Prifysgol Cymru
""* Y Dri)n/dc% Dewinant Institute of Inner-City Learning

f University of Wales

- : . London Campus
Trinity Saint David

Master of Business Administration Programme
LCMB7035 - Dissertation

Evaluating Sustainable Packaging as a Marketing Strategy:
A Case Study of Consumer Response and Effectiveness at
ALDI UK

Dissertation Proposal

Supervisor Name: Amir Homayounfard
Student Name: Shah Ahasan Ahmed
Student ID: 2428343

Word Count: 2416

Date of submission: 07.11.2025



Table of Contents

] oo [E{o11 o] o EEU PP PPPP PP 4
Background Of the STUAY ............uuuiiiiiiiiiiiiiiiii 4
Organisational Context — ALDI UK ..o 4
Research Aim, Objectives, and QUESLIONS ............eevviiieeiiiiiiiiiieeee e 4

N[0 PP P PP PP 4
ODJECHIVES ...ttt 4
RESEArch QUESHIONS........ciiiiieiiiiie e e e e e e s e e e e e e eeeenees 5

LILErAtUIE REVIEW ......eiiiiiiiiiiiiee ettt e e e e r e e e e e e e 5
Sustainability and Marketing .......coooeeeeiiiiiiiiiie e 5
Packaging as a Marketing Strat@gy ............uuuuuuuummimmmmmiiiiiiiiiiiiiiiiiiiiinieeeeeeeeeeeenees 6
Empirical Insights in the Retail SECTOr .............uuuiiiiiiiiiiiiiiii 7
Research Gap and Conceptual LinK............oouiiiiiiiiiiiei e, 7

1YL= d g ToTo (o] (o | 20PN 8
Research PhilOSOPNY ........uuiiiiiiiiiiiiiiiiiii e 8
RESEAICH APPIOACK ...ttt 8
ST (o] g ] (= 1(=To | P UPRPPPPPPRN: 9
RESEAICH ChOICE ... 9
TIME HOFIZON ..o 10
Data ColleCtion MEthOd .............uuuuuiiiiiiiiiiiiiiiiiii e 10
Data ANalysiS TECNNIQUE ........iiiiiii e e e e e ens 11
Ethical CONSIAEIAtIONS .......uuuiiiiiiiiiiiiiiiiei bbb 11

g T=To(=To [ ] oo 1 0o LS S PP PPPPPPPPPP 12

LIMITATIONS ..ttt ettt ettt e 12

T T AIME 13



(0de] 4 (o 1[I T0 ] o TP TP

Reference



Introduction

Background of the Study

Sustainability has become a global agenda, especially in the retail industry. Firms are
now required to reduce waste, emissions of carbon gases, as well as use of materials
that protect the environment. Packaging is an important part of this transition, which is
the first point of contact with the product and the consumer (Friedrich, 2020). Many
retailers today have gone to using recyclable and biodegradable packaging to meet
regulatory requirements and to meet consumer expectations in the last few years. The
trend has made packaging more than protection, and brand values are being
conveyed through packaging. When consumers come across the eco-friendly
packaging, they often relate it to integrity and quality (Murtas, Pedeliento and Andreini,
2022). Sustainable packaging thus not only helps in saving the planet but also creates

consumer confidence and influence on buying behavior.

Organisational Context — ALDI UK

A renowned low-cost store, ASDA UK, has taken steps to integrate sustainability into
its operations. The firm has pledged to make all of its packaging reusable, recyclable,
or compostable to lessen its environmental impact and stay affordable (Afif, Rebolledo
and Roy, 2022). The attention ALDI places on waste reduction and green supply
chains matches customer aspirations for environmental responsibility in retail outlets.
Thus, the company is a perfect example of assessing sustainable packaging as a cost-

effective marketing technique.

Research Aim, Objectives, and Questions
Aim
The aim of the research is to evaluate how sustainable packaging functions as a

marketing strategy at ALDI UK and how consumers respond to its effectiveness.

Objectives

e To explore how ALDI UK uses sustainable packaging as part of its marketing

strategy and how it reflects the company’s values and goals.



e To understand how consumers perceive and respond to ALDI’s sustainable-
packaging efforts and assess how these initiatives strengthen the brand’s

image, trust, and competitive position in the market.

Research Questions

e How does sustainable packaging function as a marketing strategy at ALDI UK,
and to what extent does secondary evidence show its effectiveness in

influencing consumer response and enhancing brand competitiveness?

Literature Review

Sustainability and Marketing

The concept of sustainability is becoming a foregrounded strategic marketing
imperative in modern business practice. Corporate Social Responsibility (CSR)
frameworks incorporate environmental, ethical and social factors into enterprise
strategy, hence business operations are harmonised with stakeholder expectations
(Frommeyer et al., 2024). Theory advances in CSR argue that the installation of
responsible practices in value propositions brings about the development of trust and
the boosting of consumer loyalty in creating a competitive edge (Barbosa, Alireza
Shabani Shojaei and Miranda, 2023). A related point of view that is a bit further is the
idea of green marketing, which is directly concerned with the advancement of
environmentally benign products and practices without compromising customer value
propositions. Boz, Korhonen and Sand (2020) propose authenticity, transparency, and
sincerity in green marketing communications, as consumers are more demanding with
regard to cases of greenwashing. Through foregrounding sustainability, retail brands
can distinguish themselves: companies like ALDI, Asda, and Sainsbury embed
sustainability storeys in their brand storeys and can demonstrate the ethical and
futuristic identities by using environmentally friendly packaging, minimising plastic use,
and using labels that are ecologically certified (Gustavo et al., 2018). This sustainable
orientation is not only able to build brand equity through emotional appeal but also

reinforces brand loyalty because the corporate practices appear to align with the
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values of the consumer as far as the environment is concerned. As a result,
sustainability is a moral duty as well as a marketing instrument that changes consumer

preference and positioning.

Packaging as a Marketing Strategy

Packaging has become more than just a veil of security, as well as of containment. It
is now a form of communication. Packaging is conceptualised as a silent salesman
according to the Packaging Communication Model, which expresses brand identity,
product value and emotional resonance at the point of purchase (Coelho et al., 2020).
In the modern retail environment, the packaging design affects the choice of
consumers, as the goods compete for visual dominance on the shelves and in online
shops. Environmental and social responsibility are represented through sustainable
packaging, which adds to the corporate image. Packaging is a strategy that moderates
the visibility, clarity of message, perceived quality and environmental stewardship.
This is demonstrated through the Green Branding Framework, through which credible
communication and sustainability-oriented packaging will raise brand image and foster
trust (Ibrahim et al., 2022).

" Integration of

“Sustainability

in to Business
Process

Integration of
Green
Business advertisement

function ‘ __ for promotion
“

-

Green

Qa nding

Figure 1: Green Branding Framework

Source: (Ibrahim et al., 2022)

The ease of biodegradation or recycling also relates to product safety, purity, and
social responsibility, which gives the brands a psychological edge. Sustainable
packaging in the example of ALDI UK supports the low-cost ethical branding image of
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the company, and the recyclability targets announced by the company reconcile
operational sustainability goals and marketing ambitions (Jestratijevic, Maystorovich
and Vrabi¢-Brodnjak, 2022). Therefore, the packaging is a carrier of the brand values

as well as a channel between environmental responsibility and commercial success.

Empirical Insights in the Retail Sector

Empirical studies indicate that there is a growing need for environmentally friendly
packaging in the world’s retail markets. According toS. Kavitha and S. Sunderasan
(2022) report, more than 60 per cent of British consumers prefer products with
recyclable or the least amount of packaging, despite the existence of price
differentials. The heightened consumer engagement after plastic reduction
programmes recorded by Asda and Sainsbury has implied that packaging is created
in response to sustainability (Jain and Hudnurkar, 2022). It has a beneficial impact on
sales and brand image. In the case of ALDI UK, the sustainability reporting shows a
gradual improvement towards its goal of having 100% recyclable packaging by 2025
(Vadakkepatt et al., 2021). The campaigns on plastic reduction and distinct labels on
recyclable items have enhanced the perception of the retailer as a cost-effective but
responsible company. According to (Wandosell et al., 2021), the consumer
satisfaction rates of ALDI in the UK have increased alongside green actions, which
means that sustainability communications increase the perception of brand
authenticity. However, some of the research indicates a discrepancy in consumer
knowledge and understanding of sustainable packaging symbols (Su et al., 2021).
Therefore, despite the fact that the secondary data, in general, provide a positive
reaction, the actual success of a sustainable packaging is predetermined by open

communication, coherent branding, and honest corporate interest.

Research Gap and Conceptual Link

The lack of research on the concept of change represents a research gap and a
conceptual link.
Though the available literature on sustainable marketing and sustainable packaging

is strong, little research exists on the strategic effectiveness and effectiveness of the
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two concerning consumer response and the application of secondary data in the
context of the discount retailing industry (Su et al., 2021). Scholarly literature covers
premium as well as generic methods of sustainability, but the relationship between
sustainable packaging and the use of the marketing tool by low-cost retailers like ALDI
remains a knowledge gap. This paper aims to close the gap by offering a conceptual
connection between sustainable marketing strategy, perception of the consumer, and
brand effectiveness based on secondary evidence gathered in the operations of ALDI
UK.

Methodology

Research Philosophy

This study uses interpretivism with some pragmatism to interpret marketing
effectiveness in the context of sustainability based on data. Interpretivism prioritises
subjective interpretations above universal rules (Jestratijevic et al., 2022).
Interpretivism is best because sustainable packaging depends on customer
perception, brand marketing, and company strategy, which are socially created.
Pragmatic alignment allows flexible assessment of practical outcomes from diverse

data sources.

Research Approach

This research takes an inductive research approach. Instead of starting with a theory
that is identified, it forms an understanding out of the data gathered. The goal is to
enable the ideas and trends to be created in the course of the analysis of available
secondary sources. The research produces knowledge on the role of sustainable
packaging as a marketing tool by analysing the reports, academic research, and
market data (Frommeyer et al., 2024). Such a method is suitable, and the subject
under investigation considers meanings and relationships as opposed to testing a
particular hypothesis. It helps create new ideas about the consumer reaction and

brand performance in the sustainability efforts in ALDI UK.



Research Strategy

This ALDI UK-based research uses the multiple case-study technique. The multiple
case study offers careful exploration of complex, context-related phenomena. It
provides a framework for reviewing ALDI discount retail's use of sustainable packaging
as a marketing technique. The plan triangulates business reports, media coverage,
and intellectual opinions to gather multiple perspectives (Boz, Korhonen and Sand,
2020). The instance of ALDI UK is optimal for assessing the feasibility of
environmentally driven marketing since it balances cost leadership with sustainability.
Interpretivism emphasises context rather than generalisation, which matches this

strategy.

Research Choice

The research design uses secondary data exclusively and is mono-method. In order
to conduct ethical and timely research, this choice eliminates the need for primary data
collection (surveys or interviews). Secondary analysis uses narratives, patterns, and
techniques to evaluate textual and visual data (Afif, Rebolledo and Roy, 2022). The
mono-method choice improves coherence and correctness so that evidence,
academic sources, sustainability reports, and market commentary suit the main
research aim. Since the research is about meaning-making rather than measurement,
a secondary research approach is ideal for a thematic interpretation of ALDI's
sustainable packaging initiatives.



Time Horizon

12-Week Gantt Chart for Dissertation Timeline
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Figure 2: Gantt Chart

Source: Self-made

Data Collection Method

This study will use secondary literature sources to obtain the information necessary to

investigate, because the study is non-invasive, and to maintain the integrity of

academic research. The key data sets include:

Corporate publications: Corporate sustainability and marketing report, annual
performance statement, and press releases are related to the packaging of
ALDI UK.

Industry reports: Market information obtained with the help of Mintel, Statista,
WRAP UK, and Nielsen, which provide statistical data to support the attitude to
sustainable packaging among consumers (Jain and Hudnurkar, 2022).
Scholarly articles: Peer-reviewed articles that cover the topic of green
marketing, sustainable consumer behaviour, and retail-based strategies that
are CSR-driven.

Media and NGO publications: Reports and publications that support the
sentiment of consumers, advocacy, and reaction of the population to the

sustainability efforts made by ALDI.
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To guarantee the quality of data, the sources will be evaluated using ACRM criteria.
These are, Authenticity, Credibility, Representativeness, and Meaning. Authenticity
helps in confirming that the information is real and can be linked to trustworthy
sources. Credibility helps in evaluating the accuracy and bias of the source (Jain and
Hudnurkar, 2022). Representativeness assesses whether the information is
representative of the industry practices. Meaning helps in identifying the relevance of
the information to the research goal. The implementation of these sta

Data Analysis Technique

The collected data will be examined through secondaty content analysis with the use
of the thematic synthesis. Content analysis is used to find repetitive ideas, keywords
and strategic patterns within textual resources. Thematic synthesis, however, groups
such findings into general conceptual groups. The process includes three critical
steps:
e Data familiarisation: a systematic reading and coding of relevant documents.
e Categorisation: merging of the codes into broad themes of strategic
messaging, consumer attitude, environmental impact and brand-loyalty
indicators (Su et al., 2021).
e Interpretation: investigation of how these themes inform the relationship
between sustainable packaging, marketing strategy and the consumer

perception.

In this way, the explicit and implicit marketing stories and their effectiveness can be
distinguished in the form of secondary evidence (Su et al., 2021). The explanation is
based on the existing theory of marketing and consumer behaviour, and thus the

results of the empirical work align with the academic discussion.

Ethical Considerations

The current research poses a low ethical risk, considering that it will only work with
publicly available secondary information and will not interact directly with people or

organisations. Ethical integrity will be established in the sense that all sources used
11



are referenced and recognised accordingly in the UWTSD Harvard style (Jain and
Hudnurkar, 2022). The study will avoid distorting facts, be transparent in the
interpretation, and comply with the copyright and intellectual property laws. Since the
human subjects are not involved, the raw material of ethical approval, other than
secondary data protocols, is avoided, thus guaranteeing a 100% observance of

institutional research ethics.

Expected Findings

The sustainable packaging strategy adopted by ALDI UK is expected to improve the
brand perception of the organisation, as it will be closely matched with the emerging
environmental awareness of consumers. The secondary data should be analysed in a
way that it can be shown that explicit communication on sustainability efforts helps
build consumer trust, brand attachment, and positive word-of-mouth (Friedrich, 2020).
However, the effectiveness of these measures can be based on the sensitivity of
consumer prices and the credibility of the programmes. The findings can suggest that
the implementation of sustainability into the cost-based model of ALDI can be an
effective way to improve the brand image without charging consumers more (Friedrich,
2020). Simply put, eco-friendly activities would strengthen trust and loyalty without

increasing the cost of the products of company.

Limitations

They solely employed secondary data, limiting data quality, completeness, and
timeliness. In the absence of primary data, customer impressions must be inferred
from public data rather than direct input. Selectively released information in corporate
sustainability reports may potentially be biased (Afif, Rebolledo and Roy, 2022). The
lack of secret marketing data is one of the weaknesses that, when reduced, would
probably improve performance. The challenges are addressed by triangulating the
credible data sources to ensure the consistency, reliability, and validity of the study.
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Timeframe

Phase Activity Weeks Duration
1 Topic selection and proposal approval 1-2 2 weeks
2 Literature review and conceptual framework 3-6 4 weeks
development

Methodology design and secondary data collection 7-8 2 weeks
Data analysis and interpretation 9-11 3 weeks
Drafting proposal and integrating feedback 12-14 3 weeks
Proofreading, last editing, and submission 15-16 2 weeks

Table 1: Research Timeframe

Source: Self-Made

Conclusion

The study illustrates the growing number of sustainability concerns in the marketing
strategy of the retail sector in the United Kingdom, with the way ALDI UK manages to
combine low-cost retailing, responsible packaging, and environmental responsibility
issues (lbrahim et al., 2022). The study is pragmatic and ethically oriented since the
research methodology is secondary data, interpretivist, and inductive. The analysis of
the available evidence helps the investigation explore how the concept of sustainability
can improve brand trust and loyalty without requiring the implementation of extra costs.
All in all, the results can help to gain a more sophisticated understanding of how
sustainable marketing may promote competitiveness and sustainable value creation

in the UK discount retail market.
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