Sustainability Behaviors and Social Marketing Campaigns 
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 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 replenishes themselves at a good rate regardless of human and animal consumption. 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 tries as much as possible to attain a sustainable behavior. The modern society is primarily attributed as consumerism whereby the community is characterized by waste, redundancy, excess, and extravagance. Some people also embraces 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 social marketing campaigns that enlighten consumers on sustainability. The main aim of these campaigns is to influence consumption behaviors that benefits respective individuals and also provides a greater social good to the community. This report analyzes various consumer behavior topics that underpins 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 a 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 Millenials and Gen X (Su et al., 2019).  A study was done to examine the behaviour 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. The research further outlines that 25 percent of Gen Z are environmentally friendly than 24 and 18 percent of the Millenials and Gen X. Gen Z are adopting the sustainable lifestyle due to the following reasons.
	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). 
[bookmark: _GoBack]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). 





References
Bollani, L., Bonadonna, A., & Peira, G. (2019). The millennials' concept of sustainability in the food sector. Sustainability, 11(10), 2984.
Junnila, S., Ottelin, J., & Leinikka, L. (2018). Influence of reduced ownership on the environmental benefits of the circular economy. Sustainability, 10(11), 4077.
Kang, J., Martinez, C. M. J., & Johnson, C. (2021). Minimalism as a sustainable lifestyle: Its behavioral representations and contributions to emotional well-being. Sustainable Production and Consumption, 27, 802-813.
Meilani, Y. F. C. P., Tan, J. D., Murwani, F. D., Bernarto, I., & Sudibjo, N. (2021). Motivating and retaining generation z faculty members in private universities. Journal of Educational and Social Research, 11(1), 245-245.
Ottelin, J., Heinonen, J., & Junnila, S. (2017). Rebound effects for reduced car ownership and driving. In Nordic Experiences of Sustainable Planning (pp. 263-283). Routledge.
Soltani, A. (2017). Social and urban form determinants of vehicle ownership; evidence from a developing country. Transportation Research Part A: Policy and Practice, 96, 90-100.
Su, C. H. J., Tsai, C. H. K., Chen, M. H., & Lv, W. Q. (2019). UK sustainable food market generation Z consumer segments. Sustainability, 11(13), 3607.
 
