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Abstract

The fast-fashion sector is becoming more and more scrutinised as it poses a serious environmental and social danger with its great effects, which makes me urge large retailers to embrace a sustainability strategy. The success of these initiatives, however, will highly rely on how consumers perceive and how they respond behaviourally to them. This paper will look at consumer behaviour and consumer attitude towards sustainability habits embraced by the fast-fashion retailers, with particular emphasis on H&M within the UK market. The study employs both a primary survey and a secondary literature methodology to understand consumer awareness on sustainability initiatives, how supply-chain transparency influences the development of trust and purchase intentions and how supply-chain transparency influences the relationship between sustainability claims and actual behaviour. The results indicate moderate and partial consumer awareness, conditional trust based on transparency and third-party confirmation, and an attitude-behaviour gap that exists in a persistent attitude-behaviour gap due to price sensitivity, habitual consumption and fashion ability preferences. 
It has been found from RQ1 that mere enhancement of awareness will not work, unless there is an added provision of better and more harmonised communication policies. Additionally, findings of the second RQ has revealed that the absence of transparency, thus, uplifts the perceptions, although the buying behaviour may not be altered. The outcomes of RQ3 depicted the impediment of structural and cultural obstacles that continue to discriminate against downtrodden sustainable consumption in quick-fashion domains. As obtained in the last RQ that retailers need to use both clear communication on sustainability alongside affordable pricing and appealing design to bring significant behavioural change, as opposed to just creating moral appeals. 
This research can, therefore, make contributions to the profitability of the sustainability and consumer behaviour literature by showing how structural and cultural constraints impact ethical consumption in the fast fashion industry, as well as provide key information that retailers, policy makers and sustainability planners can take into account.
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[bookmark: _Toc220850007]Chapter 1: Introduction
[bookmark: _Toc220850008]1.1 Introduction
The fast fashion sector has grown tremendously over the past few decades and presents customers with low-priced, fashionable products that have a high rate of turnover. The examples of such a brand include H&M, which publishes new collections regularly and responds quickly to the demand in the market. Nevertheless, the environmental and social impact of fast fashion in terms of over-consumption, minimal longevity of the garments, and large-scale manufacturing has been of great concern to the sustainability factors. With sustainability taking centre-stage in the business environment across the world, the perception and reaction of consumers towards the sustainability strategies developed by the fast-fashion retailers have become not only important, but also a burning issue in the business environment.
[bookmark: _Toc220850009]1.2 Background of the Study
In the fashion industry, sustainability is no longer a specialist discussion but a prevailing theme in the industry. Retailers of fast-fashion have also implemented such initiatives as recycling programmes, circular economy, and environmentally labelled product collections. Sustainability-induced consumer behaviour is a phenomenon that is gaining a lot of attention concerning academic literature. Spinelli and Mathew (2025) outlined essential forces that dictate sustainable decisions in the fast fashion industry, which is an indicator of the complexity of behavioural change. The strategies of marketing that make people successful in the industry are also extensively scrutinised. Zahran (2025) dwells upon the ability of marketing strategies to influence consumer loyalty and the role of sustainability communication. 
Similarly, Khairunnisa et al. (2025) used the Stimulus-Organism-Response (S-O-R) model to interpret the effects of consumer experience with well-regarded fast-fashion brands on their engagement and citizenship behaviour. The problems of greenwashing also occupy the centre of recent studies. Haque and Lang (2025) explore the perceptions of Generation Z about greenwashing in the context of the branding of fast fashion. It also discussed how the practices of communication of Spanish brands can be used to quantify the influence of perceived authenticity on sustainable attitudes. As Blazquez-Resino et al. (2025) stated, customer identification with fast-fashion brands has a strong impact on loyalty, so sustainability efforts could be beneficial in improving brand relations. All these contributions depict that consumer behaviour, as far as sustainability in the fast fashion is concerned, is multidimensional and influenced by both psychological, behavioural and communication aspects.
[bookmark: _Toc220850010]1.3 Problem Statement
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[bookmark: _heading=h.hr45nf6wntyz][bookmark: _Toc220849978]Figure 1.1: size of the fashion market
(Source: Uniform Market, 2025)
In spite of high sustainability demands, the fast-fashion sector has a significant environmental impact. The annual carbon emissions of fast fashion are approximately 10% of the total carbon emissions in the world. The amount of water that is used by the industry is around 141.3 billion litres every year (Uniform Market, 2025). The average wear of clothes is 7-10 times before being discarded, which is 35% less than the usage of the last fifteen years. These numbers bring out the hypocrisy of sustainability discourse and the fast-fashion production model that is in place. There is also a chronic disconnect between awareness and actual behaviour amongst the consumers. Though sustainability communication is more in sight, consumer confidence is usually lost because of the impression of greenwashing (Diaz-Bustamante-Ventisca et al. 2025). A lot of consumers are pro-sustainability in their attitudes and still buy fast-fashion products because of affordability, convenience, and the routine consumption nature. The question to ask, though, is whether sustainability practices adopted by the fast-fashion retailers actually affect consumer behaviour or whether distrust, low perceived authenticity, and consumption habits are barriers preventing it. This relationship is critical in understanding how to direct sustainable retail practices and the behavioural change in consumers (Geneva Environment Network, 2025).
[bookmark: _Toc220850011]1.4 Research Rationale
In spite of the fact that the sustainability initiatives are increasingly used by the fast-fashion companies, there is little empirical support as to how consumers decode them, and how the perceptions are then reflected in behaviour. The current literature describes behavioural drivers, marketing strategies, and engagement models, but not many directly evaluate how consumers react to individual series of sustainability strategies that brands, such as H&M, organise (Mathew and Spinelli, 2025). Besides, the majority of the studies are concentrated on Western markets, and fewer studies are dedicated to consumer dynamics in less developed or diverse situations. This study addresses the gap between corporate sustainability and actions and consumer behavioural outcomes by exploring the perception and reaction of consumers on fast-fashion sustainability strategies and providing an insight into the study that has practical implications in academia, policy, and industry.
[bookmark: _Toc220850012]1.5 Aim and Objectives
Aim
The primary aim of this study is to evaluate UK consumers’ perceptions and behaviours toward sustainability strategies adopted by fast-fashion retailers, with a particular focus on H&M. The research seeks to understand how effectively H&M’s sustainability initiatives such as supply-chain transparency, circular fashion programs, and sustainable material usage shape consumer trust, brand loyalty, and purchase intention in the UK market context. 
Objectives
· To analyse consumer awareness for sustainability strategies adopted by UK fast fashion retailers like H&M
· To evaluate ways in which the sustainability initiatives of H&M affect consumers’ purchasing behaviours
· To identify key challenges affecting the influence and behaviour of consumers towards sustainable fashion that H&M is addressing
· To offer recommendations for H&M to ensure increased consumer trust in sustainability claims, encouraging a shift to sustainable purchasing.
[bookmark: _Toc220850013]1.6 Research Questions
· How well do consumers in the UK know about sustainability programs in the field of fast-fashion, to be more exact, the programs instituted by H&M?
· To what degree does the supply-chain characteristics shared by H&M affect the consumer belief in credibility and purchase intentions?
· What moderates the relationship between claim of sustainability based on supply-chain and consumer behaviour?
· What steps can practical measures gain H&M to grant consumers stronger confidence in its claims to sustainability and promote sustainable consumption?
[bookmark: _Toc220850014]1.7 Significance of the study
This research has a theoretical contribution to the field of knowledge by increasing the awareness of the intersection of sustainability and consumer behaviour in the fast-fashion environment. It is confirmed by the study of Mathew and Spinelli (2025) regarding the drivers of sustainable behaviour and the consumer scepticism of greenwashing. In a practical sense, the findings will advise H&M and other retailers to develop sustainability strategies that would help to promote trust and behaviour. This can also be useful for policymakers and sustainability advocates to understand the barriers to consumer behaviour among consumers to undertake more effective interventions. Finally, the authors of the study reinforce the overall sustainability drive as the corporate effort is focused on meeting consumer demands and behavioural trends.
[bookmark: _Toc220850015]1.8 Structure of the Dissertation
Chapter 2 analyses the literature on sustainability in fast fashion, theoretical backgrounds, and thematic materials regarding consumer behaviour, sustainability practices, perceptions, and behavioural consequences. Chapter 3 describes the research method, i.e. design, sampling and analytical methods. Chapter 4 offers the results and analysis, and Chapter 5 talks of the conclusions, practical implications, recommendations, limitations and future research.
[bookmark: _heading=h.nkprmm1pdk6t]

[bookmark: _Toc220850016]Chapter 2: Literature Review
[bookmark: _Toc220850017]2.1 Introduction
This chapter reviews the current research on the topic of sustainable fashion consumption in terms of sustainability strategies, consumer perceptions, driving forces of consumer behaviour, and barriers. It incorporates the theoretical and recent empirical findings to determine the effect of the fast-fashion sustainability initiatives on consumer attitudes and behaviours to create the basis of the identification and research direction.
[bookmark: _Toc220850018]2.2 Sustainability strategies adopted by fast-fashion retailers
As a reaction to the growing critique of environmental degradation and labour-related issues, fast-fashion retailers have been placing more emphasis on sustainability to reinforce the brand image. The change is symptomatic of macro-environmental drivers in that the consumer septicity and demands are escalating toward social and ecological problems. As Priporas et al. (2020) point out, the adverse macro-environmental factors increase the focus of the population, so consumers are more skeptical about the sustainability of the companies. In the same way, Bezuhla (2020) observed that the environmental pressures influence the organisational responses, promoting the integration of more responsible practices by industries. Ha et al. (2022) also suggest that macro-level factors such as regulatory and social needs are the key drivers of sustainability transitions in industries. In the context of fast fashion, the sustainability plan has focused on the principles of the circular economy, sustainable materials, recycling, eco-labelled collections and digital transparency. These strategies seek to meet issues as well as satisfy consumer desires on being responsible and authentic. 
One such initiative is circular-economy, which is being advocated and encourages repair, reuse, upcycling and long lifecycles of garments. Goel et al. (2025) point out that the idea of wardrobe renaissance prompts consumers to keep or reuse clothing and, thus, minimize textile waste. Retailers have further implemented recycling systems on a very large scale such as take-back schemes, in-store collection point and fibre-fibre innovation. An example of this is the global garment-collection programme by H&M, which explains the attempt to recover textiles, and critics believe that these programs do not have significant environmental returns. Das et al. (2025) warned that even with the trend of using recycled materials and sustainability-focused communication, the total pollution, the use of water and carbon emissions in the industry are still significant. These results imply that sustainability strategies are a good step to go but their practical implementation is still severely challenged.
[image: Fast Fashion's Sustainability Promises Undermined by Waste - Collective  Responsibility]
[bookmark: _heading=h.ki2tlsy23zp1][bookmark: _Toc220849979]Figure 2.1: Sustainable Fashion Strategies
(Source: Prashar and Kaushal, 2025)
The other strategy is ethical sourcing and sustainable material replacement, such as organic cotton or recycled polyester. Nevertheless, there are still some ethical issues, particularly with ultra-fast fashion brands. In the case of Shein, Santa Rosa Lana and Duarte (2025) noted the unresolved labour issues, supply chain lack of transparency, and false sustainability statements. This shows that the approaches taken by retailers in terms of sustainability are quite different, and some of them resort to ethical rhetoric without any change in their operations. Sustainable nudges and behavioural strategies are becoming more and more popular. Even minor nudges can also generate a strong impact on Generation Z's sustainable fashion preferences, including the shift to eco-friendly options when the cues of sustainability are highlighted in a store (Prashar and Kaushal, 2025). These results confirm the claim that behavioural interventions may be used to supplement structural sustainability plans. Sustainable consumption is also promoted through digital platforms and online campaigns of engagement. Faludi and Füller (2025) demonstrated that the challenges of sustainability in fashion online can form a community of so-called anti-consumers and treasure-hunters who adopt minimalism, thrift, and second-hand consumption. Gamifying sustainability encourages retailers and NGOs to make the shift in consumer attitudes towards disposability.
Finally, the strategies of sustainability are also intended to affect the willingness to pay and the purchase of circular fashion. The authors discover that consumer willingness to pay premium prices on circular-fashion products largely depends on the existence of a set of consumer values: the necessity and sufficiency of environmental concern and material responsibility (Helinski et al. 2025). Retailers are consequently developing sustainability plans that are in line with motivations on a value basis. In general, sustainability strategies in fast fashion indicate that there are structural, ethical, communication and behavioural interventions. Their performance, however, depends on consumer interpretation, trust and perceived authenticity and is related to the following theme directly.
[bookmark: _Toc220850019]2.3 Consumer awareness and perceptions of sustainability initiatives
The perception and awareness of sustainability efforts by consumers is a key factor to whether the strategies of the fast-fashion retailers will result in any significant change in behaviour. These perceptions are also influenced by macro-environmental forces which keep gaining public expectations of ethical and transparent practices. According to Qin (2020), consumer sensitivity to organisational responsibility is made more intense by changes in the macro environment. Social marketing at systems level can produce an impact on the changing of societal norms related to sustainability. Environmental management and social marketing influence the general awareness of the population about the problems of sustainability in various sectors. In fast fashion, there is a growing consciousness among consumers, especially among younger ones. 
According to Prashar and Kaushal (2025), Generation Z is responsive to sustainability nudges as people are more conscious of the environment. Awareness however is not always translated to consistent behaviour. As demonstrated by Colasante et al. (2025), the convenience, novelty, and price factors guide the shopping behaviours of many consumers, with sustainability being an irrelevant concern. Conceptions of authenticity are a strong determinant of whether sustainability claims are credible or not. Ethical contradictions associated with fast-fashion retailers can tend to make them less credible, especially when sustainability content is not matched by the actualities of excessive production or labour issues. This contradiction is one of the factors contributing to consumer scepticism and strengthening perceptions of greenwashing, whose presence is a key obstacle in creating viable sustainable fashion uptake.
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[bookmark: _heading=h.a023fgsk2dor][bookmark: _Toc220849980]Figure 2.2: Consumer Behaviour and Sustainable Marketing
(Source: Faludi and Füller, 2025)
One of the significant obstacles on the way to positive consumer interaction on sustainability efforts is perceived greenwashing. Consumers usually question the substantiveness of sustainability campaigns or whether it is a marketing strategy. According to Goel et al. (2025), sustainability communications must evoke verifiable transparency and quantifiable results, which means that sustainability communications will be marginalised as superficial otherwise. Similarly, Faludi and Füller (2025) point out that consumers are moving towards community-based or peer-generated sustainability messages and information instead of brand messages because social evidence is perceived as more authentic. Sustainability efforts are also perceived through values, depending on the consumer. The readiness to pay circularly is conditional upon the existence of environmental and social values (Helinski et al. 2025). This means the state of consumer groups can vary in terms of their perceptions of the intent and respectability of sustainability actors. This implies that perceptions of sustainability are not uniform, and instead, they differ based on individual values, environmental interest and identity-related motivations. 
Additionally, even though awareness can be enhanced with the assistance of digital sustainability issues (Faludi and Füller, 2025) and sustainability indicators (Prashar and Kaushal, 2025), overconsumption is a continuing behavioural pattern. As Das et al. (2025) claimed, the demands of the fast-fashion system, low prices, perpetual novelties, and aggressive advertising are still influencing consumer demands and often overwhelm the aspirations of sustainability. There is an increasing consumer awareness of sustainability, but the attitudes are limited by mistrust, repetitive behaviours, conflicting values and anxieties about genuineness. Although sustainability strategies are capable of shaping attitudes and buying intentions, they have to be effective in terms of credibility, transparency and conformity to the values of the consumer.
[bookmark: _Toc220850020]2.4 Influence of sustainability perceptions on purchase intentions and behaviour
The implications of the consumer perceptions on the purchase intention and the actual behaviour in the fast-fashion industry are strong in terms of sustainability. These perceptions are being increasingly informed by broader macro-level expectations as more and more people become concerned about ethical and environmentally responsible practices. Socially responsible marketing systems increase pressure on companies to show plausible sustainability undertakings. Pro-environmental consumer behaviour is also influenced by environmental policies that strengthen the expectation towards responsible consumption in society. Advertising messages interact with social norms, which affects the way consumers perceive sustainability messages. In this regard, psychological and emotional processes are relevant. Nicolau et al. (2025) defined eco-shame as an effective emotional motivator, which helps to seek out non-environment-friendly products and gives rise to the desire to make sustainable purchases. This brings out the fact that sustainability behaviour is shaped by more than just rational judgment. Authenticity perceptions are also of concern. Yu et al. (2025) indicated that perceived greenwashing lowers the purchase intentions within the Chinese fashion industry, which means that the trust is a weak concept that can be easily compromised in case the sustainability claims are not credible. This can be attributed to larger literature that transparency and true interest in sustainability are necessary to impact consumer behaviour. Consumer skepticism causes the erosion of behavioural intentions when consumers question the authenticity of sustainability initiatives, which constraints the sustainability strategies.
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[bookmark: _heading=h.b552086ar02v][bookmark: _Toc220849981]Figure 2.3: Factors Influencing Consumers Purchase Intention
(Source: Hael et al. 2025)
Demographics also determine the manner in which the processes of sustainability perceptions to behaviour are realised. The results of the study by Stankevičiūtė and Jarmalavičiūtė (2025) indicate that in women, there is a generational difference, as university teachers are more likely to be more sustainability-oriented and critical in attitude, whereas younger students are more open but less consistent in their behaviour. The observation is indicative of the so-called attitude-behaviour gap, which arguably has been discussed extensively, wherein positive sustainability perceptions are not always translated into buying behaviour because of constraints in lifestyle, price or convenience. It is also important to identify the wider trends of sustainability in understanding purchase behaviour. Bibliometric analysis by Hael et al. (2025) demonstrates that the trend in sustainability-oriented consumer behaviour is that of an increased influence of circularity, accountability, and ethical transparency. These are thematic trends that reveal changing consumer demands to brands that exhibit quantifiable commitments as opposed to symbolic ones. Lastly, the perception of sustainability is affected by the corporate disclosure practices. In support of their argument, the authors believe that a better disclosure of the circularity and double materiality evaluation can inform consumers about how sustainability is implemented into the business model and enable consumers to have more confidence and affect their behaviour in buying products (Bogdan et al. 2025). Sustainable purchase intentions are achieved when transparency is in line with consumer values.
[bookmark: _Toc220850021]2.5 Challenges and enablers in sustainable fashion consumption
The concept of sustainable fashion consumption has many psychological, social and economic factors that prevent or facilitate consumer behaviour. The primary role in this process is trust. Trust is a curvilinear phenomenon in the marketing system, that is, any minor disturbance can play a major role in undermining consumer interaction, even in cases of false sustainability claims. Greenwashing only heightens this mistrust. In this context, Yu et al. (2025) indicated that consumers tend to make fewer purchases when they think that they are being misled about sustainability. The structural influences are also important. Macroeconomic conditions influence the priorities of human societies in terms of environmental efficiency, implying that global economic stability influences the ability of consumers to make sustainable decisions. There are additional impediments in terms of behavioural patterns. Young consumers have high tendencies of consuming fast fashion and this is exhibited through formidable habitual behaviours that focus on price and trends even in the presence of sustainability knowledge. There are also economic constraints, which serve as the continuous obstacles. Despite the ability of eco-shame to boost sustainable purchase intentions, higher prices of sustainable alternatives still hamper actual behaviour (Nicolau et al. 2025). The forces of social norms and affordability increase the degree of resistance to sustainable consumption. These behaviours are also formed through marketing systems, which determines long-term consumption patterns by strengthening or questioning unsustainable norms.
Emotional motivators and value-based alignment have significant roles on the enabling side. As described by Nicolau et al. (2025), eco-shame influences consumers to make more responsible decisions in an environment where the sustainability signals are present. Similarly, Faludi (2025) states that social marketing and circularity education are able to alter values and attitudes, which establish long-term enablers of sustainable behaviour. Exposing consumers to circular fashion experiences (repair, resale, and rental) can help them normalise a sustainability approach as a lifestyle and not sacrifice. Enhanced transparency is also a facilitator. The study of Bogdan et al. (2025) indicates that simple material footprints and dual materiality measurements are perceived as more valid sustainability message communication by consumers, leading consumers to be more willing to interact with sustainable products.
[bookmark: _Toc220850022]2.6 Strategic recommendations for enhancing sustainable consumer engagement
Considering the specified behavioural mechanisms and obstacles, some strategic suggestions can enhance long-term consumer involvement in fast fashion. To start, the brands should emphasise transparency and should not do any greenwashing. Yu et al. (2025) demonstrated that an immediate decline in purchase intentions is caused by greenwashing perceptions, and transparent communication, verifiable sustainability labels, and consistent reporting are necessary. Introducing the concept of double materiality will allow consumers to see the business and environmental relevance of the sustainability programs (Bogdan et al., 2025). Secondly, the norms and behaviours can be changed with the help of social marketing interventions. Faludi (2025) points out that the methods of social marketing structures are effective in achieving circularity, including campaigns in support of repairing, upcycling, renting, or adopting minimalist wardrobes. The retailers may adapt challenge-based models of engagement to create communities based on sustainable behaviour.
Third, sustainable decision-making can be improved by tapping into such emotional behavioural drivers as eco-shame. Nicolau et al. (2025) highlight the positive effect of eco-shame on purchase intentions. Retailers should not resort to manipulation tactics, but small behavioural hints like reminding people about sustainability, visuals, and eco-labels can create responsible buying. Fourth, specialised segmentation policies ought to be implemented, taking into consideration various groups of consumers. It is found that there exist generational differences, which demand specific messages. A younger consumer can react to digital interaction and trend-based sustainable options more, and the older demographics can be more convinced by transparency and their environmental consequences in the long term. Lastly, brands must incorporate circularity into their business and consumer relationships. The stress on wardrobe renaissance and circular fashion by Goel et al. (2025) signifies the necessity of the presence of retail ecosystems that include recycling programs, repair opportunities, or resale programs that cannot be achieved without such programs and schemes being physically integrated. Circular practices are easier and more cost-effective; therefore, consumers will attend more often.
[bookmark: _Toc220850023]2.7 Theoretical Application
Sustainable fashion consumption involves the use of behavioural, psychological and socio-cultural theories that describe why consumers might be interested in sustainability in theory but not to change their behaviour (Faludi, 2025). Theoretical frameworks are thus necessary in critically questioning the motivational, values, cultural meaning and cognitive processes that drive sustainable and unsustainable decisions in fast fashion.
One of the most commonly used approaches to sustainability research is the Theory of Planned Behaviour (TPB), which is also because it interconnects the phenomena of attitudes, subjective norms, and the perceived behavioural control with behavioural intentions. Nonetheless, as it can be critically assessed, TPB does not provide a satisfactory account of actual behaviour, as it has a more effect on intention than on actual behaviour, thus the gap between intention and behaviour has remained largely unexplored. The shortcoming is seen most in the fast-fashion setting, where people often vent their complaints about ethical issues but still buy clothes with minimal prices and driven by trends. Madinga et al. (2025) portrayed that despite their high pro-sustainability attitudes, millennials are limited in their intention to change behaviour due to affordability, accessibility and existing social norms. As much as TPB recognizes these external constraints; it does not explain much about the deeper structural drivers including pricing policies and overall cultural pressure in the industry that perpetuates unsustainable consumption practices. In spite of these restrictions, TPB can still be used to anticipate psychological antecedents that can either promote or prevent psychological antecedent on sustainable fashion decision-making.
The Value Belief Norm (VBN) Theory has a more morally-oriented approach by stating the environmental values as related to the awareness of the consequences and the stimulation of personal norms. It is a proposal that pro-environmental behaviour is developed as a result of internalisation of moral responsibility. Ortegon Cortazar et al. (2025) show that the interaction with the slow-fashion is highly supported by the environmental and ethical values, which proves the applicability of VBN theory. However, the fact that VBN places such an impetus on moral reasoning might potentially overload the degree of the values getting transferred into behaviour especially in markets that are characterised by low prices, high turnover products and continuous promotional probes. Even highly internalised norms can be overridden by the dynamic of fast fashion. Nevertheless, VBN can still serve as a successful tool of explaining why certain consumers are opposed to going overboard with consumption and more inclined to the message of sustainability.
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[bookmark: _heading=h.oiskzsqazvw9][bookmark: _Toc220849982]Figure 2.4: Consumer Culture Theory
(Source: Inspired by the ideas of Madinga et al. 2025)
Consumer Culture Theory (CCT) offers a more comprehensive socio-cultural approach because this approach describes consumption process through identity, lifestyle and shared cultural meanings. It is especially backable in the unveiling of fashion as a nomen clastic regime whereby people express social ambition, identification and integration. Madinga et al. (2025) showed that image-oriented and aspirational marketing tends to fuel the fashion choices of millennials, which fuels over consumption and diminishes the impact of sustainability communication. Through the contribution to the discussion of disposability, trend-chasing, and identity performance, CCT critically reveals cultural logics, which are behind fast fashion and tend to be neglected in the strictly behavioural models.
The Attribution Theory is more analytical as it explains how consumers perceive and evaluate corporate intentions of sustainability claims. Kemi and Zilahy (2025) demonstrate that the perception of authenticity and trust are important factors affecting post-purchase sustainability behaviour. This is a significant weakness of the fast-fashion industry, as people tend to view any sustainability initiative as a commercial gain, instead of a sign of real interest, which contributes to mistrust and supports the allegations of greenwashing. Lastly, the Green Marketing Theory stresses that the sustainability communication should be transparent, credible, and associated with the consumer values to impact the behaviour. Ortegón Cortazar et al. (2025) emphasize that the sustainability message should be trusted, which is a precondition of consumer interest. Practically, however, the fast-fashion marketing tends to provoke the scepticism of the consumers, and the theory becomes even more topical as a critical tool to analyse the greenwashing.
[bookmark: _Toc220850024]2.8 Literature Gap
Despite the fact that more and more research is studying sustainable fashion consumption, there are still some gaps. Available literature dwells on environmental issues and seldom combines the new issues with the health hazards of toxic chemicals in textiles (Pinto and Peleg Mizrachi, 2025). Also, although social media influencers have been demonstrated to influence sustainable decisions in students, only a few studies have examined the interaction between these digital forces and the sustainability strategies of retailers in influencing consumer attitudes and behaviours (Lood Stark and Nazari, 2025).
[bookmark: _Toc220850025]2.9 Conceptual Framework
The conceptual framework demonstrates the effects that sustainability plans by fast-fashion retailers have on consumer behaviour by inter-relating psychological and perceptual processes. These theories TPB, VBN, Consumer Culture Theory, Attribution Theory and Green Marketing Theory also influence some of the most prominent psychological motivations: values, attitudes, eco-shame and cultural identity. These drivers are affected by consumer awareness, and the perception of authenticity and greenwashing, which define purchase intentions. The intention to actual behaviour is still moderated by barriers and enablers such as price sensitivity and accessibility. Finally, sustainable buying, the after sales responsibility and circularity are a result of the interaction of strategies, perception and psychological factors and contextual impact.
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[bookmark: _heading=h.rhe24c6ormh0][bookmark: _Toc220849983]Figure 2.5: Conceptual Framework
(Source: Self-Developed)
The conceptual framework demonstrates the way the fast-fashion sustainability strategies impact the consumer awareness and perceptions, which affects the psychological factors including values, attitudes, and social norms. These elements motivate the intentions to purchase which leads to actual behaviour. The framework also brings out the role of the barriers and enablers during the intention-behaviour relationship such as price and convenience.
[bookmark: _Toc220850026]2.10 Summary
The literature review illuminates varied sustainability approaches, the consumer perception based on trust and values, behavioural factors, and the existing obstacles that are demonstrated by greenwashing and affordability. Theoretical knowledge shows complicated psychology and cultural processes. Nevertheless, there are still gaps in terms of toxic-chemical effects and the digital influence-strategy interactions and the necessity to conduct additional empirical research.
[bookmark: _Toc220850027]Chapter 3: Research Methodology
[bookmark: _Toc220850028]3.1 Introduction
This chapter describes the research design that will be used in this study on consumer attitudes and behaviour towards the sustainability activities of H&M in the UK fast-fashion market. The chapter determines the philosophical positioning, the research design, approach, strategy, how sampling is made, data collection processes, analytical techniques, ethical considerations, limitations, and time frame with which the study was shaped. The methodology gives the reader a clear description of the way valid, credible, and replicable findings were obtained according to the structured sequence. Recognised best practices in methodological rigour are also reflected in the chapter that methodological decisions can be considered in line with the current expectations of social science research.
[bookmark: _Toc220850029]3.2 Research Philosophy
Research philosophy refers to the underlying worldview on which knowledge is construed, created and justified in an academic inquiry. It presents presumptions regarding reality (ontology) and what knowledge is (epistemology), but it is usually grouped into paradigms, including positivism, interpretivism, pragmatism and critical theory (Gamage, 2025). Positivism encourages objectivity, predictability and numerical measurement, which presupposes that social phenomena could be examined in identical terms as natural sciences. However, interpretivism gives priority to the meaning-making of subjects and accentuates the fact that human experiences and social relationships cannot be elucidated only with quantification (Mawaddah, 2025). According to Rogowski and Le Thi (2025), critical paradigms question inequalities that define social realities, whereby researchers are encouraged to question systemic biases. Comparatively, pragmatism is a more versatile and practical philosophy. Pragmatism concedes that there is no single epistemological position that is adequate to deal with the complex research questions, but rather promotes methodological pluralism in light of the most effective approach to answer the research problem. This is opposed to the rigid quantification of positivism and the reliance on the interpretive ability of qualitative understanding found in interpretivism, which provides a moderate ground between the two forms of enlightenment which are cherished.
Taking these into account, the philosophy of this study was pragmatic since the consumer sustainability perceptions entail quantifiable behavioural inclinations and relative considerations of genuineness, openness, and brand integrity. Pragmatism defended the combination of quantitative surveys and secondary qualitative analysis so as to explain a more comprehensive picture about how consumers comprehend sustainability claims. Behaviours that are linked to sustainability are socially embedded and multi-layered, and pragmatic flexibility is crucial in the real-world attitude analysis (Mawaddah, 2025). In addition, the pragmatic orientations are also common in the macro-social marketing studies and environmental management, which supports their appropriateness in this setting.
[bookmark: _Toc220850030]3.3 Research Design
Research design is the general plan that outlines the systems of data collection, data analysis, and data interpretation in a way that provides answers to research questions in a systematic way (Susilawati et al., 2025). It brings a unity of the research problem and methodological decisions, which assists in ensuring that the purpose of the study is achieved. There are three major traditions in research design, namely, quantitative, qualitative, and mixed-method research design. The quantitative designs is based on numerical measurement, structured instruments, and statistics that altogether enable researchers to test trends and relationships among large samples. Qualitative designs, in turn, generate rich, narrative descriptions of the human experience and offer profound insights into understanding the processes in society (Makateng and Mokala, 2025). Mixed-method designs combine both quantitative and qualitative aspects and are commonly employed when there are both quantifiable patterns and a situational sense of research questions. Mixed-method approaches minimise the danger of reducing intricate behavioural and psychological concepts to simplistic notions, especially in sustainability awareness and consumer trust, when compared to the purely quantitative design. Compared to qualitative designs, the mixed-methods design increases the generalisability as the numerical trends can be observed and contrasted on a larger group of participants. Such breadth and depth make mixed-method designs beneficial in situations of research where there are multifaceted social problems.
Based on this, this research was carried out using a mixed-method research design, involving the use of primary quantitative surveys with secondary qualitative document analysis. This structure was adopted based on the fact that consumer sustainability perceptions concern quantifiable constructs (awareness, authenticity perceptions, and purchase intentions) and interpretive evaluations of sustainability stories, supply-chain transparency, and regulatory commentary. Triangulation of findings also occurred because of the mixed-method structure, a process that was advised by Marra and Nielsen (2025) in order to increase credibility, validity, and methodological rigour.
[bookmark: _Toc220850031]3.4 Research Approach
A research approach is a logical thought process that ties primary data to theory and the manner in which conclusions are made. In deductive methods, prior theories are taken, and their applicability is evaluated through empirical evidence, whereas in inductive methods, particular observations are used to proceed to the development of the theories (Gamage, 2025). Another variant, abductive reasoning, is an iterative type of reasoning that includes both methods as it alternates between theoretical assumptions and the data patterns that emerge (Tusquellas et al., 2025). Compared to induction, deduction offers a more systematic and theoretically based direction, especially when the studies involved are in need of measurable constructs and hypothesis testing. It is also in contrast to abduction, in that though flexible, it cannot add ambiguity, because it reflects on its assumptions in a cyclical way.
In the current study, the deductive approach was applied since the research aimed at analysing available behavioural theories, including attribution theory, green marketing theory, and the Theory of Planned Behaviour, can be used to explain consumer reactions to sustainability claims in fast fashion. It was not about developing new theoretical models, but rather evaluating the validity and explanatory power of the existing models in the framework of the sustainability activities of H&M. The use of deduction was supported due to its suitability, as it is consistent with tradition in scientific and professional education (Qin et al., 2025). In this approach, theory came first, followed by an empirical study so that data collection and analysis can be guided by a set of pre-specified conceptualizations.
[bookmark: _Toc220850032]3.5 Research Strategy
Research strategy can be defined as an orderly process of compiling, tabulating and evaluating information with an aim of providing answers to research questions in a systematic way. The survey research is a common approach in behavioural and marketing research since it enables the standardised measurement of attitudes, perceptions and behaviours of larger sample sizes (Susilawati et al., 2025). Other methodologies are case studies, which offer a richer contextual insight into particular phenomena; action research, which is participatory and entails the process cycles of reflection and change; and a creative or affective approach, which is concerned with emotional, experiential, or embodied knowledge building (Galalae and Licsandru, 2025). Surveys have a greater reach as compared to interviews or focus groups, are quicker in data gathering and can summarise responses on a statistical basis. Surveys do not necessitate stakeholder collaboration (as opposed to action research), and unlike case studies, they can yield generalisable and measurable information as opposed to context-specific outcomes.
Taherdoost (2021) explains that secondary data collection is efficient as it is more informative and allows studying the historical processes. In this work, the secondary data were gathered in advance of and parallel to the primary data to inform the process of instruments design and help to understand the situation in context the H&M sustainability reports, CMA publications about greenwashing, State of Fashion reports by McKinsey as well as the scholarly and NGO assessments. A triangulation of the findings and an assessment of the sustainability claims, regulatory changes and industry trends were achieved with the help of document analysis, as suggested by Jamaluddin et al. (2025).
[bookmark: _Toc220850033]3.6 Sampling Method
As opined by Bouncken et al., (2025), the process of selecting units of a population in order to represent the entire population is known as a sampling method. There is probability sampling, where each member stands an equal opportunity of selection, and non-probability sampling, where selection is based on relevancy (Jamaluddin et al., 2025). Purposive sampling involves participants who have certain features about the research questions. Purposive sampling is more relevant in comparison to random sampling. Purposive sampling is used, as opposed to convenience sampling, because there are distinct criteria, as opposed to the opportunistic availability of the participants.
The sampling method employed in this study was purposive sampling, wherein the survey sample was limited to consumers in the UK, aged 18 years or older and had bought at H&M or those who had heard about their sustainability activities. Such a strategy was warranted since the perceptions of sustainability are only understood when the participants are informed, as opposed to the general population. The sample size of 57 was sufficient and allowed the descriptive statistical analysis. This concurs with the guidelines that state that sample adequacy is not linked to certain numerical limits but rather determined by the purpose of the research (Van Breukelen, 2025).
[bookmark: _Toc220850034]3.7 Data Collection Method
Data collection method is the tools and techniques that are applied in collecting information in an organised fashion. Quantitative data collection in many cases is conducted using structured survey tools that allow a researcher to receive measurable and standardised responses that can be subject to statistical analysis (Susilawati et al., 2025). Conversely, methods like interviews, observations or document analyses may be considered as qualitative data collection that offers deeper narrative data about the experience of participants or the organisation (Woodward et al., 2025). Surveys enable the researcher to obtain data in an efficient way with larger sample sizes than qualitative interviews, which are more time-consuming and prone to bias by the interviewer.
Primary Data Collection
The main data in this study were obtained using the structured online survey. The primary quantitative data collection method has been beneficial in this research. The main reason behind this is that it allowed objective measuring of consumer awareness, behaviours, and attitudes towards fast-fashion sustainability while providing a structured approach. For this, the use of Google Forms has been given the priority. The questionnaire included a set of 15 closed-ended questionnaires that statistically assessed consumer awareness, degree of trust, perceived realness and purchase intentions with respect to sustainability efforts at H&M. As stated by Jain (2021), use of survey as a primary data collection method is advantageous in terms of the fact that it enables gathering large amounts of data in the most flexible way, apart from ensuring easy analysis. Most importantly, the survey method was cheaper, more expensive and reduced respondents' interaction bias, as compared to face-to-face interviews. The online format was rationalised by the trends of digital interaction of fast-fashion consumers and the necessity of their ease of participation.
Secondary Data Collection
In accordance with the ideas of Taherdoost (2021), the secondary data collection is an effective method that offers access to a vast amount of information. As a result, it becomes feasible to consider past events, which further supports the use of advanced statistical techniques. The secondary data were gathered from H&M sustainability reports, Competition and Markets Authority (CMA) publications on greenwashing, McKinsey State of Fashion reports, academic articles on sustainable consumption, and NGO evaluations. Triangulation of findings and contextualisation of primary data is suggested to be conducted through document analysis (Jamaluddin et al., 2025). Its applicability was warranted since the analysis of sustainability assertions demands an analysis of organisational reports, regulatory changes and the trends in the industry.
[bookmark: _Toc220850035]3.8 Data Analysis
Data analysis entails a series of processes that include the systematic study of data gathered by examining, categorising, and interpreting them towards meaningful conclusions (Kosztyán et al., 2025). Quantitative analysis normally converts numerical data into quantifiable trends, whereas qualitative analysis is concerned with the interpretation of underlying patterns, themes and meanings to textual information (Castro et al., 2025). These two types of analysis have their own advantages: quantitative offered clarity and accuracy. On the other hand, the qualitative approaches made the analysis richer and more real, as these mixed methods have grasped the context, subtlety, and richness better.
Quantitative Analysis
Quantitative data collected from the online survey was downloaded from Google workspace and transferred into the Microsoft Excel spreadsheet. Followed by this, the descriptive statistics method has been used. This involved the calculation of frequencies, percentages, and cross-tabulations to determine the correlation between variables relating to awareness, trust and purchase intentions. To present the results understandably and concisely, data visualisations were created, such as bar charts and pie charts. Descriptive statistics provide a better and more suitable overview, which is more straightforward in comparison with inferential statistics, that test hypotheses and predict population trends (Taherdoost, 2021). This rendered descriptive analysis appropriate to the objectives of this research, which aimed at realising overall trends in consumer attitudes and not proving causality.
Qualitative Analysis
Themes were also analysed through secondary documents to determine common themes in terms of sustainability transparency, consumer confidence, and industry stories. Carter et al. (2025) argued that thematic analysis aids in interpretation with regard to complex text-based datasets. Thematic analysis can be used to explore meanings, contradictions, and framing, unlike content analysis, which focuses on frequency counts. This approach was explained by the reason that to evaluate the sustainability claims, it is necessary to estimate how organisations create the narratives and how these narratives are relevant and contradictory to the consumer beliefs.
[bookmark: _Toc220850036]3.9 Ethical Consideration
Ethical considerations give a sense of responsibility, respect and practice of the research in harmony with the recognised academic standards. The ethical principles usually involve voluntary involvement, informed consent, anonymity, confidentiality, and safe data handling. Ethical research paradigms also focus on transparency, fairness, and respect towards the autonomy of the participant to prevent harm to the person and research ethics. The participants were introduced to a consent form, which contained a detailed description of the research purpose, their rights, and voluntary participation. They were told that they were free to quit at every level. Not a single personal identity was gathered, and all the responses were anonymised, which assured privacy protection. The stored data were stored in password-accessible files, and only the researcher could access them. The secondary data was handled ethically by citing the sources properly, depending on credible sources, and following the expectations of academic integrity to the letter. This course of action and procedural transparency do not go against the responsible research principles highlighted (Ravulo, 2025).
[bookmark: _Toc220850037]3.10 Research Limitations
Every research design has certain limitations that affect the interpretation of results. Obtaining quantifiable survey results has a higher chance of bias since the researcher can entice the respondents to self-report their behaviours and attitudes, and this can result in overstatement, understatement or social desirability. Purposive sampling also limits the generalisability in that the sample only represents those who know about H&M and not the whole population of potential consumers in the UK. Sustainability reports and other secondary documents might include organisational accounts which are biased and might not include some troubling or negative aspects. A close combination of quantitative and qualitative results is also demanded by the mixed-method approach, and this interpretation process can become a source of subjectivity for the researcher. Moreover, the research has not utilised creative or action-oriented methodologies that help capture lived experience and emotional reactions because of the lack thereof. 
[bookmark: _Toc220850038]3.11 Summary
The chapter elaborated on the research methodology that will be used in this study, including the philosophical basis, design, approach, strategy, sampling, data collection, analysis, ethical considerations, limitations, and schedule. The pragmatic position advocated a mixed-method design and deductive design as well as a survey approach. The methodological suitability and rigour were guaranteed by purposive sampling, descriptive statistics, and thematic analysis. Ethics were observed and restrictions accepted. A combination of these methodological decisions offers a logical and plausible basis for the research questions of the study.


[bookmark: _Toc220850039]Chapter 4: Findings and Analysis
[bookmark: _Toc220850040]4.1 Introduction
In this chapter, the author summarises and presents the results of the primary and secondary data collection. The analysis of the survey results is conducted by using graphical and descriptive analysis, and secondary sources are used to analyse them in the context. The chapter also incorporates these findings and compares them with the theoretical framework that is set.
[bookmark: _Toc220850041]4.2 Findings from Primary Data Collection
[bookmark: _Toc220850042]4.2.1 Graphical Analysis
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[bookmark: _heading=h.b87outdc3kjs][bookmark: _Toc220849984]Figure 4.1: Age of Respondents
(Source: Survey Results)
The age structure reveals that 46.4% of the respondents are aged 25-34, and the next is 26.8%, within the age range of 18-24. The focus group of respondents in the 35-44 age group was 21.4%, and those who were older than 45 years made-up a small percentage of 3.6. The chart shows that the sample consists mainly of younger consumers, who are generally more interested in fast fashion and the sustainability debate (Suutari, 2025).
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[bookmark: _heading=h.d4f7crc0z4oc][bookmark: _Toc220849985]Figure 4.2: Gender of Respondents
(Source: Survey Results)
The pie chart on gender shows that 61.4% of the respondents were male, with 38.6% being female. None of the respondents chose not to say. This distribution also points to a male sample, which is also applicable because there is growing evidence that sustainability awareness is becoming more and more prevalent among all genders in fast fashion consumption.
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[bookmark: _heading=h.66i108wnp3yk][bookmark: _Toc220849986]Figure 4.3: Awareness of H&M Sustainability Initiatives
(Source: Survey Results)
It can be seen in this chart that the most well-known initiative was the use of recycled materials (28.6%), and second-hand/resale platforms (23.2%) and recycling vouchers (21.4%). The collections labelled as sustainable included 12.5% and rental services (3.6%), and none of the above (1.8%) had the least number of selections. The number of responses to this item was 56 since one respondent left the question. This lack of complete awareness is the manifestation of divided cognition. This aligns with material-related sustainability consciousness observed by Sepe et al. (2025).
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[bookmark: _heading=h.dn9aksqsqol][bookmark: _Toc220849987]Figure 4.4: Awareness of H&M’s 2030 Commitment
(Source: Survey Results)
There was polarisation of awareness and 28.1% strongly agreed and 28.1% strongly disagreed, followed by 21.1% agreed and 12.3% disagreed. This polarization indicates that sustainability communication appeals to consumers who are high-level participants, but does not always filter to mainstream consumers, probably because of biased exposure to sustainability messages and information overload in the context of fast-fashion promotion (Zahran, 2025).
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[bookmark: _heading=h.k4z31at1pmlh][bookmark: _Toc220849988]Figure 4.5: Frequency of Checking Sustainability Labels
(Source: Survey Results)
The chart indicates that 38.6% of the respondents check sustainability labels constantly, and 26.3% do it quite often. Respondents checking it “sometimes” accounted for 19.3%, and rarely and never were 8.8% and 7% respectively. Even though a significant portion of the audience is involved with labels, a significant proportion is still not involved with the point of purchase (Colasante et al., 2025).
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[bookmark: _heading=h.723n9ea0r6zm][bookmark: _Toc220849989]Figure 4.6: Perceived Quality of Sustainable Range
(Source: Survey Results)
The quality perceptions were mostly positive, with 54.4% of the respondents rating the sustainable range as high quality, 28.1% rated the sustainability range as the same quality, and 15.8% rated the sustainability range as lower quality. The percentage that chose not sure was negligible. This is distributed in the way that sustainable linesman increases perceived value in instances where quality expectations are fulfilled (Helinski et al. 2025).
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[bookmark: _heading=h.a735166swaut][bookmark: _Toc220849990]Figure 4.7: Recycling Programme and Purchase Likelihood
(Source: Survey Results)
The bar chart obtained in Google forms revealed that the highest number of agreement (22 responses) is on the willingness “to pay a slightly higher price for items from their sustainable range”. The reactions of disagreement were, however, less evident. This trend shows that recycling programmes affect the purchase attitudes positively though the behavioural translation may be dubious, thereby confirming the ideas of Prashar and Kaushal (2025).
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[bookmark: _heading=h.6vwnjtu59qed][bookmark: _Toc220849991]Figure 4.8: Eco-Friendly Claims and Brand Preference
(Source: Survey Results)
The evaluations are concentrated on the upper side of the scale, and the most frequent and the most common ones are Strongly Agree and then Agree. The relative levels of agreement were relatively low. The trend proves the findings of Holloway (2025) that the brand preference is reinforced by the eco-friendly statement in the setting of fast fashion.
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[bookmark: _heading=h.98igmbimuhyo][bookmark: _Toc220849992]Figure 4.9: Willingness to Pay a Higher Price
(Source: Survey Results)
As demonstrated in the chart, strongly agree has a big majority over other groups with 41.8%. This is followed by a higher dominance of strong disagreement (21.8%), after strongly agree has a big majority over other groups. Nonetheless, significant reactions are found to be neutral and lower agreement, that is, conditional readiness instead of universal acceptance of price premiums.
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[bookmark: _heading=h.a5hfh6o69670][bookmark: _Toc220849993]Figure 4.10: Barriers to Buying Sustainable Fashion
(Source: Survey Results)
The highest obstacle was found to be the increased price (45.6%), which was followed by the unavailability of trendy design (22.8%). Distrust in green claims was registered at 17.5%, and misleading labels and low supply constituted the rest of the minority. Economic and aesthetic barriers dominate, which accentuate structural limitations to sustainable consumption (Kamraju, 2025).
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[bookmark: _heading=h.lp4sjwhkynmc][bookmark: _Toc220849994]Figure 4.11: Trust in H&M’s Sustainability Claims
(Source: Survey Results)
As illustrated in this pie chart, 31.6% of the respondents indicated that sustainability claims made by H&M can be considered “trustworthy”, and 26.3% of them indicated these claims to be extremely trustworthy. Conversely, 19.3% stated a neutral standpoint, 8.8% considered the claims unreliable, and 14 believe that they do not trust them at all. The distribution shows that the trust orientation is generally positive, though a large number of people are sceptical. This polarisation is a symptom of the current consumer conflict between fast fashion, sustainability communication, and credibility (Yu et al. 2025).
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[bookmark: _heading=h.c8pf6ooydgo][bookmark: _Toc220849995]Figure 4.12: Need for Change to Increase Trust
(Source: Survey Results)
It is exhibited through this chart that there is a great agreement that the situation should be improved, with 77.2% of the participants choosing “Yes”. The percentage of those who responded No was 15.8%, and those who responded Not sure was 7%. The prevalence of positive answers on the screen proves that the current sustainability initiatives are perceived to be insufficient. This further supports the general anxieties that the existing practices lack total compliance with the demands of consumers on transparency and accountability.
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[bookmark: _heading=h.6agq5mpyq9dj][bookmark: _Toc220849996]Figure 4.13: Factors That Would Most Increase Trust
(Source: Survey Results)
The independent third-party certifications were the most dominant factor that was chosen by 36.8% of the respondents. Manufacturing details like environmental impact figures of every garment worn came in at 28.1%, and increased openness in terms of factory placement and employee remuneration took 17.5%. Declarations of a decrease in the volume of clothing total constituted 12.3%, and recommendations by environmental NGOs/activists made up a minor proportion. The chart also shows a high level of preference in externally validated, thereby aligning with the claims of Holloway (2025) on data-driven trust messages, as compared to brand-led messaging.
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[bookmark: _heading=h.8mo49krobjez][bookmark: _Toc220849997]Figure 4.14: Influence of Sustainability Claims on Post-Purchase Feelings
(Source: Survey Results)
The pie chart indicates that 76.8% of the respondents came to the agreement that the claims made by H&M on sustainability affect the post-purchase emotions. In the meantime, 12.5% said that they were not influenced, whereas remaining 10.7% were not sure. The prevalence of the positive answers implies that the sustainability messages are not limited to the purchase decision; they influence emotional review post-consumption (especially with the ethically conscious consumers).
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[bookmark: _heading=h.xykhch8s9oc6][bookmark: _Toc220849998]Figure 4.15: Essential Steps to Build Stronger Consumer Confidence
(Source: Survey Results)
This bar chart showed that the most commonly used option was sales-based incentives, as 62.9% of respondents chose it. “Discount” was chosen by 20% of the respondents, and buy-one-get-one promotions occupied 2.9%, followed by “discounted products” and “discounts” being chosen by 2.9% respectively. Another minority (8.6%) chose other recommendations by stating “yes”. The prevalence of price-associated interventions suggests that economic incentives will continue to be at the centre of stimulating sustainable consumption, despite the presence of trust and awareness.
[bookmark: _Toc220850043]4.2.2 Descriptive Analysis
This part will provide a descriptive analysis of the survey data collected on 57 respondents in terms of consumer awareness, trust, and behavioural intentions of the consumer towards the sustainability strategies adopted by H&M. An individual analysis of every survey question will be used to determine patterns, relationships, and data of an intention-behaviour gap in the context of fast-fashion.
	Demographic Variable
	Category
	Frequency (n)
	Percentage (%)

	Age Group
	18–24 years
	15
	26.3

	
	25–34 years
	26
	45.6

	
	35–44 years
	12
	21.1

	
	More than 45 years
	4
	7.0

	Gender
	Male
	35
	61.4

	
	Female
	22
	38.6

	
	Prefer not to say
	0
	0.0


[bookmark: _heading=h.37g3t4xvvraj][bookmark: _Toc220849999]Table 4.1: Demographic Profile
Frequencies and percentages were used to summarise the demographic profile as age and gender are categorical variables. The majority of respondents (46.4%) belonged to the age of 25-34 years, then (26.8%) to 18-24 years, and (21.4%) 35-44 years, and the rest (5.4%) were older than 45. The sample was composed of mostly male (61.4%), which is reasonable since younger shoppers are very active in the realm of fast fashion and sustainability communication.

	Variable
	Category
	Frequency (n)
	Percentage (%)

	Awareness of H&M Sustainability Initiatives
	Use of recycled materials
	16
	28.6

	
	Second-hand / resale platform
	13
	23.2

	
	Vouchers for recycling old clothes
	12
	21.4

	
	Sustainability-labelled collections
	7
	12.5

	
	Rental services
	2
	3.6

	
	Others
	5
	8.9

	
	None of the above
	1
	1.8

	Awareness of H&M’s 2030 Sustainability Commitment
	Strongly disagree
	16
	28.1

	
	Disagree
	7
	12.3

	
	Neutral
	6
	10.5

	
	Agree
	12
	21.1

	
	Strongly agree
	16
	28.1


[bookmark: _heading=h.d1h1w4y8tzbj][bookmark: _Toc220850000]Table 4.2: Awareness of H&M’s Sustainability Initiatives and Goals
Respondents are not equally aware of the sustainability initiatives of H&M, which are evident from the above table. Recycled materials are the best-known initiative (28.6%), second-hand or resale sites (23.2%), vouchers of recycling old clothes (21.4%), and rental services and none of the above were chosen with very few answers. The knowledge of the H&M 2030 sustainability commitment is divided with an equal number of people strongly agreeing with the commitment and strongly disagreeing with it (28.1% each). On the whole, the results show moderate but disjointed awareness, which implies that sustainability communication is not consistent and clear in various initiatives and long-term objectives.

	Variable
	Response Category
	Frequency (n)
	Percentage (%)

	Awareness of H&M’s commitment to 100% recycled or sustainably sourced materials by 2030
	Strongly Disagree
	16
	28.1

	
	Disagree
	7
	12.3

	
	Neutral
	6
	10.5

	
	Agree
	12
	21.1

	
	Strongly Agree
	16
	28.1

	Checking sustainability labels when shopping at H&M
	Always
	22
	38.6

	
	Often
	15
	26.3

	
	Sometimes
	11
	19.3

	
	Rarely
	5
	8.8

	
	Never
	4
	7.0


[bookmark: _heading=h.i24ebjsuh1ey][bookmark: _Toc220850001]Table 4.3: Awareness of H&M Sustainability Commitment and Engagement with Sustainability Labels
The understanding of the sustainability commitment of H&M in 2030 is quite polarised, with both strongly agree and strongly disagree being selected by respondents equally (28.1% each), showing a lack of consistency in long-term sustainability messaging. Conversely, the level of interaction with sustainability labels is fairly high, with 38.6% of them “always” reading labels, followed by 26.3% reading them quite often. This indicates that the behavioural attention of the consumers during the point of purchase could be compromised due to the fragmented knowledge of the strategic commitments; thus, the overall persuasive effectiveness of the sustainability communication may fail to produce any effect concerning the purchasing decision that may be based on the quality perceptions (Mathew and Spinelli, 2025).

	Statement
	Mean
	Median
	Mode
	Std. Deviation
	Scale

	Awareness of H&M’s commitment to reach 100% recycled or sustainably sourced materials by 2030
	3.09
	3
	5
	1.62
	1–5

	Likelihood of buying from H&M because of its recycling programme
	3.09
	4
	5
	1.65
	1–5

	Preference for H&M over other fast-fashion brands due to eco-friendly claims
	3.53
	4
	5
	1.38
	1–5

	Willingness to pay a slightly higher price for items from H&M’s sustainable range
	3.49
	4
	5
	1.53
	1–5


[bookmark: _heading=h.tirm0befq0i1][bookmark: _Toc220850002]Table 4.4: Consumer Awareness and Sustainability-Related Attitudes towards H&M
Moderately positive attitudes towards sustainability-related aspects of H&M are demonstrated in Table 4.4 in the form of both awareness of 2030 materials commitment and the purchase intention as a result of recycling efforts, with a mean of 3.09. The level of preference towards H&M was also greater based on the claim of eco-friendliness (mean = 3.53), which implies the concept of sustainability as a brand differentiator. The readiness to pay a high price was moderate as well (mean = 3.49), which means that they are ready to accept the high price conditionally. These results proved the assumption that sustainability raises the perceived value, which occurs mainly in the context of affordability (Sheikh and Su, 2025).

	Survey Item
	Interpretive Focus
	Response Scale
	Key Tendency (n = 57)
	Summary Insight

	Disclosure of factory name and location
	Supply-chain transparency
	1–5 Likert scale
	Mean = 3.32
	Moderate trust enhancement through location-based disclosure

	Disclosure of worker wages and safety conditions
	Social responsibility
	1–5 Likert scale
	Mean = 3.60
	Stronger trust response to labour-related transparency

	Disclosure of environmental impact per product (e.g. water/CO₂)
	Environmental accountability
	1–5 Likert scale
	Mean = 3.43
	Environmental data moderately increases trust

	Prioritisation of purchase if supply-chain information is transparent
	Behavioural intention
	1–5 Likert scale
	Mean = 3.46
	Transparency positively influences purchase prioritisation


[bookmark: _heading=h.9tgosp8ikvi0][bookmark: _Toc220850003]Table 4.5: Trust in Supply-Chain Transparency and Purchase Prioritisation
As shown in Table 4.5, transparency in supply-chain produces a significant, but differentiated impact on consumer trust and purchasing intentions. Information about the wages of workers and safety conditions created the highest trust reaction (mean = 3.60) meaning that the information about social responsibility is especially appreciated. Other factors that contributed to trust but to a lesser degree are environmental impact data (mean = 3.43) and factories location details (mean = 3.32). The average purchase prioritisation (3.46%) proved the fact that clear disclosures can have a positive impact on buying behaviour which supports the significance of reliable and precise sustainability reporting.

	Barrier Category
	Description
	Frequency (n)
	Percentage (%)

	Higher price
	Perceived premium pricing of sustainable items
	26
	45.6

	Lack of trendy designs
	Limited fashion appeal in sustainable collections
	13
	22.8

	Scepticism about “green” claims
	Doubts regarding authenticity of sustainability messaging
	10
	17.5

	Misleading or unclear labelling
	Insufficient or confusing sustainability information
	5
	8.8

	Limited availability of stock
	Restricted access to sustainable items
	3
	5.3

	Total
	
	57
	100.0


[bookmark: _heading=h.ce9cm5ci6ave][bookmark: _Toc220850004]Table 4.6: Barriers to Sustainable Fashion Purchasing at H&M
Table 4.6 points out economic and design-related constraints and prevalence as some leading obstacles to sustainable purchasing at H&M, with almost half of respondents (45.6%) choosing it, followed by lack of trendy designs (22.8%). A total of 17.5% and 10.5% were surveyed to be concerned with green claims and poor labelling, which means that there is still caution when it comes to sustainability messages. The least identified barrier was limited availability of stock (5.3%). On the whole, the evidence shows that the practical affordability and aesthetic demands are more significant than ethical consciousness, which confirms that an intention–behaviour gap exists in the consumption of fast-fashion (Li, Cavender and Lee, 2025).

	Trust Level
	Description
	Frequency (n)
	Percentage (%)

	Do not trust at all
	Complete lack of trust in sustainability claims
	8
	14.0

	Not trustworthy
	Low credibility perceived
	5
	8.8

	Neutral
	Neither trust nor distrust
	11
	19.3

	Trustworthy
	General confidence in claims
	18
	31.6

	Extremely trustworthy
	Very high confidence in claims
	15
	26.3

	Total
	
	57
	100.0


[bookmark: _heading=h.18jiyjhv3wx1][bookmark: _Toc220850005]Table 4.7: Trust in Sustainability Claims
The total confidence in the sustainability of H&M statements had a mean of 3.47, a median of 4 and a mode of 4, which gave a moderate trust in the sustainability of the company. Nevertheless, the standard deviation (1.35) is rather large, which indicates polarisation of the levels of trust. The responses to the question on whether sustainability factors need changes in order to improve trust gave a low mean of 1.30, indicating that the majority of the respondents felt that changes are required. The best trust-enhancement actions had an average of 2.3-2 with transparency-related options being mostly chosen. This is an indication of increasing cynicism about greenwashing and a desire to seek credible evidence (Li et al. 2025).

	[bookmark: _heading=h.f1uf36adzujg]Response Category
	Description
	Frequency (n)
	Percentage (%)

	Sale incentives
	Price reductions through sales
	22
	62.9

	Discount
	General discount offers
	1
	2.9

	Discounts
	
	7
	20.0

	Discounted products
	Marked-down sustainable items
	1
	2.9

	Buy-one-get-one offers
	Promotional bundle offers
	1
	2.9

	Other responses (yes)
	Miscellaneous suggestions
	3
	8.6

	Total
	
	35
	100.0


[bookmark: _Toc220850006]Table 4.8: Post-Purchase Feelings and Strategic Expectations
According to table 4.8, post purchase reactions are mostly concerned with sustainability claims and 76.8% of the respondents (n = 35) agreed that they are influenced by sustainability claims. However, in responses to what could be done to enhance confidence and encourage sustainable consumption, respondents gave a resounding judgement of price-based incentives, with 62.9% (n = 22) of them considering sales to be the most effective incentive. Such contrast points out that although sustainability communication can influence post-purchase attitudes, behavioural reinforcement is highly price-sensitive, and a chronic intention behaviour gap could be observed in the fashion consumption behaviour (Manzo et al., 2025).
Summary of Key Patterns
On the whole, the results demonstrate moderate awareness, conditional trust and positive yet limited intentions to purchase. Although transparency and supply-chain disclosures can greatly improve trust, these are curtailed by certain barriers to behavioural change, which include price sensitivity and design constraints. The findings reaffirm that sustainability is more of a brand credibility booster rather than a purchasing determinant, which supports the continuum between the intention and behaviour gap when it comes to fast fashion consumption (Mathew and Spinelli, 2025).
[bookmark: _Toc220850044]4.3 Findings from secondary data collection
The analysis of secondary information took place with the help of academic literature, industry reports, and sustainability-oriented research to put the perceptions of the consumers in perspective and to estimate the performance of sustainability measures employed by the fast fashion industry. There were four themes that came up, which showed structural practices, credibility issues, impact aspects, and strategic positioning in the industry.
[bookmark: _Toc220850045]4.3.1 Theme 1: Sustainability Strategies and Supply-Chain Communication
The fast fashion retailers are relying increasingly on the strategies of a circular economy as a tool to rebrand their sustainability stories. The operationalisation of circularity is usually done using recycling programmes, resale platforms, and material recovery initiatives. Goel, Joshi and Jayant (2025) term this transition a wardrobe renaissance in which companies seek to increase the lifespan of their products as well as lower the amount of textile waste using reuse and recycling systems. These are strategies that aim at attracting the environmentally conscious consumers, and production volumes are not compromised. One of the most apparent programs is recycling and take-back programs. 
Al-Hilw (2025), however, contends that the transparency of such programmes is, in most cases, wanting in terms of actual material recovery measures and downstream processing measures. This brings confusion on whether the garments collected are really used in closed-loop production or are forwarded to lower value streams of disposal. The disclosure of the supply chain has emerged as a key communication device. Companies place more and more lists of factories, wage policy, and environmental indicators, to manifest responsibility. As pointed out by Tarnanidis et al. (2025), such disclosures are rather meant to signal responsibility and not to completely change the way operations are conducted. The literature indicates that disclosure enhances perceived openness, but with specificity, consistency and third-party validation, the effectiveness of disclosure depends on these factors. In general, sustainability plans seem to be structurally manifest but not substantially covered throughout the supply chain.
[bookmark: _Toc220850046]4.3.2 Theme 2: Credibility, Transparency and Greenwashing Risks
Fast fashion sustainability messages exist in a dilemma between reputational success and doubt. According to Vuković et al. (2025), sustainability communication often results in a symbolic signalling instead of a sign of change within the system. This makes them susceptible to the greenwashing charges, especially where the promotional statements are speedier than the quantifiable results. Sustainability claims continue to be put under the watch of the regulatory bodies and other NGOs. Al-Hilw (2025) pointed out that the focus of regulation is moving to deceptive environmental rhetoric, ambiguous eco-labels and selective disclosure of data. Such practices destroy consumer confidence and undercut sustainability discourses. The strongest area of credibility gaps is where the sustainability messaging is not linked to pricing, volume of production or the labour practices. Das et al. (2025) argue that the statement of environmental responsibility conflicts with further overproduction and sourcing based on cost. It is always implied in the literature that transparency should not be used without the backing of verifiable performance measures. Consequently, there is an increasing pressure on fast fashion brands to match the communication with the operational reality to prevent the loss of reputation.
[bookmark: _Toc220850047]4.3.3 Theme 3: Environmental, Ethical and Social Impacts
Fast fashion sustainability efforts do not reduce their environmental footprint. As documented by Das et al. (2025), there are always challenges concerning water usage, the pollution of chemicals, and carbon emissions as a result of the high-volume production paradigm. Circular practices reduce, but do not extinguish these effects if the expansion of production is uncontrolled. Ethical and labour issues are still put at the forefront of stakeholder issues. According to Tarnanidis et al. (2025), wage transparency and the safety of the workplace are two dimensions of sustainability assessment that gain significance. The ethical requirements are not limited to the environmental performance, as they also encompass the social justice and the welfare of workers in the global supply chains. There is a changing environment of expectation among the stakeholders, especially the younger and educated consumers. Stankevičiūtė and Jarmalavičiūtė (2025) discovered that consumers are becoming more and more concerned with ethical awareness when it comes to decisions on consumption, but behaviour is limited by affordability and availability. This is indicative of a larger component that sustainability should be a combination of environmental integrity, ethical labour and social accountability.
[bookmark: _Toc220850048]4.3.4 Theme 4: Strategic Positioning and Industry Context
In the fast fashion industry, sustainability has been a competitive positioning tool. According to Blazquez-Resino, Martinez-Ruiz and Tajvidi (2025), sustainability efforts can be used to help identify a brand and create loyalty when it is perceived as real. Competitive forces tend to encourage cosmetic change, however, as opposed to profound change. Convergence of sustainability claims is becoming evident in the industry through benchmarking. Zero-waste and circular discourse is getting more and more standardised, which diminishes differentiation (Zdonek et al. 2025). This homogenisation undermines the strategic advantage and increases the questioning of real performance. Strategic intent is thus vague. Although brands are publicly dedicated to sustainability objectives, Mobarak et al. (2025) demonstrate that the shift towards second-hand and thrift consumption among consumers represents discontent with mainstream fast fashion products. Sustainability strategy can therefore be considered reactive as it is influenced by reputational risk and market pressure instead of proactive systemic change.
[bookmark: _Toc220850049]4.4 Integration of Primary and Secondary Findings
Survey findings, as triangulated with secondary data, indicate that there is a high conformity between the perceptions of the consumers and the industry practices recorded. Primary data reflected average awareness, confidence, and constancy of obstacles to price sensitivity and scepticism. This is supported by secondary findings that point to the existence of credibility gaps, symbolic sustainability communication, and structural contradictions in the paradigms of fast fashion. The two sources of data suggest that transparency increases trust but does not necessarily result in sustainable purchasing behaviour. The supply-chain disclosure and third-party verification are important to the respondents of the survey, and the literature has established that verification is essential to credibility. Nevertheless, the two sources also show that sustainability efforts have been unable to, in most instances, surmount affordability factors and patterns of habitual consumption. Conflicts arise in the area of emotional involvement. The results of the surveys indicated that there was little emotional reinforcement in the post-purchase period, and secondary data points to the increase in ethical concern. This implies that awareness does not always have an affective or behavioural impact, which supports the intention-behaviour gap. All in all, strategic inconsistency seems to limit sustainability effectiveness. Although initiatives enhance brand perception, they are not good enough to transform consumption structures at basic levels. It suggests that sustainability has been applied as a trust-moderating process, but not as a force of systemic changes in behaviour.
[bookmark: _Toc220850050]4.5 Discussion of Findings in Relation to the Theoretical Framework
This analysis of the results complies with the Theory of Planned Behaviour (TPB) to a considerable extent because it showed that the positive attitude and the increased sustainability awareness do not always result in sustainable purchasing behaviour. Despite much of the respondents having a positive opinion about the environmental and ethical efforts of H&M, the actual consumption decisions were often limited by the perceived behavioural control variables with the key ones being price sensitivity, product availability, and convenience. These limitations are especially dominant in the fast-fashion setting, where cheapness, rapidity and fashionableness reign supreme in buying rationality. Such structural pressures, as Mathew and Spinelli (2025) point out, maintain the existence of an intention–behaviour gap to incur further predictive ability of attitudinal measures, acting alone. Although TPB is a good theory of intention formation, it has a weakness in that it only captures a part of what is happening in the wider market context that is systematically suppressing behavioural implementation.
The results also indicate the major assumptions of the Value Belief Norm (VBN) Theory because the respondents’ showed expectations regarding ethical labour practices and environmental responsibility, which implies the existences of internalised moral values. Nevertheless, secondary sources suggest that these ethical standards tend to be neglected under the influence of the institutionalised nature of fast fashion, such as low prices, the constant turnover of the products, and the violent promotion cycles. Such industry structures, as Das et al. (2025) claim, undermine the process of ethical concern translation to action, even in the case of pro-environmental values among consumers. This shows a severe weakness of VBN where the moral agent is limited by structural consumption drives.
The Consumer Culture Theory (CCT) offers further explanatory value since it places sustainable consumption in a wider context of culture and symbolism. The lack of sustainability awareness in causing the continued over consumption highlights the cultural connection of fashion to identity creation, social affiliation and self-identification. Blazquez-Resino et al. (2025) show how the brand recognition and aspirational images support the habitual consumption trend, thus the behavioural effects of sustainability messages are watered down.
Lastly, according to an Attribution and Green marketing view, the results indicate that clients critically examine the intentions of sustainability statements. When initiatives are seen as being symbolic, ambiguous or profit-oriented it destroys trust. According to Vuković et al. (2025), to regain trust and promote effective behavioural change, it is important to communicate credibly, clearly, and verifiably. All these theoretical approaches lead to the realization that sustainable consumption in fast fashion is influenced by the attitude and values of individuals but also by cultural values, structure, and credibility.
[bookmark: _Toc220850051]4.6 Summary
To sum up, the research indicates a moderate level of consumer awareness and trust in sustainability measures as well as the existence of behavioural and structural barriers. Such fusion of primary and secondary data reveals the presence of obvious intention-behaviour disparities and credibility issues that support the idea of transparent, verifiable, and strategically oriented sustainability practices in the fast fashion industry.


[bookmark: _Toc220850052]Chapter 5: Discussion
[bookmark: _vpdpv67cmpdh][bookmark: _Toc220850053]5.1 Introduction to the Discussion
Sustainability is becoming a strategic reaction of the fast-fashion industry towards environmental and social issues, but there are still doubts about whether it affects consumer behaviour. This research analysed the attitudes of UK consumers towards H&M's sustainability practices, including awareness, trust, behavioural moderators, and measures that build confidence. This discussion chapter interprets the results, situating the context within nature, the subject, and theoretical frameworks, key behavioural patterns, inconsistencies, and knowledge to provide insight into the consistency between sustainability efforts and consumer purchasing behaviour.
[bookmark: _p8tks9pelqg3][bookmark: _Toc220850054]5.2 Key Discussions
Thanks to this study, a detailed understanding of how consumers perceive and respond to sustainability initiatives adopted by fast-fashion retailers, that is, H&M, is obtained. The combined research of primary data gathered during the survey and the secondary source represents that the attitude of consumers towards sustainability is vague and largely constrained by structural and behavioural levels. Among the key conclusions one can make is that sustainability activities awareness among the consumers remains medium and disproportional. Although the respondents were characterised by some familiarity with the mainstream efforts, such as recycling programs and sustainable collections, a superficial grasp of radically sustained sustainability promises that behavioural patterns of supply chains existed. In accordance with the findings of Papasolomou et al., (2023), this active ignorance is reflective of the broader phenomenon of fast fashion in terms of sustainability being merely a symbolic construction and not a literal one.
The conscious availability of verifiable and transparent information also turned out to be one of the contingency factors of the credibility towards sustainability claims. In cases where the sustainability messages were supported using credible information rather than when they were generic environmental messages, the consumers were more assured. However, it is not clear that credibility resulted in the increased purchase intentions due to the trust that a weak representation of credibility in the fast-fashion sustainability messages setting (Neumann et al., 2021).
Attitude behaviour gap was also acted and this attained one of the significant results. Although there were good attitudes that were expressed towards sustainable fashion, purchasing behaviour was not much different. The process of making decisions was still made up of instinctive buying habits and an addictive use behaviour (Rosely and Syed Ali, 2023). The ultimate form of purchasing sustainability obstacles was observed to be on price sensitivity and fashion ability. Ronda (2024) stated that within the understanding of the benefits of sustainability, consumers did not make price up-charges, or fell into the trend appeal. It is, therefore, held in at central levels since the constraints that exist at the retail-level inhibit ethical consumption. Among the surprises, the sustainability activities were found to have more influence on post-purchase feelings as opposed to purchase behaviour. After buying more sustainable products, consumers were more inclined to be reassured or less guilty, ty but the fact that these did not help produce lasting behaviour change. It is these contradictions that point to the emotional meaning of sustainability and the non-transformational character of sustainability in fast fashion (Blase et al., 2024).
[bookmark: _jneb12cex9e3][bookmark: _Toc220850055]5.3 Discussion of findings in relation to research questions
[bookmark: _joqly9qflwav][bookmark: _Toc220850056]5.3.1 Consumer Awareness of Sustainability Strategies (RQ1)
The findings indicate that consumer perceptions of the sustainability abilities of H&M are biased and fragmented, and individuals focus primarily on the aspects that are noticeable and can be identified with the naked eye. The recycling programs, as well as eco-labels, were remembered by the consumers more than more generic sustainability initiatives in sourcing and labour strategies or long-term environmental ambitions. According to Papadopoulou et al. (2022), the concept of fast fashion sustainability is often a shallow one and is led by marketing indicators rather than being informed by knowledge at large. This perception takes the same stand in the present findings that suggest that the level of understanding the sustainability strategy in its entirety does not necessarily correlate with awareness.
The lack of continuity in awareness can be attributed to how sustainability awareness is communicated. In order to make the process of sustainability messages as easy as possible, the sustainability messages are frequently simplified to avoid cognitive overload, which prevents the development of a holistic assessment by consumers. Busalim et al. (2022) noted that consumers tend to adopt the heuristic option rather than the comprehensive judgement of a particular sustainability claim, which facilitates biased involvement. On the behavioural front, sustainability has minimal influence on the purchasing behaviour through partial awareness. Till the consumers cannot provide a coherent clarification concerning sustainability efforts, the ethical dimension is simply overridden by price, convenience and fashion appeal. Sustainability, therefore, is an image accelerator. However, it is not a final purchase motivation. 
[bookmark: _invwdlig1hpi][bookmark: _Toc220850057]5.3.2 Impact of Supply-Chain Transparency on Trust and Purchase Intentions (RQ2)
The supply-chain transparency was another significant element of consumer trust in the statement of sustainability of H&M, with the respondents showing increased trust in the brand that posted it on their websites. The credibility indicator in fast-fashion is transparency, then. Joshi and Kumar (2024) also stated that plausible communication of sustainability strengthens the perceived authenticity of the brand, particularly where tangible disclosures are made. The outcome of the current study proves this view, as the levels of trust increased up to the time when the sustainability information was delivered in detail and confirmable.
However, being transparent was not sufficient to draw interest towards buying. At that, despite the enhanced trust, the consumers were eager to be cost-efficient when making their purchases and align them with the trend. Another tendency identified by Nguyen et al. (2021) is that the level of transparency enhances brand image, but in uncommon instances that surpass economic influence in the consumption of fast fashion. This, in turn, depicts that transparency is rather an intervening behaviour than a behaviour-stimulating factor. The value systems of openness and accountability are appreciated in spite of the fact that these systems are employed in the context of wider consumption systems, which are nevertheless inclined towards low costs and quick fashion cycles. 
[bookmark: _5z2jhx7sso24][bookmark: _Toc220850058]5.3.3 Moderating Factors Between Sustainability Claims and Behaviour (RQ3)
Some moderating variables were determined, which weakened the correlation between sustainability claims antheral behaviour of consumers. Price sensitivity was the greatest constraint, with the respondents showing that they were not ready to spend high prices on sustainability products. According to Long and Nasiry (2022), the low-price model of fast-fashion business taught consumers to be accustomed low prices, which faces a cultural resistance to sustainable prices. Patterns of consumption were also found to be very imperative in habitual consumption. The consumers placed themselves in a routine process of fast-fashion purchasing, which they anchored on their comfort and immediacy, with minimal impact of the sustainability factors. As it is revealed by Mason et al. (2022), the culture of shopping is highly detrimental to the ability to make ethical choices.
Greenwashing was also felt to reduce the commitment to behaviour. When the scepticism among consumers was increasing, the claim of sustainability seemed to be somewhat vague or a promotion. Dzhengiz et al. (2023) provided a voice that there is a risk that the symbolic sustainability efforts can become a source of the lack of trust unless supported by a systemic change. Design and trend constraints were also there, which negated behaviour. The buyers were unprepared to make the trade-offs on the style, and this only made the weight of fashion ability heavier over the moral better. 
[bookmark: _3pqbdhhecglg][bookmark: _Toc220850059]5.3.4 Measures to Strengthen Consumer Confidence and Sustainable Consumption (RQ4)
According to the findings, consumers are using the level of credibility and accountability of fast-fashion retailers as a factor in determining the truthfulness of sustainability claims to a greater extent. One of the overriding requirements of the study is the fact that independent verification systems have to be put in place that can support corporate sustainability stories. The third-party certification was seen as the surest way of enhancing trust, as it decreases the dependence on self-reported statements and implies that it is under a professional responsibility. As noted by Byrd and Su (2021), independent verification is essential towards reducing consumer scepticism and increasing perceived legitimacy in the markets of sustainable apparel. This point of view is directly revealed in the given study because the respondents who linked third-party certification to more confidence in sustainability claims.
Besides certification, customers also attach importance to the product-level impact, which will give a particular description of the environmentally and socially responsible outcomes of individual clothes. These types of disclosures allow consumers to evaluate more precisely the sustainability instead of using abstract statements with regard to the brand. The tangible signs, like the information about carbon footprint or the sources of material, ls were viewed as more important and effective. According to Grazzini et al. (2021), concrete sustainability cues enhance emotional involvement and moral judgment, which improves consumer judgment of the manner in which an ethical decision is made when selecting a purchase. This argument is proved by the findings of this paper because the respondents were more confident in the cases when the sustainability information was specific and described in detail.
Stories about less production, slowness of the fashion cycle were positive, since it was a sign of long-term dedication, not I shall do it, law-abiding. Nonetheless, these types of stories were not given any precedence overo economics. Affordability continued to hold a lot of importance among consumers, and this implies that ethical motivation is not enough to cause behavioural change. Roozen et al. (2021) showed that behavioural nudges have the potential to affect sustainable decisions, yet their potential is significantly undermined when financial accessibility is not taken into consideration. This was also seen in the current study, where sustainability messages were being valued, but not often above price sensitivity. In general, the results indicate that the hybrid approach of combining ethical credibility and financial viability should be pursued to promote sustainable consumption in fast fashion. 
[bookmark: _xjkh1ung2dca][bookmark: _Toc220850060]5.4 Discussion in Relation to the Theoretical Framework
The result of this study is very explanatory as viewed through the well-known behavioural and consumer theories. Specifically, the findings give a strong indication of the Theory of Planned Behaviour, particularly in terms of the unending discrepancy between attitudes and actual behaviour. Despite the overall positive views of consumers towards sustainable fashion, the latter did not transfer to ethical purchasing behaviour. The perceived behavioural controllability, ty which was influenced by price sensitivity, availability of the product, and convenience had a major limitation on sustainable decisions. According to Paco and others (2021), these situational constraints are often more rational than the ethical intentions in clothing consumption, which is in line with the behaviour patterns identified in this study.
The findings provided support the Value- Belief- Norm theory partially. It indicated that the respondents had had value-based motivations through the moral concern that they had towards protecting the environment and being socially responsible. Nonetheless, these moral standards did not always affect behaviour since they were limited by structural pressures of fast-fashion consumption. Hassan et al. (2022) clarified that ethical reasons behind fashion consumption are hardly capable of substituting economic factors and rather exist side by side with them. This presence allows this to be understandable in order to explain why ethical awareness cannot always result in long-term behaviour change.
The Consumer Culture Theory was of specific interior as explaining the findings. Fashion consumption came out as well ingrained in identity building, self-identification and social signification. The soft aspects of trend responsiveness and social belonging stayed high in the minds of the consumers despite recognition of sustainability issues. It is stated by Sinha et al. (2023) that the consumption in fashion system has been normalised, and overconsumption has become a cultural norm. Sustainability is hard to encompass in the daily habits of consumption. The results of the study perfectly depicted this cultural dynamic. Based on the attribution and green marketing approach, consumers were also on the part of analysing the hidden motive behind corporate sustainability statements. To the degree that the sustainability initiatives were viewed as profit-oriented or symbolic, trust declined. This indicates the relevance of perceived sincerity and authenticity in sustainability communication because credibility is at the centre of consumer acceptance and trust development.
[bookmark: _73cd4nssdvb7][bookmark: _Toc220850061]5.5 Addressing the Literature Gap
Among the prominent gaps that are approached by the current study, it is important to note that the empirical data is devoted to the way consumers respond to particular sustainability strategies instead of focusing on the general attitude or abstract purchase intentions. Much of the current literature has focused on sustainability awareness or general ethical disposition, which restricts the knowledge of how individual initiatives like recycling programs, transparency disclosures or sustainable collections are being perceived by consumer practice. Comprising the consumer perceptions of the sustainability programmes and the visibility and communication of supply chain practices, this study will be more grounded and detailed in explaining how the consumers make their judgements and assess credibility in the decision-making process.
Another contribution of this study is that it is contextually focused on the UK. Most previous research on sustainable fashion has depended on cross-national or generally European samples, which might confound contextual variation in consumer expectations and regulatory contexts and retailing activity. Blas Riesgo et al. (2023) underlined that the perceptions of sustainability and the behavioural reactions are influenced by the market situation in the area and the cultural preconditions. By pinpointing the UK consumers and a large retailer like H&M, the particular study will address the demand for context-specific empirical research and further increase the external applicability of sustainability research in the UK retail context.
Besides, the study is a contribution to the sustainability literature since it shows the conditions under which ethical consumption in fast fashion is blocked by behavioural, economic, and cultural restraining conditions. Instead of addressing these factors individually, as the findings portray, they are mutually dependent on each other in relation to perpetuating the attitude-behaviour gap. As reported by Sinha et al. (2023), explain the necessity of adopting the integration of both theory and empirical knowledge. In this respect, the current study is profitable as it provides a more comprehensive description of why sustainability initiatives tend to produce less significant change in behavioural consumption of the fast-fashion industry.
[bookmark: _twuipjs9vakl][bookmark: _Toc220850062]5.6 Summary
The critical interpretation of the findings based on the correlation of the empirical findings with the research questions, literature and theoretical frameworks was important in the study. Sustainability awareness of consumers in fast fashion was moderate and disjointed, and trust was related to transparency and third-party confirmation. However, better trust was not associated with lasting purchasing as a result of price sensitivity, routine consumption, as well as fashion conscious values. This knowledge is used to guide the final chapter, which gives the overall conclusions of the study, its contribution, limitations and its future research direction.

[bookmark: _p36zab4wkjs2][bookmark: _Toc220850063]Chapter 6: Conclusion
[bookmark: _vg9x27ge4rba][bookmark: _Toc220850064]6.1 Introduction to the Conclusion
The main objective of this research was to analyse consumer behaviour and perceptions about sustainability practices used by the fast-fashion retailers with a special reference to H&M in the UK market. Sustainability is a burning issue given the environmental and social effects of fast fashion. This final chapter aids in summarising the main findings, responding to research questions, contemplating theoretical and practical contributions, limitations, and provides practice, policy, and further research recommendations.
[bookmark: _nl78yqj7lpar][bookmark: _Toc220850065]6.2 Summary of Key Findings
Findings of this research have indicated that the consumer attention towards the sustainability plans in the fast fashion is characterised by awareness, cynicism and behaviour restriction. The consumers were moderate and disjointed in their sustainability awareness. The respondents were familiar with such highly visible operations as recycling programs and sustainable collections, but were not aware of high-level sustainability efforts strategies. It is in response to RQ1, which is that, there is awareness, but not in-depth and coherent.
The conditional and not absolute confidence was the confidence in sustainability claims. The consumers felt more assured with sustainability communication in form of transparency that is embodied by supply-chain reported information and third-party confirmations. However, trust was not necessarily applicable to sustainable purchasing behaviour, which made RQ2 directly informed.
A persistent intention-to-behaviour gap was experienced throughout the conclusions. Even though sustainability was among the positive attitudes asserted by the majority of consumers, sustainability in most cases failed to translate into rational, ethical buying practices. The price sensitivity, buying a fast-fashion habit and fashionableness also played an important role in this difference and thus answered RQ3.
Finally, the conclusion was that better credibility systems are sought by consumers to enhance the magnitude of their confidence in the sustainability assertions. Third-party certification, expressive product-wise impact measurements and realistic long-term pledges were deemed important, yet economic principles were in the ascendancy. The findings of these results reveal a direct response to the R,Q4, making it clear that the sustainability strategies would need a balance between the ethical credibility and affordability and be appealing to design.
[bookmark: _ljr0djw2h04z][bookmark: _Toc220850066]6.3 Linking with Research Questions
RQ1: The study found that the selective moderate awareness is consumer awareness. The consumers know of apparent sustainability disposition but lack adequate information about voluminous strategic assurances.
RQ2: Consumer trust enhances as a positive effect of the supply-chain transparency, thereby leading to enhanced credibility and accountability perceptions. However, it does not have a strong effect on intention to purchase that is yet to be influenced by economic and aesthetic consideration seeing the primary choice factors.
RQ3: Price sensitivity, the habitual mode of consumption, perceived greenwashing and design constraints were found to be the most significant moderating factors. Such reasons play a major role in the sabotage of positive sustainability attitudes into behaviour.
RQ4: It is discovered that the process of building trust may be enhanced through the use of third-party check-ups, sustainable measures involving the product level, and credible long-term guarantees. However, it can make sustainable consumption much more probable or succeed in the event of such measures being matched with affordability and fissionability.
[bookmark: _q13u1nknsr0t][bookmark: _Toc220850067]6.4 Contributions of the Study
[bookmark: _h7u17iwpla9t][bookmark: _Toc220850068]6.4.1 Theoretical Contributions
This study can be applied to the literature of sustainability and consumer behaviour due to the empirical substantiation of the scarcity of omnivorous behavioural theories in the context of fast-fashion. As much as the Theory of Planned Behaviour and the Value-Belief-Norm theory are valuable in explaining ethical intentions, the findings indicate that the application of the two theoretical frameworks alone have little leeway to produce a high-consumption industry based on structural and cultural factors. The Consumer Culture Theory and behavioural theories will make the study provide a more elaborate explanation of sustainable fashion consumption.
[bookmark: _rsukaru3461i][bookmark: _Toc220850069]6.4.2 Practical Contributions
Practically, the study offers valuable recommendations to the retail fast-fashion retailers such as H&M by attracting their interest to the importance of credibility, transparency and affordability as part of the sustainability policy. These results can be used by sustainability strategists to develop initiatives that would both communicate ethically and be economically accessible. The argument supporting the norm of verifying and more transparent sustainability reports may also come in handy to policymakers and regulators to steer back the level of consumer scepticism and the greenwashing debates.
[bookmark: _vyxoc93evqsn][bookmark: _Toc220850070]6.5 Limitations of the Study
Irrespective of its contributions, there are several weaknesses in the study. The applicability of the results is constrained by the purposive sample, which is rather small. Bias may also emerge in the reaction to the self-reported data to a great extent on the ethical attitudes. The UK-specific orientation makes the application limited to other cultural and market backgrounds. Furthermore, the analysis was partially based on the disclosures of the corporate entities that are possibly biased against the organisation. Such restrictions also provide a backdrop through which the findings can be seen and also set forth the opportunities for the research in the future.
[bookmark: _f8kiofcu7bcc][bookmark: _Toc220850071]6.6 Recommendations
[bookmark: _z780c9alvc8e][bookmark: _Toc220850072]6.6.1 Managerial and Policy Recommendations
To enhance credibility, the retailers of fast fashion should be more aggressive in the validation of claims of sustainability by third parties. The product-level sustainability metrics should be provided to consumers in order to make informed choices. It is noted that the sustainability initiative ought to be conceptualised alongside the viability and contemporary design in a bid to reduce resistance, which might be grounded in price sensitivity and design orientation. Policymakers should consider stricter requirements regarding sustainability communication that will help to eradicate misleading statements.
[bookmark: _hqnsgi6nbkqp][bookmark: _Toc220850073]6.6.2 Recommendations for Future Research
Research should be conducted further to adopt larger and more varied samples to increase the generalisability. The cross-national studies could be used to investigate the differences in explanatory perceptions of sustainability. The longitudinal research designs would assist in the evaluation of time behaviour change. Further, both observational and emotional measurements can be useful in augmenting the knowledge of the actual consumer behaviour as opposed to attitude reports.
[bookmark: _d20u19w3omvr][bookmark: _Toc220850074]6.7 Concluding Reflection
This study has identified that sustainability in fast fashion is not only a key strategic dilemma, but it is also one of the most critical opportunities. Even though the sustainability actions enhance the brand credibility and moral beliefs, its ability to change consumer behaviour is constrained by the economic, cultural, and structural factors. Consolidated actions need to be made in regard to the blend of the accountable with the factual packages involving the consumer in relation to moral responsibility. The current research will add value to the present efforts in redefining sustainability not as a great phrase, but as a radical involvement in the fast-fashion sector.
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Are you aware of H&M sustainable initiatives?
57 responses

® Yes
® No





image9.png
1. What is your Age?

56 responses

@ 18-24 years
@ 25-34 years
© 35-44 years
@ More than 45 years
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2. What is your Gender?

57 responses

@ Male
@ Female
@ Prefer not to say
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3. Which among these sustainability initiatives of H&M are you aware of?

56 responses

@ Vouchers for recycling old clothes
® sustainabilty-labelled colections
® Use of recycled materials

@ Second-hand/Resale platform

@ Rental services

@ None of the above

@ Others
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4. To what extent do you agree with the following statement: 'l am aware of H&M's commitment to
reach 100% recycled or sustainably sourced material...0? [1 = Not aware at all, 5 = Extremely informed]
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28.1%

@ 1 (Strongly Disagree)
@ 2 (Disagree)

© 3 (Neutral)

@ 4 (Agree)

@ 5 (Strongly Agree)
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5. When shopping at H&M, how often do you check for sustainability labels?

57 responses

i Always

@ Often

D Sometimas
B Rarely

i Never
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6. How do you perceive the quality of H&M'’s sustainable range, as compared to their standard

range?
57 responses

@ Higher Quality
@ Same Quality
© Lower Quality
@ Not sure
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7. To what extent do you agree with the following statements related to sustainability of H&M? (1 =
Strongly Disagree, 5 = Strongly Agree)
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| am more likely to buy from H&M | prefer H&M over other fast fashion I am willing to pay a slightly higher price
because of their recycling program brands because of its eco-friendly claims  for items from their sustainable range.
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8. To what extent do the following supply-chain disclosures increase your trust in H&M? (1 = Not at
all, 5 = Significantly)
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9. To what extent do you agree: 'lf H&M provided transparent supply chain information, | would

prioritize purchasing those items over standard ones'?
55 responses

@ 1 (Strongly Disagree)
@ 2 (Disagree)

© 3 (Neutral)

@ 4 (Agree)

@ 5 (Strongly Agree)
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10. What is the biggest challenge that you have faced in recent times and has

prevented you from buying sustainable fashion items at H&M?

57 responses

@ Higher price

@ Lack of trendy designs in sustainable
collections

@ Sceplicism about the truthfulness of
"green” claims

@ Misleading and lack of clear information
on labals

@ Limited availability of stock




image19.png
11. How much do you trust H&M'’s sustainability claims?
57 responses

@ Do not trust at all

@ Not trustworthy

@ Neutral

@ Trustworthy

@ Extremely trustworthy
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12. Are there any factors related to the sustainable impact on products that H&M should change to

increase your trust?
57 responses

® Yes
® No
15.8% © Not sure
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13. Which of the following would most increase your trust in H&M'’s sustainability claims?
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/  — |

36.8%

@ Independent third-party certifications

@ Greater transparency regarding factory
locations and worker wages

© Detailed environmental impact data for
each garment
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14. Do you agree that H&M's sustainability claims influence your post-purchase feelings?
56 responses

® Yes
® No
@ Not sure
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15. What step do you think is essential for H&M to grant consumers stronger confidence in its

claims and promote sustainable consumption?
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