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[bookmark: _Toc8151925]Executive Summary
For decades, the fashion industry of UK and its retailers have asked themselves why they should consider the ethical beliefs of the new generation consumers. The expectations of the consumers of the retailers are changing in recent times. This is important for the retailers to understand why the consumers finds ethics important and the issues that the consumers are most passionate about. The recent studies show that consumers at every young age has their cause and they are the prime factor in driving changes. For this, a critical evaluation of what makes the consumers tick should have to be understood so that firms can deliver things that matter the most to the consumers. This report will discuss various literatures on the ethical beliefs of the new generation consumers in the UK fashion industry in the first part. In the second portion of the study, various theories and philosophies that are necessarily related to one of the literatures discussed would be demonstrated along with the research approach undertaken. The reliability and validity have also been critically discussed along with the considerations of social research will be discussed in the second section of the study. The context area of the study is justified by the discussion of philosophy, theories, approaches in the second section of this report. 



[bookmark: _Toc8151926]1.0 Literature Review
From the study of Bucic, Harris and Arli (2012), it was believed to be found that ethical marketing mostly relies on the consumers caring about the ethical components of the products which includes the concerns leading to the implications of financial aspects of the business firm. Basing on the ethical beliefs of the new consumers, these marketing efforts can very well be implemented by the UK retail fashion organisations in four different approaches, which are cause-related marketing (CRM), business approaches that are socially responsible, corporate social marketing, corporate cause promotions etc. Supporting the statement of Bucic, Harris and Arli (2012), Phau, Teah, and Chuah (2015) have mentioned in their study that fashion business organisations should look into integrating the ethical belief of the new generation customers with their business practices, while taking into considerations of their ongoing expressed commitment to the CRM. McNeill and Moore (2015) then continued on core value of CRM which refers to profit motivated given to support the ethical issues being one of the marketing’s most significant contributors to the society at large. 
[bookmark: _Toc8151927]1.1 Ethical Consumerism
Lee, Seifert, and Cherrier (2017) has focused on the ethical consumerism referring to the choices based on various social, non-traditional components of the products offered by the organisations and the moral and personal beliefs of the consumers. These three researchers, in order to strengthen their argument, have further mentioned that the instances in which the new generations consumers are considering the ethical consumerism are growing. However, Thomas (2017) has criticised Lee, Seifert and Cherrier (2017) based on the empirical evidence that there is complexity in ethical consumerism and the understanding of consumers’ actual purchase behaviour towards the ethical purchase of the fashion apparel is actually limited. Tomas (2017) has further mentioned, in order to strengthen his argument, that the ethical consumers’ choice and its complexity is much related to the complicated process of the ethical decision-making process of the business organisation that require crucially evaluation of the process of personal and social benefits and potential harm that might be derived from the ethical attributes of the offerings, and here from clothes or apparels in the fashion industry. Rinaldi and Testa (2017) supported the argument of Tomas (2017) and have mentioned that the attitude of these new generation consumers is not consistent towards their buying behaviours. Rinaldo and Testa (2017) have further mentioned the importance of having a better learning of the ethical consumption among the target customer segment, particularly those who are significant in terms of social and economic context and impacts for the business organisation. 
[bookmark: _Toc8151928]1.2 The Millennial Consumer Group
Pedersen, E.R.G. and Andersen (2015) have stated in their study that millennials are the young consumers are basically born within the year of 1985 and 1999, who differ from those other generations by having born in a world that necessarily features the interdependence among international entities and global engagement. Pedersen, E.R.G and Andersen (2015) have mentioned in their study that this is one of the main reasons why the millennials are among the ones who tend to be more receptive towards ethical issues and are the ones who mostly feel comfortable in expressing themselves. Supporting the statements provided by the previous researchers, Choi and Cheng (2015) have stated in their study that this generation is particularly unique in that it is shaped by technological forces which necessarily allow the network communication and the rapid information exchange among them. Choi and Cheng (2015) have further mentioned that this is the consumer generation who are often characterized by various of their social, cultural and environmental consciousness coupled with the loyalty to their family, friends and communities and others. Supported by Bly, Gwozdz, and Reisch (2015) for the statement provided by the previous researcher, it was found that the millennials are distinctive in terms of their perspectives, decision making rationales, value drivers and motivations in terms of every aspects of their life. Bly, Gwozdz and Reisch (2015) have further mentioned in their study that these new generations are about three times the size of the Generation X and they are still studying for higher discretionary income. Bly, Gwozdz and Reisch (2015) continued that this generation of customers account for a very significant purchasing power which necessarily makes them the most powerful consumer group in the marketplace in the world. 
[bookmark: _Toc8151929]1.2.1 Ethical Decision Making
Pedersen, E.R.G. and Netter (2015) have stated in their study that millennials and the young consumers’ motivation attitudes can be considered as basically the function of their stage of ethical awareness, concern and the action they undertook in various circumstances. Pedersen, E.R.G. and Netter (2015) have further mentioned about the social motivators being the stronger lever of ethical behaviours than those of the personal ones. Niinimäki (2015) has necessarily developed a model showing the cross-disciplinary behavioural change within the new generation of the consumers. According to Niinimäki (2015) this is a model that basically attempts to gauge and support various individual readiness for and their progression through a change process when the decision making is needed. The model features five different stages, which are precontemplation, contemplation, preparation, action and maintenance. Haug & Busch (2016) have mentioned the fundamental progression of the decision making as a dichotomous concern including both positive, negative, personal and social concerns. Haug & Busch (2016) have thus mentioned that while making some ethical decisions, consumers necessarily allocate differential weights to the attributes of the products, depending on the weights they put on their ethical values which may consider to be trade-offs between themselves and others. Revolution (2016) has supported the argument provided by the previous two researchers and mentioned in their study that in both the public and private society which endure the demand of the value-for-money, the ethical product attributes can not necessarily and wholly substitute various traditional attributes such as the quality and price, which necessarily are fundamental to the decision making of the consumers. Supporting the previous statement, Jung, S & Jin (2016) have mentioned in their study that when the new generation consumers believe that the ethical attributes are being necessarily realised by the organisation while at the very expense of the quality of the product or even at the expense of the price, the ethical products are likely to provoke a negative response within the minds of the consumers. S & Jin (2016) have further mentioned that when the millennials perceive that sales coercion are being practiced by the fashion organisation, they are less likely to purchase from the firm compared to other consumers. Rahman and Gong (2016) have supported the statements provided by the previous researchers and mentioned in their study that even if the firm initiate actions to ask the customers to make more purchase, pay more for the products that are being offered may have negative impact. Therefor, Rahman and Gong (2016) proposed the fashion business firms to understand and to make effort to at least know what are the ethical considerations that these new generation consumers deem important in order to clarify to what extent the Millennials engage in ethical consumerism.  
[bookmark: _Toc8151930]1.2.2 Personal and Social Levers
From the study of Henninger (2015), it was found that the ethical decision making by the young generation requires the registration of the social motivations at very higher levels than those of the personal ones. Henninger (2015) has mentioned social motivators to be stronger levers than the personal ones. Supported this statement, Reimers, Magnuson and Chao (2016) have mentioned in their study that people often consider to look at their social norms in deciding how they are going to respond in various social situations. In the ethical beliefs of the new generation of the consumers the social norms operate mostly in the prominence in the awareness of the person as Reimers, Magnuson and Chao (2016). However, Jung, Kim and Oh (2016) have made criticisms of the previous researchers as these three researchers believed that in order to make ethical decision, the personal norms are considered to be a significant predictor of their social behaviour. Jung Kim and Oh (2016) have argued that that older consumers normally express various strong senses of moral responsibility which necessarily act as some sort of strong predictor of their willingness to be engaged in purchasing ethically. Supporting the statement of these three researchers, Minney (2016) has mentioned in his study that the millennials or the new generation customers seem to be appearing sympathetic to the ethical issues. Minnery (2016) has further stated that these new generation customers would likely to go to extent to boycotting brands which necessarily violate various social and environmental norms that these customers deem to be the core of their social and moral conducts. Henninger, Alevizou and Oates (2016) have supported the study of Minnery (2016) and have stated that this new generation can make difference to the world and they believe that the bigger picture to be more important than the individual transaction. In order to further strengthen their argument, Henninger, Alevizou and Oates (2016) have mentioned that these new generation consumers have active contributions to the community and to the well being of the civic spirit of the society they belong to. 
[bookmark: _Toc8151931]1.3 Ethical Beliefs of the current generation of Consumers
In a recent study conducted by Accenture, it was revealed that consumers, of the recent generations, basically care about ethics in all areas of business activities ranging from what these particular business organisations say and act. The study further reveals that consumers who are under the age of 30, particularly known as Generation Z and millennial and especially living in UK, feel a strong affiliation to the retailers who show their urgency to subscribe to for greater social purpose. The findings and perceptions from the study conducted by Accenture have been supported by (Khan, Rodrigues and Balasubramanian, 2016) as these researchers has stated in their study that consumers belonging to Gen Z and millennial generations closely consider the ethical values and authenticity before purchasing their products and offerings. These three researchers have found from the study conducted by them is that new generation consumers are more inclined to purchase from business firms that greatly addresses their ethical values and beliefs and are based on the trust and foundation that the customer mostly care about. 
[bookmark: _Toc8151932]1.4 Ethical Expectations of the current generation 
According to (Wrinkle, 2012), Knowing that the current generation of the consumers mostly care about ethics and its implications and that they find ethics to be important is not particularly helpful to the retailers until they understand what different issues these customers are mostly passionate about. Wrinkle (2012) further mentioned that every age group of consumers has its cause and it particular is always the case that younger consumers are the ones that are the driving change of anything. Wrinkle (2012) further stated, in order to strengthen his argument that business organisations that reduce plastics are more appealing to the baby boomer generation who fall within the age bracket of 55-74 years old. On the other hand, the Millennials and Gen Z are the ones that feel strongly about social mobility, immigration and poverty. Supporting this statement, Blumgart (2013) has mentioned in his study that it is the responsibility of the fashion organisations that particularly have their operations in UK to discover the topics of the target audience mostly care about. According to Blumgart (2013), retailers of the UK fashion industry needs to carefully understand various aspects of their ethical values that the new generation consumers mostly prefer before making their purchase. Blumgart (2013) further commented on layer of understanding of the ethical and moral values guiding the purchase of the offerings by the customers. If fashion retail organisations do not understand what makes the customers tick they would not be able to capture the long-term customers. Supporting the statement provided by Blugmart (2013) and all of the previous other researchers, C.J (2012) has critically evaluated the understanding of the ethical beliefs that basically apply behind making purchase of the offerings. 
[bookmark: _Toc8151933]1.5 Ethical Issues in the Fashion Industry
[bookmark: _Toc8151934]1.5.1 Supply Chain Issues
C.J (2012) has mentioned in his study that the UK fashion industry has been grappling with various ethical issues since the start of the nineteenth and twentieth century as the new generation of the consumers are more concerned about the ethical beliefs that they consider more important. C.J (2012) has mentioned further about the issues that the new generation of the consumers consider mostly important for the fashion industry to provide with the most importance with. C.J (2012) further mentioned that as the global consumers are considerably looking at the global markets for the competitive pricing and the quality of clothing, the leaders in the fashion industry are deciding to impose a global quota system for temporarily measuring to help the local manufacturers in order to cope with the global competition. What that has been crucially important as for the ethical beliefs of the new generation of the customers, as it was presented by Chan & Wong (2012) that the abolishing of MFA necessarily paved the way for increased demand for cheaper manufacturing from the developing and lesser developed nations as the apparel brands from the developed nations demanded competitive pricing and maximised profits. Chan & Wong (2012) argued in favour of the argument they provided that the abolishing of MFA has gradually turn drove down of the wages, ignoring the safety standards, cutting costs for providing those pricing of the brands. Chan & Wong (2012) further continued on the gradual fashion companies and the corporate social responsibilities that they modern generation deems mostly crucial. Claeson, (2012) supported the statement provided by Chan & Wong (2012) and has stated in his study that a grading system that normally is considered as a predictor of poor traceability and accountability of the companies throughout their supply chain management shows that majority of these organisations had been in the situation of lacking in preventing or making addresses to various modern slavery within the supply chain areas of their operations. What the modern generation of the customers ethically deems is that business organisations should be transparent in all sorts of areas in order to maintain workers’ rights, traceability and so on. 
[bookmark: _Toc8151935]1.5.2 Child Labour
Hill & Lee (2012) has stated in their study that exploitation, forced child labour are considered to be a daily occurrence in various manufacturing organisations in the fashion industry in UK. From the moral point of view of the new generation customers and as per the moral code they base their belief and values and opinions on, this is one of the crucial aspects they consider about the organisation in terms of generating an image for the organisation. Supporting the statement of Hill & Lee (2012), White, Nielsen and Valentini (2017) have mentioned that business organisations make the activities done by the children resulting in negatively influencing physical, mental and spiritual growth necessarily portrayed as an organisation that has poor recognition as being ethical. White, Nielsen and Valentini (2017) have mentioned that the new generation of the consumers require the firms to be showing transparency, faculty audits, handling unauthorised subcontracting, trafficking etc. What is currently viewed as within the minds of the new generation consumers is that they view the demand for cheaper labour to be a driving factor of child labour across different borders. Supporting this statement, Štefko, Róbert & Vladimira Steffek (2018) have mentioned in their study that the demand of cheaper labour has necessarily increased the child labour across different borders, which is against the ethical beliefs of the new generation customers. 
[bookmark: _Toc8151936]1.5.3 Poor Infrastructure
From the study conducted by Ozdamar Ertekin and Atik, (2015), it was found that manufacturing plants of the fashion industry are seemed to be mostly operating in low-wage countries like Asia and Latin America suggesting an unsafe working condition and environment. Ozdamar, Ertekin and Atik (2015) have continued on mentioning their statement on regards of the poor infrastructure of the clothing industry as having poor factory conditions in developing and lesser developed countries not supporting large-scale clothing production. Ritch (2015) has supported the statement provided by these researchers and mentioned that various factors that can be attributed to poor infrastructure of the fashion industry such as faulty and overburdened electric wiring, defective appliances such as boilers and generators, poor construction, overcrowded work floors etc. Ritch (2015) has further continued on the statement provided by the researcher as the perception of the new generation customers are more focused on having products and offerings from organisations that promote safer working environment for the employees, providing and having a poor infrastructure within the workplace is likely to keep the customers with strong ethical belief back from purchasing the offerings of the organisation. 



[bookmark: _Toc8151937]2. Research Studies
[bookmark: _Toc8151938]2.1 Research Theory and Philosophy
In order to conduct any particular study, the knowledge which is regarded as the process of the research can necessarily be considered as the research philosophy. In the process of research philosophy, the researcher, first needs to set the assumptions on the processing of the study which would include rationality, reality and assumption methods adding value to the research procedure (Saunders, 2013). The researcher, by applying the research theories, can necessarily formulate techniques and approaches which are appropriate to fit for the specific purpose of the research study. The researcher, by eliminating redundant research activities, can formulate the research design through which specific research philosophy, approach, methods, tools and techniques are being set. In the case of social research studies like this one, the researcher needs to consider three different kinds of philosophies namely as ontology, axiology and epistemology. In order to have a proper insight into the research study and design developing, the researcher needs to develop a research philosophy (Collins, 2014). 
[bookmark: _Toc8151939]2.1.1 Epistemology
When a particular researcher conducts social research like this one considering the involvement of human, the researcher considers the epistemology. The epistemological research philosophy is followed by the researcher when there is no intention to conduct scientific experiment as well. In this research study, the researcher needs to develop a structured procedure so that the research activities are conducted (Denk, 2015). Besides, the epistemological research philosophy can further be classified into interpretivism and positivism research philosophies as well. The positivism research philosophy is followed by the researcher when structured data are aimed by the researcher to be collected by involving human participants. The interpretivism research philosophy is applied when the collection of data is done through making observation and applying both quantitative and qualitative methods as well. In order to shape the research procedure and demonstrate a strong and valid data, the positivism research philosophy under the epistemology is appropriate for conducting the research study (Franco, 2013). 
[bookmark: _Toc8151940]2.1.2 Ontology
The ontological research philosophy necessarily suggests the researcher conducting social research covering individual fact while specifying the study and interpreting through an assumption-based system on natural element. This type of research philosophy necessarily qualifies the researcher to generate new theories through various research activities. The epistemology research philosophy is applied when the existing assumptions are needed so that justifications can be made and a specific conclusion can be drawn (Gobo, 2014). In the case of ontological research philosophy, the researcher takes the research as an experiment in which no participation from human is performed. 
[bookmark: _Toc8151941]2.1.3 Axiology
Axiology research philosophy is conducted by implying wide range of value study through the logical path sot that relative research for a broader sensed area can be developed. This particular research philosophy necessarily enables the researcher to develop a particular research approach and a design in the collective form and in aesthetics contexts in which cri	teria of evaluation from a wide range of areas are necessarily judged according to the main purpose and objectives of the study (Pedro, 2012). 
[bookmark: _Toc8151942]2.1.4 Justification for Choosing the Epistemology Philosophy
The researcher will follow positivism research philosophy under the epistemology research philosophy as it would require the participation of human in order to collect numerical data. The researcher doesn’t have any intention to make any scientific experiment. The researcher has intended to use the epistemology research philosophy over the ontology and axiology philosophy as the researcher does not have any intent to follow any observation method and following collecting logical path or critical value widely (Keys, 2015). In this particular research, the researcher has intended to come to a specific conclusion on the ethical beliefs of the new generation and its relation with the fashion industry of UK. The researcher could have used both ontology and axiology philosophy if he intended to collect both qualitative and quantitative data or if the researcher had aimed to evaluate the sector from a broader sense. As the researcher is focused on evaluating the ethical beliefs of the new generation while not considering to innovate any new theories or information on the research field, the researcher has deemed positivism research philosophy under the epistemology to be the appropriate one (Preser, 2014). The researcher, under the positivism research philosophy will follow deductive research approach, quantitative method, simple random sampling method for selecting the samples and collecting mainly primary data for the purpose of the study (Raftery, 2014). 
[bookmark: _Toc8151943]2.2 Research Approaches, Reliability and Validity 
Two different research approach are being followed by the researchers in conducting research studies. These research approaches are inductive and deductive approach. Considering the inductive research approach, the researchers consider developing new theories focusing on the research issue at hand (Saunders, 2013). The inductive research approach focuses on taking observational action based on the research issue at hand. The deductive research approach normally is much more efficient than that of the inductive research approach as it would necessarily examine the already developed research concept and would necessarily develop a critical literature review, which would be followed by hypothesis testing so that the aims and objectives of the study can be attained. 
The choice of deductive research study would provide the researcher reliability and validity for the study and the relationship. By using the deductive research approach, the researcher is required to follow four different stages in order to conduct the study. These different stages are conducting the literature review, preparing hypothesis, considering of testing the reliability and the validity of the study by determining the findings of the study using numerical data analysis and confirming the conclusion considering especially whether the research study has met the aims and objectives or not. In the case of social research, the researcher necessarily seems to be conducting biasing behaviour so that specific conclusions can be attained while disregarding all possible negative factors. There are three possible categories of such biases such as information, perplexing and selection bias (Collins, 2014).  
[bookmark: _Toc8151944]2.2.1 Justification of choosing Deductive Approach and Measuring the Reliability and Validity
In this study, the researcher has mainly followed the deductive approach appropriate for this study as the study needs to develop the findings and conclusion. The researcher has not followed the inductive research approach as he does not focused on creating new knowledge or information or to reach into new conclusion (Denk, 2015). The researcher has used quantitative method for collecting the information for analysing the responses of the human participants which does not need any collective measurement or value. The ethical beliefs of the new generation is thus will be measured and evaluated using the deductive approach after reviewing literature and theories and the concepts. The impact of this study can necessarily be measured by evaluating the quantitative information and data analysis as it is easy to use and be able to complete the study within the given timeframe (Franco, 2013). Besides, the deductive approach is not necessarily influenced by social research bias, which has led the researcher to use the deductive approach. In order to ensure the reliability and validity, the choice of deductive approach would necessarily be justified as it would apply various mathematical and statistical tools for the application of data. The reliability and validity have also been ensured by using the deductive approach as it would examine the existing theories and literature of the research topic (Gobo, 2014). Inductive approach, on the other hand, would develop new theories based on the research issue by using qualitative data measurement, which would necessarily lead to the collection of biased information while not representing the whole population as the nature of qualitative data is such that it would vary from person to person. The requirements of qualitative data are also high as it would require take long time projection for conducting the study with a high cost (Pedro, 2012).  
[bookmark: _Toc8151945]2.3 Ethical Considerations of the Study 
The Code of ethics that has been set forth by the American Sociological Association’s has successfully been applied and maintained in this research study. The researchers on the discussed study have tried to maintain the highest level of competence in their work. The researchers while conducting the study have recognised their limitation of the study and undertook only those tasks they feel to be qualified for. Besides, the researchers have been honest and fair and respectful to the respondents while conducting the study. The researchers did not do something that would necessarily jeopardize either of their or the professional welfare of others. The researcher in the study have tried to adhere to the highest possible scientific and professional standard in order to accept the responsibility of their work (Savulescu, 2014). This can be exemplified by the researcher’s attempts briefing the respondents about the very nature of the study. The researchers of this study have also tried to be within the possible limit of showing responsibilities to their fellow sociologists in order to show respects even when their theories, results and practices did not match with the ones of the researchers of this study. The researchers then made sure that they have taken sufficient arrangement in collaborating with each other in situations they find it difficult to come at consensus (Keys, 2015). 
[bookmark: _Toc8151946]2.3.1 Informed consent of the participants
The researcher, while conducting the study, must need to collect the informed consent from the participants. This requires the researcher to make the participants acknowledged about the activity of the study, purpose and that they have given the option to withdraw from the participation at their will (Preser, 2014). The informed consent has been required by the researcher as it would necessarily allow the participants to have a clear understanding of the procedure to be followed. The absence of such informed consent would lead to create various ethical issues which the researcher would very much likely to avoid so that the reliability and validity of the study is not challenged. 
[bookmark: _Toc8151947]2.3.2 Confidentiality of the information 
The researcher should also make sure that the confidentiality of the information collected. This is because that the information may imply rights and fidelity of the personal response of the respondents (Raftery, 2014). The researcher also has to be aware to eliminate obscure information that has slight chance of revealing the identity or confidential information of the participants. 
[bookmark: _Toc8151948]2.3.3 Privacy
The researcher should also have to maintain the privacy of the participants as it might end up at the hand of third parties (Scruggs & Mastropieri, 2015). The researcher would not have to consider about this if the inductive approach of the study has been followed as it would collect information without identifying the selected group and personal information. 
[bookmark: _Toc8151949]2.3.4 Vulnerability 
Considering on the ethical issues, the researcher would have to focus on various vulnerability issues for ensuring the wellbeing and rights of the group selected for gathering information (Saunders, 2013). The researcher, while developing the research sample, should have to be crucially concern about various issues and group dynamics in order to ensure ethical practice.

[bookmark: _Toc8151950]Conclusion
From the above discussion, it can necessarily be justified that the ethical considerations of the consumers greatly influence their evaluation criteria of purchasing alternatives in the fashion industry. There are different attributes that the new generation consumers take into considerations while they make their purchase decisions. This includes various personal and social levers to consider. It was empirically evident that social levers are mostly important in terms of making the purchase decisions than those of the personal ones. This shows how the social norms normally operate in terms of being prominent of a particular person’s prominent criteria in making ethical decision making. This study further makes attempts in understanding the Millennial’s motivations for making ethical purchases and how these different motivations necessarily differ by various issues and awareness. Besides, this study further looks into the fact that how the country of residence that the new generation customers live in necessarily affect their ethical consumption decisions.
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