accessed only by the researcher.
· Participants’ names and identifiable details will not be disclosed in the final report.
· Appropriate ethical approval is obtained from University Research Ethics Committee prior to the commencement of data collection.
[bookmark: _Toc226049811]3.10 Conclusion of the Chapter
Chapter outlined the research methodology used to investigate consumer buying behaviour in the UK automotive market with a focus on Land Rover. It explained the research philosophy, approach, and qualitative method adopted for the study from the research onion. The chapter also described the sampling technique, data collection procedures, and thematic analysis method used to interpret interview data. 

[bookmark: _Toc226049812] Chapter Four: Analysis and Findings
The result shows that, six of the participants are the owners of luxury cars or have an experience with luxury cars in the past, and this is a sign of familiarity with high-involvement automotive buying. The other two respondents indicated that they had a strong desire to buy a luxury car like Land Rover in the nearest future. This equilibrium provides an experiential and aspirational outlook, which makes it possible to have a holistic picture of consumer behaviour in the UK automotive market.
[bookmark: _Toc226049813]4.1 Theme 1: Brand Image as a Symbol of Status and Identity
[bookmark: _Toc226047144]Table 3: Theme 01 as Brand image
	Sub-theme
	Description

	Luxury and Status Signalling
	Brand reflects prestige and social recognition

	Brand Heritage and Perceived Quality
	Historical reputation enhances trust and credibility

	Identity and Lifestyle Fit
	Brand aligns with personal identity and lifestyle


[bookmark: _Toc226049814]
4.1.1 Luxury and Status Signalling
The participants have a strong association of Land Rover with prestige and social status. As an example, P1 mentioned that it was a real status symbol, and P7 indicated that it was a reflection of status. Equally, P3 stated that it exhibits success and social status. This is similar to Solomon (2020) who suggests that luxury products are symbolic goods. Nevertheless, there are those (e.g., P4) who minimized the role of status, indicating a move towards functional assessment, which confirms Wang et al. (2021) on the change of priorities in consumption.
[bookmark: _Toc226049815]4.1.2 Brand Heritage and Perceived Quality
The brand heritage turned out to be a major factor of perception and trust. P2 referred to Land Rover as a strong heritage and luxury feel and P1 considered it to be a premium and strong one. The perceptions also support Kotler and Armstrong (2010), who focus on brand equity as a factor that brings about consumer confidence. Nonetheless, even with positive relationships, there is still some doubt about whether heritage is sufficient to ensure present performance, which is indicative of more critical and knowledgeable consumer base as captured in recent researches.
[bookmark: _Toc226049816]4.1.3 Identity and Lifestyle Fit
The respondents emphasized the significance of brand and personal identity alignment. P3 stated that she prefers brands that align with her identity, whereas P5 stated that Land Rover can be attributed to a modern lifestyle. This helps the self-congruity theory, in which consumers trust in the brands that align with their self-image (Solomon, 2020). Nevertheless, P3 economic constraints suggest that identity alignment is not necessarily the best predictor of purchase, which confirms the disparity between aspirational identity and actual behaviour.
[bookmark: _Toc226049817]4.2 Theme 2: Sustainability Awareness vs Scepticism
[bookmark: _Toc226047145]Table 4: Theme 02 as Sustainability
	Sub-theme
	Description

	Growing Environmental Consciousness
	Increasing importance of sustainability in decisions

	Greenwashing and Trust Deficit
	Doubts regarding authenticity of sustainability claims

	Trade-off Between Sustainability and Performance
	Performance often prioritised over environmental concerns


[bookmark: _Toc226049818]
4.2.1 Growing Environmental Consciousness
Consumer attitudes are becoming affected by sustainability. P4 said that it is very important. strongly affects my decisions and P8 said that sustainability affects my decisions. This aligns with the views of Majeed et al. (2022) who conclude that sustainability increases brand perception. Nonetheless, other participants (e.g., P3) considered it to be secondary, which means that its effects are different, although it is becoming increasingly more noticeable, which is the conditional nature of sustainability as mentioned in Liu et al. (2025).
[bookmark: _Toc226049819]4.2.2 Greenwashing and Trust Deficit
There was high level of scepticism towards sustainability arguments. P1 said that it is a stretch of the imagination to claim that, whereas P8 focused on the fact that greenwashing is a widespread practice. On the same note, P2 claimed to be a sceptic of brand claims. This is in line with Tan et al. (2022), who note the adverse effect of greenwashing on trust. It has however been indicated in the literature that the scepticism can be overcome with the help of open communication, which means that trust can be restored with the help of plausible sustainability efforts.
[bookmark: _Toc226049820]4.2.3 Trade-off Between Sustainability and Performance
The participants tended to focus on performance and not on sustainability. P1 explained that performance is first, whereas P6 said that they would not pay more to be sustainable. Equally, P3 stressed the fact that performance is more important. This helps Wang et al. (2022) when they claim that sustainability does not necessarily lead to purchase behaviour. Nevertheless, some participants such as P8 were willing to pay higher prices in the case of true sustainability and this indicates that there may be a segment specific shift to ethical consumption.
[bookmark: _Toc226049821]4.3 Theme 3: Digital Influence and Information Behaviour
[bookmark: _Toc226047146]Table 5: Theme 03 as Digital Influence and Information Behavior
	Sub-theme
	Description

	Reliance on Online Reviews (eWOM)
	Consumers depend on peer reviews for decision-making

	Influencer Credibility and Distrust
	Trust varies based on perceived authenticity

	Active Information Search Behaviour
	Consumers engage in extensive pre-purchase research


[bookmark: _Toc226049822]
4.3.1 Reliance on Online Reviews (eWOM)
Online reviews are a credible source of information to the participants. P1 claimed that she always reads online reviews, whereas P8 claimed that she reads reviews to confirm claims. This is in line with Erkan and Evans (2016) who further highlight the importance of eWOM in purchase intention. Nevertheless, P6 said, I look at reviews occasionally, not every time, which implies inconsistency in dependence, meaning that though eWOM is effective, the effect is not universal, depending on the level of engagement of a person.

[bookmark: _Toc226049823]4.3.2 Influencer Credibility and Distrust
The results indicate ambivalent views on influencer marketing. P5 said that he relies upon influencers who appear genuine, and P6 said that he does not trust influencers because they are unreliable. On the same note, P1 observed trust only when the influencers appear authentic. This is in line with Campbell and Farrell (2020), which emphasize authenticity as being important. Nevertheless, scepticism can be viewed as a sign of growing consumer consciousness, which implies that the effectiveness of influencers is not universal, but conditional.
[bookmark: _Toc226049824]4.3.3 Active Information Search Behaviour
The consumers are proactive in seeking information prior to making decisions. P3 said that she does extensive research on the Internet, and compares various sources, whereas P5 said that she watches online reviews and videos. This supports Dwivedi et al. (2021), who highlight digital platforms as key in decision-making. Nevertheless, the low involvement of P6 indicates that not every consumer is equally active, which confirms the idea that the digital impact is segmented.
[bookmark: _Toc226049825]4.4 Theme 4: Social Influence and Cultural Perception
[bookmark: _Toc226047147]Table 6: Theme 04 as Social Influence and Cultural Perception
	Sub-theme
	Description

	Peer and Family Influence
	Decisions shaped by close social networks

	Social Status and External Perception
	Consumption linked to societal image

	Shift Toward Individual Decision-Making
	Increasing independence in consumer choices


[bookmark: _Toc226049826]
4.4.1 Peer and Family Influence
Social networks are very important in the decision making process. P1 answered, friends and colleagues affect me and P7, my friends affect me a lot. This is in line with the traditional consumer behaviour theory (Solomon, 2020). Nonetheless, P3 replied that, I like to make my own choices, which means that the dependence on others is low, which implies that the consumer behaviour is becoming more autonomous.
[bookmark: _Toc226049827]4.4.2 Social Status and External Perception
Owning of luxury cars is associated with social image. According to P1, these cars are a symbol of success, whereas P7 focused on the fact that status counts. This is in line with Rhee (2008), who puts emphasis on conspicuous consumption. Nevertheless, P4 claimed that status is not my focus, which is a manifestation of the increasing popularity of value-based consumption, which backs Wang et al. (2021).
[bookmark: _Toc226049828]4.5 Theme 5: Economic Constraints and Value Evaluation
[bookmark: _Toc226047148]Table 7: Theme 05 as Economic Constraints and Value Evaluation
	Sub-theme
	Description

	Price Sensitivity
	Price as a primary decision factor

	Impact of Economic Conditions
	External economic pressures influence decisions

	Value for Money and Long-Term Evaluation
	Focus on durability and long-term benefits


[bookmark: _Toc226049829]
4.5.1 Price Sensitivity
Price proves to be a hegemony in decision-making. P6 said, price determines everything, and P 2 said, price is very important. This can be supported by Rodrigues et al. (2023), who mention price as one of the determinants. Nonetheless, P1 stated that price is not everything but rather quality matters more and therefore price sensitivity is different at varying perceived value.
[bookmark: _Toc226049830]4.5.2 Impact of Economic Conditions
Economic conditions were also indicated by the participants. P1 said, the economy makes me careful and P3 said that she is now more careful. This is in line with Mintel (2025) that indicates that UK consumers have been more financially cautious. Nevertheless, the luxury purchases are still taken into consideration by some of the participants (e.g., P5), which shows that the economic impact does not affect all consumers in a similar manner.
[bookmark: _Toc226049831]4.5.3 Value for Money and Long-Term Evaluation
Consumers are interested in long term benefits and not short term cost. P1 emphasized on long-term value and durability, whereas P6 mentioned that the cost of maintenance is also a factor to consider. This is in line with the consumption theory that is value-based (Kotler and Armstrong, 2010). Nevertheless, the perception of values is subjective, and they differ among people because of the difference in priorities.
[bookmark: _Toc226049832]Chapter Five: Conclusion, Limitation and Recommendations
[bookmark: _Toc226049833]5.1 Conclusion
This paper has examined the consumer buying behaviour within the UK automotive segment and specifically the case of Land Rover by looking at the functions of brand image, sustainability perception, digital influence, social factors and economic factors. The results indicate that decision-making processes of consumers in the luxury automotive market are multi-dimensional and intricate and are influenced by both rational and emotional attachment. The image of the brand became a prevalent aspect, and the participants identified Land Rover with prestige, lifestyle, and identity. This supports the significance of symbolic consumption in the luxury markets. Nevertheless, the research findings also indicate that brand perception is not a sufficient factor in influencing purchase decisions as consumers are more and more considering the functional characteristics of products, including their performance and long-term value.
Sustainability was also found to be a significant but a controversial factor. Although there was an increasing environmental perception, suspicion of green claims was observed among participants signifying a lack of trust. This implies that sustainability has more influence on attitudes than the actual purchase behaviour unless it is supported by a credible and transparent communication. Online and digital platforms are also very important in influencing consumer perception especially online reviews and active search of information. Nevertheless, influencer marketing is not that effective, with trust being largely related to perceived authenticity. The social influence is not obsolete, particularly in its role in perceptions of status, but there is some evidence of a change towards more independent decision-making.
Final purchase decisions are highly dependent on economic factors especially price sensitivity and value evaluation. The consumers also exhibit a reserved spending attitude even in the luxury segment owing to the overall economic environment. The entire research reveals that consumer behaviour in the automotive industry is facilitated by interplay of external stimuli and internal appraisal mechanisms, which is in line with the behavioural models. The results are of great help to marketers who are aiming at achieving balance between brand positioning, sustainability communication and value delivery in a more competitive and conscious market.

[bookmark: _Toc226049834]5.2 Limitations
This research is limited in a number of ways. It is because the qualitative approach used to collect data has a small sample that restricts the generalisability of the results to the broader UK population. The use of purposive sampling could create selection bias since the participants were selected based on their relevance and not randomly. Also, the information is self-reported, and thus it might be affected by individual bias or social desirability. The research is also based on a single brand, Land Rover and this could limit the external generalizability of the results to the automotive industry. Moreover, there was a lack of time to collect data in depth. In spite of these shortcomings, the research offers good exploratory information on consumer behaviour.
[bookmark: _Toc226049835]5.3 Recommendations
[bookmark: _Toc226047149]Table 8: Recommendations overview
	Area
	Recommendation
	Justification

	Brand Image
	Strengthen brand storytelling and lifestyle positioning
	Consumers associate Land Rover with identity and status

	Sustainability
	Improve transparency and provide verifiable sustainability data
	Addresses scepticism and greenwashing concerns

	Digital Marketing
	Focus on authentic user-generated content and reviews
	Builds trust more effectively than traditional advertising

	Influencer Strategy
	Collaborate with credible and niche influencers
	Enhances authenticity and trustworthiness

	Pricing Strategy
	Offer flexible pricing or financing options
	Addresses price sensitivity and economic constraints

	Product Development
	Balance performance with sustainability innovation
	Meets both functional and ethical expectations

	Customer Experience
	Enhance after-sales service and long-term value
	Supports retention and satisfaction



The result is that according to the findings, Land Rover is advised to consider a holistic approach to marketing which incorporates brand image, sustainability and consumer trust. To begin with, the firm ought to increase the openness of its sustainability efforts by giving quantifiable and verifiable information as Martínez et al. (2025) asserted that it consequently diminish scepticism and enhance credibility. Second, the digital marketing strategies must focus on the authentic engagement, especially customer reviews and actual user experiences, which are thought to be more credible than conventional advertising. In addition, the influencer marketing is to be scrupulously handled since Migkos, Giannakopoulos and Sakas (2025) paid attention to credibility instead of reach.
Third, due to the high impact of economic variables, Land Rover must think of the possibilities of flexible pricing, including the option of financing its products, to make them more affordable without compromising brand value (Ciulli and Kolk, 2019). Lastly, the company ought to make an investment in the innovation, which is both performance and sustainable in nature such that the environmental initiatives do not affect the fundamental product characteristics. By integrating marketing strategies with the changing consumer expectations, Land Rover will be able to reinforce its competitive advantage and improve the customer relationships in the long term.
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[bookmark: _Toc226049838]Interview Questions
Section A: Screening & Background
· Have you ever owned or considered purchasing a luxury vehicle such as Land Rover?
· What factors do you usually consider when buying a car?
Section B: Brand Image 
· How would you describe your perception of Land Rover as a brand?
· What aspects of the brand (e.g., luxury, performance, heritage) influence your opinion the most?
· Do you think owning a Land Rover reflects a certain lifestyle or social status? How?
Section C: Psychological & Personal Factors 
· How do your personal values or lifestyle influence your choice of car?
· To what extent do emotions or personal attachment affect your car purchase decisions?
· How important is brand trust when choosing a vehicle?
Section D: Sustainability Perception
· How important is environmental sustainability when choosing a car?
· What is your opinion on Land Rover’s sustainability efforts?
· Do you trust sustainability claims made by automotive brands? Why or why not?
· Would sustainability influence your decision even if the car is more expensive?
Section E: Digital Marketing & Online Influence
· How do online reviews or ratings influence your perception of a car brand?
· Do social media or digital advertisements affect your decision-making? How?
· What is your opinion on influencer reviews related to cars? Do you trust them?
Section F: Social Influence
· How do friends, family, or peers influence your car-buying decisions?
· Do you think social perception or status plays a role in choosing a luxury car?
Section G: Economic Factors
· How important is price when considering a luxury vehicle like Land Rover?
· How do economic conditions (e.g., cost of living) affect your purchase decisions?
· How do you evaluate value for money in a luxury car?
Section H: Purchase Intention
· Would you consider purchasing a Land Rover in the future? Why or why not?
· What factors would most influence your final decision?
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