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Executive Summary 
Sustainability is a crucial topic of analysis. Human beings are divided in terms of their consumption behaviors. Some people embrace sustainable consumption, while others disregard sustainable consumption. This case applies in the United Kingdom, where young consumers display varied behaviors when it comes to sustainable consumption. Most learning institutions in the United Kingdom also incorporate sustainability into their curriculum as a way of teaching the learners essential environmental requirements. Young consumers in the UK are also portrayed as individuals who are sensitive to environmental changes. This group prefers ridesharing to owning their own cars. Research also shows that young consumers in the UK either prefer meat-based diets or vegans. Sustainability in the UK also cuts across clothing. Some young consumers embrace the concept of recycling and the use of second-hand clothes than dumping or poorly disposing of unused clothes into the environment. The social marketing campaign is another area of concern that aims at influencing the behavior of consumers. This campaign aims at changing the consumer's behaviors to a more sustainable culture. Some of the key issues to consider when designing a social marketing campaign include designing effective campaign goals, incorporating micro-influencers who can reach out to consumers, and utilizing proper supportive visual content that can persuade Gen Z to change their consumption behaviors.    


 



Introduction  
Sustainability is a fundamental topic that has attracted the attention of many scholars globally. Sustainability involves a state by which human beings meet their needs without any form of compromise of future needs. For instance, people in the contemporary world can achieve their desires, such as food production, without compromising the capabilities of the upcoming generations to meet their human wants. Sustainability is a concept that goes beyond environmentalism. Sustainability also cuts across other aspects such as economic development, politics, and social equity, among other key issues in society. The roots of the concept of sustainability emanated from other variables such as conservationism, social, justice, and internationalism, among others. It is crucial to note that sustainability entails three core pillars which include environment, economy, and society. Environmental sustainability refers to a state where natural resources replenish themselves at a good rate regardless of human and animal consumption (Zakaria et al., 2019). This condition calls for a balance in human consumption habits. Economic sustainability is associated with a situation where various communities have the capability to achieve independence and access resources such as finances to meet their needs. Also, social sustainability describes a situation where all people are able to achieve universal human rights. For instance, these people should be able to access adequate resources to sustain their families. Many people in contemporary society try as much as possible to attain sustainable behavior. Modern society is primarily attributed to consumerism, whereby the community is characterized by waste, redundancy, excess, and extravagance. Some people also embrace the behavior of buying, consuming, then throwing away the waste or remains. This pattern is not sustainable since it is quite detrimental to both environment and human beings. Consumers have seen the need to address these environmental damages by consuming differently since no one can stop consuming. Apart from sustainable consumer behaviors, many countries have experienced a surge in social marketing campaigns that enlighten consumers on sustainability. The main aim of these campaigns is to influence consumption behaviors that benefit respective individuals and also provide a greater social good to the community (Jourdan & Wertin, 2020). This report analyzes various consumer behavior topics that underpin the move towards a greater sustainability behavior by young consumers in the United Kingdom and also make recommendations for how social marketing campaign could be developed to try and encourage more Gen Z consumers to alter their consumption patterns and shift towards more sustainable consumption habits.            
Explanation of Consumers’ behavior
Sustainable lifestyles
The concept of a sustainable lifestyle looks for ways to utilize the earth's resources to meet future needs effectively. The young UK consumers are moving towards adopting sustainable lifestyles, unlike the other generations. The report by the United Nations indicated that approximately 86 percent of the world's resources are being consumed by only 20 percent of the population. With the trend, the generations to come will experience a challenge in meeting their economic needs to the lack of resources. Gen Z desires to change their lifestyle compared to the Millennials and Gen X (Su et al., 2019).  A study was done to examine the behavior and lifestyle of Gen Z, the millennial, and Gen X. It was established that 27 percent of Generation Z live a healthy life compared to 25 and 19 percent of the millennials and Gen X (McKinsey and Company, 2018). The research further outlines that 25 percent of Gen Z are environmentally friendly than 24 and 18 percent of the Millennials and Gen X. Gen Z are adopting the sustainable lifestyle due to the following reasons (McKinsey and Company, 2018).
[bookmark: _GoBack]	The learning institution in the UK has incorporated sustainability into its curriculum. Colleges, for instance, are teaching the new generation on the ways to achieve a sustainable lifestyle and the benefits attached to it. The significant areas of focus include change of behaviour concerning food, the energy to be used, and transport means. Therefore, the colleges encourage students to engage in sustainable measures during free time and suggest actions that can help improve the economy and the environment. Students are taught the benefits of living a sustainable life by improving their health and solving the problems within the economy, such as poverty. Thus, the curriculum offered to the new generation has played an essential role in making the young consumers in the UK adopt a sustainable lifestyle (Meilani et al., 2021). 
A more significant percentage of the young generation is also taking part in programs and events to enhance sustainability. For example, the British Green Project was formed to encourage people to shift to sustainable energy such as wind, solar energy, and water energy. The project has gained influence and commitment from the young population as compared to adults. Such projects have also been able to help make the young UK generation adopt sustainable lifestyles. Young consumers gain more knowledge concerning sustainability topics from social media, facilitating easier diffusion of knowledge and ideas (Kang, Martinez, & Johnson, 2021).  
The need to prevent lifestyle diseases has also made the young generation shift to sustainable lifestyles. The world, not only the UK, has experienced a challenge concerning people's eating habits, resulting in health issues such as diabetes and obesity (Bollani, Bonadonna, & Peira, 2019). Gen Z is therefore consuming less and healthy products. The same has been experienced in their spending habits. The young consumers in the UK spend less as compared to other generations. In examining the unhealthy habits among the UK consumers, it was also found out that a more significant percentage of the millennials and Gen X engage in unhealthy habits such as smoking compared to Gen Z.      
Car ownership
The young consumers in the UK of generation Z are avoiding cars than adults and the other generations. The following factors are led to the trend in the new generation. The new generation prefers ridesharing, which has drastically reduced the number of car ownership among young consumers. The change in lifestyle affects the preferences and choices of young consumers. Unlike the other generations that perceived cars as a form of freedom and pride, Gen Z finds ridesharing as a suitable alternative to owning a car. The new generation prefers traveling together and spending their leisure together, which then makes ridesharing appropriate. Also, the advancement in technology has shifted the needs of young UK consumers. For instance, mobile apps such as Uber have reduced the demand for young consumers to purchase cars. The advancement in technology has made it easier for customers to order a ride up to the doorstep, which is cheap and effective compared to owning a car. 
The population percentage of people driving or owning a car in the UK has increased rapidly in the 21st century. As the population of those possessing cars increases, the need to improve the infrastructure such as roads also arises. The failure to construct more roads to meet society's demand has resulted in congestion and traffic in major cities in the UK. The new generation no longer finds possessing cars as a form of fulfillment and enjoyment of life due to the terrible traffic, which then makes driving frustrating. The concept among young UK consumers is that owning a car is a challenge, reducing their demand to purchase vehicles (Ottelin, Heinonen, & Junnila, 2017). 
The environmental awareness of Gen Z has also contributed significantly to their reduction in possessing cars. The vehicles using gasoline emit harmful gases to the atmosphere, which are dangerous to the environment. Global warming, for instance, is a threat to humanity. The natural habitat and nations are increasing people's awareness of the need to preserve the environment by reducing carbon and other harmful gases. Compared to different generations, the new generation is aware of the effects of pollution on the ecosystem and thus moving away from gasoline cars. Although the automobile industry has made a significant development through the innovation of electric vehicles, there are drawbacks to the invention. The high cost of electric cars makes the young population unable to afford them, and at the same time, they do not want to purchase gasoline-powered cars due to their environmental pollution (Junnila, Ottelin, & Leinikka, 2018). 
Also, the young UK consumers have a different taste and preference, unlike the other generations. The earlier generations were more concerned with cars as they were seen as a symbol of freedom and pride. The taste and preference have changed with the new generation who find satisfaction in other things. For instance, in the UK, young consumers are preoccupied with computing and robotic technology than owning cars. Gen Z is thus disposed at owning computing devices such as mobile phones, laptops, and tablets rather than vehicles which are perceived costly and dangerous due to the increased accident cases (Soltani, 2017). 
Avoiding or Reducing Their Consumption of Animal-Based Diets, And Clothing
Meat-based diets are norms in the United Kingdom, and vegetarians count for less than 5% of consumption (Sanchez-Sabate, Badilla-Briones & Sabate, 2019). According to the Eating Better Alliance report, 63% of 11-18-year-old youths are concerned with environmental and climate issues for their country, where 25% of young children are vegetarians (Stoll-Kleemann & Schmidt, 2017). Young youths in the UK believe that reducing meat consumption reduces environmental issues to promote ecological sustainability. Meat production is the main cause of global warming and ecological pollution. A dietary change towards reduced meat-eating is an appropriate approach for reducing biodiversity loss and climate change. The change in meat-eating among UK youths is associated with ethical issues and attitude and behavior change. A study on the influence of avoidance in meat consumption found that many vegetarian students interviewed were concerned mainly with ethical matters widely discussed in the media that contributed to dislike of meat (Sanchez-Sabate, Badilla-Briones & Sabate, 2019). A study on young youth’s consumption behavior found that meat-eating is no longer sustainable; livestock contributes massively to carbon dioxide emissions. Still, instead, plants can provide essential nutrients to promote sustainable consumption (Sanchez-Sabate, Badilla-Briones & Sabate, 2019).  Research shows that sustainable consumption behavior among young youths has a significant impact on climate change (Kreuze et al., 2019).
Meat-eating in the UK is increasingly criticized for ethical, environmental, and social concerns. Young youths believe consumption of meat diets from certain animals such as pork is unreligious. According to researchers, the country should change consumption behavior by eating 70% less meat to prevent climate breakdown and preserve the culture of some societies (Kreuze et al., 2019). Similarly, `many UK youth's consumption behaviors are motivated by ecological concerns. It is a chosen option to curb climate change. The impacts of meat-eating beliefs are positively associated with willingness and awareness to reduce adverse effects of environmental degradation. 
Sustainable clothing entails clothing that incorporates one or more aspects of social and environmental sustainability. Consumers subsequently dispose of clothes to the environment, resulting in environmental degradation. The production of clothing consumption is exceptionally high. The UK young youths' intentions to buy environmentally friendly garments are influenced by ethical concerns for the environment and sustainable behavior change.  Research shows that clothing industries are responsible for more than 10% of the global carbon footprints and negative environmental impacts (Kim, Jung & Lee, 2021). Young youths have taken the initiative to reduce clothing consumption by embracing the reuse of old clothes to ensure sustainable lifestyles. 
Sustainable clothing is about production, and use should be economically friendly. A study of the impacts of fashions on young consumers found that consumers' attitudes and perception effects are positively influenced by the negative impacts of clothing industries on the environment (Kim, Jung & Lee, 2021). The dizzying speed of fashion consumption and production affects natural resources' environments, involves labor exploitation, and encourages materialism. Many young youths are concerned about a whole range of sustainable fashion.  Many clothing brands market clothes to young people, which raises ethical concerns among young consumers. For this reason, many young advocates devoted to sustainable lifestyles among other youths devote time defending younger consumers from violent entertainment. For youth consumers to embrace, they able fashion clothing as psychological needs to express their attitudes of practical sustainability. Sustainable clothing fashions made environmentally friendly are socially friendly to the young youths' consumers.
Another reason young youth in the United Kingdom embrace sustainable clothing and up recycling, and second-hand clothes are to minimize energy consumption in the production process. Clothing industries consume a lot of energy that increases energy demand. When the energy demand is high, energy providers exploit more natural resources to meet the demand, resulting in global warming. Some fabrics used to make clothes are non-biodegradable, and people toss out clothes that end up in landfills, thus polluting the environment for future generations. The production process also emits greenhouse gases into the atmosphere, which is a significant cause of climate change. Clothes recycling will conserve energy use. Recycling clothes saves energy by reducing or eliminating the need to make material from scratch. The reuse of clothes promotes a sustainable environment and will reduce costly consumerism (Khare, Sadachar & Manchiraju, 2020). Young youths believe that when they practice recycling and buy recycled clothes, they buy less that has a personal impact on the wastefulness and costliness of the textile industry.
In addition, the UK youths are becoming more environmentally aware of the negative impacts of clothes production. A study on the investigation of young fashion consumer disposal habits found that lack of awareness and understanding of how disposal habits affect the environment contributes to environmental damage (Razzaq et al., 2018).  This great news for sustainable fashion is crucial because it forces brands and manufacturers to adapt to sustainable practices in their industries. If they adapt to the norms of recycling clothes and use second-hand clothes rather than dumping them in landfills, it will contribute to less polyester being produced.  The statistics on waste among the western countries show that the UK is the largest textile waste producer in Europe, producing 206.456 tons of textile waste every year (Razzaq et al., 2018).
In conclusion, many social behaviors affect sustainable lifestyles. The sustainable lifestyle concept explains the attempts to reduce an individual or society's overexploitation of the earth's resources and personal resources to protect the needs of future generations. The reduction of meat consumption among the youth increases awareness of the effects of meat consumptions among other consumers. Small reduction change in meat consumption in the UK means a significant contribution to reducing anthropogenic impacts on the environment. Young youths in the UK believe that reducing meat consumption reduces environmental issues to promote ecological sustainability. Generation X embraces sustainable clothing and up recycling and use of second hands clothes to minimize energy consumption in the production process. Clothes recycling and use of second clothes will conserve energy used in the production of new fabrics. Many young youths are concerned about a whole range of sustainable fashion. Also, these young consumers are also concerned with the aspect of car ownership that is associated with global warming due to environmental emissions. 
Social Marketing Campaign
Social marketing is a crucial concept that has been a major area of analysis by numerous scholars. Social marketing is a technique that is utilized by either individuals or organizations to establish activities whose main aim is to alter or preserve an individual's behavior for the benefit of a person or society in totality (Sampogna et al., 2017). It is apparent that social marketing is a tool that most people consider as both cost-effective and sustainable since it combines the ideas from social sciences and commercial marketing. Therefore, it is crucial to note that the main goal of social marketing is to achieve social good. Generation Z is a group that is being targeted by most social marketing campaigns that try to achieve diverse objectives. Based on the analysis in the first section of this paper, it is clear that Generation Z needs further information and guidance in order to embrace a sustainable culture. It is essential to develop a social marketing campaign that could influence or persuade generation Z consumers in Kuwait to change their consumption patterns to change some of their consumption behaviors towards more sustainability. 
 The first recommendation for how a social marketing campaign could be developed is based on setting goals. Goals are part and parcel of every social marketing campaign. A goal can be defined as anything that is desired. In other words, a goal is the desired result. The initial idea when developing a social marketing campaign should revolve around why such an initiative is being undertaken. A person or an organization should question why they are running that campaign. Some of the general goals of running a social marketing campaign include creating brand awareness, increasing the volume of sales, increasing engagement, attracting new customers, and retaining existing customers. Based on this case, it is evident that the developers of this campaign should have in mind that their main goal is to encourage more generation Z consumers to change their consumption patterns and behaviors towards more sustainability. For instance, these goals should also focus on key variables such as how to encourage generation Z consumers in Kuwait to adopt a sustainable lifestyle by engaging in activities such as avoiding owning cars that pollute the environment, upcycling and embracing second-hand goods, and reducing the consumption of the animal-based diets. The key stakeholders should also ensure that the goals developed for social marketing campaigns are specific, measurable, attainable, realistic, and time-bound. Apart from developing campaign goals, it is important to collaborate with other team members to further understand these goals. The understanding of these goals cuts across aspects such as how to measure the effectiveness of the campaign and whether the goal was properly articulated, among other issues. Also, these goals should be aligned to the behaviors of these individuals. The development of these goals should also incorporate the strong personas of the target audience. Most of the social marketing campaigns fail because these initiatives do not target the right audience. This means that the content of the campaign alone is not enough for a successful social marketing campaign. The developers of this campaign should understand various aspects of Generation Z such as location, favorite social media channels, age, income, gender, and interests. Therefore, these details enable the campaign developer to establish trust and convince generation Z members in Kuwait to take the intended action.  
Another recommendation is based on micro-influencers. Based on the analysis of sustainability with regards to generation Z, a social marketing campaign in Kuwait should utilize micro-influencers in this country as a source of influence. Micro-influencers are people with active social media followings (Isyanto, Sapitri & Sinaga, 2020). These followings might be small but very interactive in social media. Some of these individuals have average followers on social media platforms such as Instagram, YouTube, Facebook, and Snapchat. Several micro-influencers in Kuwait can foster the success of this sustainability campaign. When it comes to influencing consumers, micro-influencers can be categorized in the same group as celebrity endorsers who are deemed as quite credible and reliable (McCracken, 1989). It is clear that generation Z in Kuwait uses various technological devices such as Apple products and Samsung phones. Some of these items include iPhone, IPad, and MacBook, among others. This means that these individuals can easily access various social media platforms hence acquiring information on sustainable consumption. Some of the micro-influencers in Kuwait are Dalal Aldoub and Ascia Alshammari. Dalal Aldoub is a perfect micro-influencer for this campaign because she is not only active on Instagram but also a vegan. This means that she is able to influence individuals in the generation Z bracket to adopt sustainable consumption by reducing or avoiding animal-based diets in their respective meals. For instance, this influencer can easily get in touch with these individuals and inform them of the negative impacts of relying on meat-based. For example, she can tell them that overreliance on meat-based products increases meat production, which in turn contributes to environmental pollution and global warming. All these aspects compromise future production and consumption. This micro-influencer will also improve the effectiveness of this campaign because the target audience will treat the information as credible and reliable since she is a vegan; thus, these individuals might try to change their consumption behavior to achieve this sustainability. As a micro-influencer, Ascia Alshammari will also promote the success of this social marketing campaign since she will attract a large audience when the information is channeled on Instagram. The majority of Gen Z are active in the Instagram platform based on its attractive features such as the ability to hold live forums, upload pictures, and photos, and also the possibility to comment on a given post. All these prove why marketers have managed to utilize social marketing to improve brand awareness, promote goods and services, and also enhance the trust of a particular brand, as revealed in Appendix A. 
Finally, the social marketing campaign for this case should integrate proper supportive visual content that relates to sustainable consumption or those that pertain to the dangers of irresponsible consumption. There is a need to create visuals such as posters and paid advertisements that attract Gen Z. An excellent example of proper visuals is evident in Appendix B. Research indicates that Gen Z does not prefer traditional advertisements (O’Carroll & Rooney, 2020). Such adverts will never work in this cohort. Gen Z always requires more captivating adverts that are aired via reliable social media platforms. The content being advertised should also be in action to stimulate this generation. Therefore, these visual contents must embrace a high level of creativity in order to manipulate or influence Gen Z to take the desired course.     
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