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[bookmark: _Toc19191008]Abstract
Moral judgement delineates the perceptions and the decisions that people make through moral sets of domains and ideas. Ethical belief, on the other hand, refers to the perspective that the people hold regarding a subject matter that is influenced by the moral judgement or orientation of the people. This research aims at investigating the way moral judgement influence the ethical belief of young Bangladeshi fashion consumers. The objective of this study involves explaining the different dynamics of moral judgement considering the fashion industry consumers, explaining the different issues involved in ethical beliefs of the young fashion consumers, determining the relationship between the moral judgement and ethical belief and also recommending the way Bangladeshi fashion companies can positively influence the buying choices of the customers to ensure their sustainable growth. To achieve these research objectives the researcher has opted to follow the interpretivism research philosophy and also opted to apply inductive research approach. The researcher will use the exploratory research design and will conduct an interview for data collection. For interview 85 young fashion consumers and 15 employees working in Bangladeshi fashion companies will be chosen through the convenience sampling technique. For data analysis, thematic data analysis tools will be used. The researcher expects that there will be a significant correlation between the moral judgement and ethical belief of the young Bangladesh fashion consumers by the end of this research.
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PART 1: Research Plan
[bookmark: _Toc19191009]1 Introduction
[bookmark: _Toc19191010]1.1 Background of the Research
Bangladesh is known for its ready-made garments industry as the RMG sector in Bangladesh contributes to 81.2% of the export income (Haider, and Shakib, 2018). Alongside with the export industry, the local fashion industry is also thriving maintaining a growth rate of over 10% for the last few years. In the future as well, this industry is also aiming to attain further growth because the local consumers are getting more prone to locally produced fashion products (Haque, and Azmat, 2015). The local clothing brands are also being able to live up the expectations of the local consumers which also contributing to the growth of this industry. According to the reports revealed by Huq et al (2016) all the local consumers have reported at least 10% in their sales revenue in the latest year ended 2018-2019. With the growth of this industry, the competition is also thriving because more and more companies are entering this industry. The rise of the online fashion retailing companies is also adding to this. Irrespective of all these positives, the fashion products manufacturers in Bangladesh are blamed for not maintaining ethical workplace environment because they have been often blamed for unsafe workplace, poor maintenance of the employee rights, not following of the laws and regulations and also not following the environment guidelines at the same time (Islam, 2018).
These issues have long been ignored by the local fashion consumers because in the past the consumers were not cautious that much regarding ethical codes and practices and also moral judgement was not important to the Bangladeshi fashion consumers as mentioned by (Kamal, and Deegan, 2013). With the time the situation has got changed as the youth consumers in the fashion industry got more cautious regarding the moral judgement and their moral judgement has started to influence their ethical view and also are having a profound impact on their buying behaviours at the same time as stated by (Khan, et al, 2016). The companies are also viewing the ethical issues with more importance because the brand image and also the customer's loyalty is associated with it. This research is going to investigate the way individual moral judgement affects the ethical beliefs of the customers of the Bangladeshi young fashion consumers precisely.
[bookmark: _Toc19191011]1.2 Rationale
According to Niebuhr (2013), the moral judgement of the consumers is getting more sophisticated day by day with the encroachment of globalisation and also with the fast-changing dynamics of the business world. Parker (2011) added to this discussion by stating that moral judgements are complex as they vary individual to individual as the perceptions among the people also are very different from each other. Park et al (2012) supported this by adding that moral judgement depends on the individuals thinking regarding a subject matter. Rahman et al (2011) had a different view as he stated that though moral judgements vary from individual to individuals still the core focal points of moral judgement remain the same. Richardson et al (2012) stated that the moral judgement of the individuals does have a significant impact on the ethical belief that has an influence on everything. Siddiqui and Uddin (2016) also opined the same by adding that moral judgements do affect the ethical beliefs fully and the preferences of the customers do get shifted by this. Teulon (2014) mentioned that as moral judgements shape up the ethical beliefs hence, they also influence the buying behaviour. Although numerous previous studies like Vaughn, L., (2015); Uddin and Razu (2019) did show the impact of the moral judgement on the ethical beliefs none of them was specific enough in identifying the specific factors of the moral judgements and their correlation with the ethical beliefs of the consumers and their impact on the consumers buying behaviours as well. This is the research gap as this research will depict how different points of moral judgement affect the ethical beliefs of the customers in the fashion industry of Bangladesh. No previous research has been done considering Bangladesh’s fashion industry context highlighting the impact of the moral judgement on the ethical beliefs of the young consumers. Hence, there is a huge research gap from this context as well. This research will fill this gap as well because it will consider the context of the Bangladeshi young population of the fashion industry and will investigate and judge how the moral judgements affect their ethical behaviours in terms of favouring a particular brand. This research will be helpful for future researches as well because the future researches can use this research as a base at the same time. This research will also contribute in helping the business managers working in the fashion industry in understanding the significance of the moral judgements in shaping up the ethical beliefs and also will pave the way by which the fashion retailing companies can use moral beliefs favourably in order to attract more customers. 
1.3 [bookmark: _Toc19191012]Aim
The aim is to investigate the way moral judgement influences the ethical beliefs of Bangladeshi fashion customers. 
1.4 [bookmark: _Toc19191013]Objectives
The research objectives are:
· To critically appraise different aspects of the moral judgement considering the context of Bangladeshi young fashion consumers
· To evaluate the context of the ethical beliefs and the core issues involved in it, in terms of the Bangladeshi young fashion consumers
· To determine the relationship between the moral judgements and ethical beliefs of the young fashion consumers of Bangladesh
· To depict the way outs for the fashion retailing companies in shaping the moral judgements and ethical beliefs favourably in order to attract their buying behaviours
1.5 [bookmark: _Toc19191014]Questions
The main research question is:
· How does moral judgement affect the ethical beliefs of the young fashion customers of Bangladesh?
The sub research questions are:
· What are the appraise different aspects of the moral judgement considering the context of Bangladeshi young fashion consumers?
· What is ethical belief and what are the core issues involved in it, in terms of the Bangladeshi young fashion consumers?
· What are the way outs for the fashion retailing companies in shaping the moral judgements and ethical beliefs favourably in order to attract their buying behaviours?




[bookmark: _Toc19191015]2: Literature Review
[bookmark: _Toc19191016]2.1 Introduction
Ethics and moral judgement have been considered an intriguing factor among researchers of the business arena. In various industries and various situations, the concept of ethics and moral judgement has been analysed by researchers. Here, moral judgement in ethical beliefs of the Bangladeshi fashion customers will be analysed to build up the literature ground of the study.
[bookmark: _Toc19191017]2.2 Concept of Moral Judgement and Ethical Belief
Though moral and ethics are generally considered to be the same thing and used in the same situation, social researchers have associated moral with personal beliefs whereas ethical beliefs are thought to be a result of the group or social perception of right or wrong (Park et al. 2012). According to Niebuhr (2013), moral judgement is a personal belief about what is right and wrong. Defining moral judgement, Vaughn (2015) stated that moral is the individual set of ethical codes that directs the code of conduct in a person. The definitions of moral provided by the authors indicate moral is more of a personal code of conduct and behaviour. On the other hand, Irwin (2009) argued that ethics is more applicable in a social setting where it represents the perception of right or wrong in a group of people. Agreeing with Irwin (2009) Teulon (2014) stated that ethics is the perceived thinking and beliefs existing in a social group that determines what is good or bad in that society or group. The definitions of ethics and moral indicates that individual moral is a subset of group ethics. 
[bookmark: _Toc19191018]2.3 Factors affecting the Moral Judgement in Ethical beliefs of Bangladeshi Young Fashion Consumers
[bookmark: _Toc19191019]2.3.1 Moral Domain
According to Graham et al. (2011), the moral domain is a theory that states that the perception and concept +of morality in a person develops during his/her childhood and the base of morality in a person is set during this period of life which impacts the later perception of morality in that person. In this theory, it is argued that moral reasoning is different compared to various other types of social knowledge that determines ethics (Arsenio and Lemerise, 2004). This theory is contradictory to the global stage theory of morality proposed by Kohlberg (1981) where he argued that morality in a person is developed in different stages of life. Richardson et al. (2012) argued that people use the moral domain in the complex situations where cultural expectation, rights, or emotion is involved whereas the general understanding of morality developed in different stages of life is applied in normal situations. This can lead to understanding the behaviour of Bangladeshi young fashion consumers. For example, Azad (2019) stated that a large number of young consumers decided to boycott “Aarong” a famous fashion brand in Bangladesh as a retaliation to the brand unethically influencing the transfer of a magistrate that revealed fraudulent activities of Aarong. This can be attributed to the moral domain of young fashion customers of Bangladesh as Aboud (2006) stated that parents in Bangladesh teach their child from early childhood that the right reaction to unethical corporate or business entities is to boycott the businesses altogether. However, the different stages of moral development are also applicable in the Bangladeshi young fashion customers. Research by Siddiqui and Uddin (2015) revealed that Bangladeshi young fashion consumers viewed the Rana Plaza collapse incident where more than 1100 people died as a result of the absence of morality in the owner of the building whereas adults ageing 40 or more viewed this as a lack of strict laws to prevent such accidents. This shows that the perception of moral can be different in different stages of life. Therefore, both the moral domain and different stages of moral development are applicable to assess the ethical beliefs of the young customers of Bangladesh.
[bookmark: _Toc19191020]2.3.2 Moral Judgement
The moral judgement of the Bangladeshi young consumers or young consumers of countries with a similar culture or economic status has been discussed in various research papers. In a study, Arli et al. (2015) found that moral and trust of the young people in Indonesia and Thailand heavily influences their moral judgement when they are faced with a complex situation. Bucci et al. (2012) stated that ethical judgement is demonstrated by most of the millennial given that they have access to the right information about product origin and business ethics. This suggests that moral judgement using which millennial decided between right or wrong at a personal level has a strong influence on the actions taken by young consumers. However, Huq et al. (2016) investigated this issue from the perspective of Bangladeshi consumers and found that the moral judgement and ethical beliefs of Bangladeshi young fashion consumers are negatively affected by false, misleading, and advertising with subliminal messages. This finding is in sync with the study of Bucci et al. (2012) in the sense that young consumers demonstrate positive moral judgement when information is properly presented and available to them whereas the study of Huq et al. (2016) found that negative presentation of information leads to false sense moral judgement. However, a study by Islam (2018) found that young fashion consumers in Bangladesh are becoming more aware of problems of false advertising and they are focusing more on buying from businesses that present information properly. Comparative analysis of the findings suggests that moral judgement of the young consumers of Bangladesh is associated with the information provided to them but increasing awareness about false marketing is contributing towards developing a higher level of awareness about ethical marketing.
[bookmark: _Toc19191021]2.3.3 Moral Behaviour
The study of Chowdhury and Akter (2018) conducted on 1177 young consumers of the fashion industry found that young consumer prefers businesses that provide durable clothes and provide their employees with a good working condition. This suggests that the young fashion consumers of Bangladesh portray ethical behaviour while buying from fashion brands. According to Khan et al. (2016), ethical behaviour in the business world is the application of ethical value in deciding to which brand to buy from based on the application of ethics by the businesses. In this sense, the study of Chowdhury and Akter (2018) support that ethical consumerism is demonstrated by the young fashion consumers of Bangladesh. In another study, Haider and Shakib (2018) found that portrayal of social imaging that aims at social betterment in the advertising activities of fashion brands is directly linked with the increased intention to buy from the brands. This also indicates to the fact that moral behaviour is demonstrated by the buyers of the fashion industry of Bangladesh. However, Uddin and Razu (2019) found that advertising activities when directed by a manipulative agenda, can influence the young consumers of Bangladesh even if the products and services are not sourced ethically. This suggests that the young generation consumers of Bangladesh can be influenced to buy from businesses through the application of manipulative marketing. Nevertheless, this finding doesn't rule out the importance of moral behaviour among the young consumers of Bangladesh rather it shows that the application of manipulative marketing can sometimes mislead young consumers. Overall, it seems that ethical behaviour is a strong factor to be considered to understand moral judgement in ethics in Bangladeshi young consumers. 
[bookmark: _Toc19191022]2.3.4 Individual Moderators
Individual moderators such as motivational orientation and intention are influencing the moral judgement in ethics in Bangladeshi fashion consumers. In this regard, Chowdhury and Akter (2018) found that functionality in the workplace is preferred by both male and female consumers. This suggests that workplace functionality in fashion brands is an individual moderator of customer ethics in the Bangladeshi young generation fashion consumers. Parker (2011) found in his study that fashion brands sourcing their products from sustainable sources are more preferred by the fashion industry consumers of Bangladesh, specifically, consumers ageing from 18 to 30 were more likely to choose a fashion brand that sources products from ethical and sustainable sources. Therefore, ethical sourcing can be identified as another individual moderator of ethical judgement in Bangladeshi young fashion consumers. However, Khan and Rodrigues (2015) found that the lack of information provided to the consumers might cause the consumers to buy from businesses that engage in unethical activities. In comparison with the previous finding, this finding suggests that ethical sourcing might be considered as an important individual motivator of moral judgement in ethics in the Bangladeshi fashion consumers but unavailability of information might still cause them to choose an unethical fashion brand.  In their study, Ferdous and Polonsky (2013) found that the ethical intention of the salespeople of businesses acts as an individual moderator of consumer buying intention among the young consumers of Bangladesh. In this regard, they recommended businesses to increase the ethical intention of the salespeople to gain the trust of the young generation of Bangladesh. Rahman et al. (2011) found that transparency maintained by businesses works towards increasing brand loyalty among ethical consumers of the young generation in the Bangladeshi fashion industry. Various researchers have pointed to various individual moderators that motivate the young consumers of the fashion industry. Their findings might have been different but they agree on the base issue that ethical business practices increase the motivation among the young consumers of the fashion industry of Bangladesh to buy from the businesses. 
[bookmark: _Toc19191023]2.3.5 Situational Moderators
Situational moderators show the differences in individual levels between different individuals (Ilies et al. 2011). This has been investigated in the context of young consumers’ ethics of fashion brands of Bangladesh. In this regard, Anisul Huq et al. (2014) found that positive impact of CSR programs of fashion industry brands increases brand loyalty in 35% of the young consumers whereas good quality product can increase brand loyalty among 75% of the young consumers. Both findings support the fact that young apparel industry consumers are likely to become loyal to brands demonstrating ethical business practices. However, the good quality of products is more important as a situational factor in increasing brand loyalty. In another study, Haque and Azmat (2015) found that good working condition provided to the workers is preferred by young consumers of the apparel industry of Bangladesh. However, they found that pricing the product ethically based on product quality is more important than providing a good workplace condition. These findings also show that situation moderators are different in different individuals. Another finding by Kamal and Deegan (2013) puts the importance of situational moderators in perspective. They found that the financial condition of buyers can impact on the level of ethical behaviour demonstrated by the young generation buyers of the fashion industry in Bangladesh. They argued that many young buyers buy from companies with less recognition in the market even though they intend to buy from more recognised brands for ethical business practices as a result of not having the financial ability to buy from the ethical brands. This clearly shows that situational factors can influence the moral judgement in ethics in the Bangladeshi young consumers of the fashion industry. The findings might have pointed to different situational factors impacting on the moral judgement and ethics of the young buyers but the findings support the fact that situational moderators are important influencers of consumer ethics and moral judgement among the young consumers of Bangladeshi fashion brands.


[bookmark: _Toc19191024]2.4 Conclusion
Moral judgement in ethics in the Bangladeshi consumers is impacted by various factors such as ethical sourcing, informative advertising, providing the employees with a good workplace condition, pricing the products based on their quality, providing good quality products, and so on. These factors are important in increasing the buying intention of the buyers. These factors have also been identified to be influencing the construction of the moral judgement of the young generation fashion consumers of Bangladesh, leading to the understanding that young consumers of Bangladesh demonstrate strong moral judgement when buying from the apparel brand in Bangladesh. However, some situations factors have found to be impacting negatively on the moral judgement of misleading young consumers. Nevertheless, the increasing awareness among the young consumers of the fashion industry might overcome the negative influencers in the future.


2 [bookmark: _Toc19191025]Method 
[bookmark: _Toc19191026][bookmark: _Toc16696693]3.1 Philosophy
In this research interpretivism, philosophy will be preferred as the researcher will opt to determine the cause-effect relationship among the different issues affecting the moral judgement with the ethical beliefs of the customers in the retail industry. Hence, interpretivism will be the most suited research philosophy here. Positivism will help the researcher in assessing the existing information and will help to find out the extent to which the moral judgement of young customers affects their ethical orientation regarding fashion products. The interpretivism philosophy will help to bring out exact reasoning and justifications of issues affecting moral judgements and ethical beliefs of the customers in the precise manner involving the practical contexts and human participants and also will help to enable deep understanding of the subject matter. The researcher will avoid positive philosophy because interpretivism can’t depict accurate reasoning rather it gives an understanding of the research context which only shows the results avoiding the understanding of the context. In interpretivism philosophy, the elements or background is explained where deep understanding is made but positivism philosophy lacks preciseness hence it has been avoided (Goddard, & Melville, 2015).
[bookmark: _Hlk5847959]Interpretivism is more convenient because it allows justification-based reasoning explaining the full details of what leads to what which in this context will help the researcher in finding out the core reasoning explaining the moral judgements and ethical beliefs of the customers in a precise manner (Han, et al, 2015). The interpretivism philosophy will also contribute to finding out the specific impact of the different pillars of moral judgement of the youth customers of the fashion industry of Bangladesh on their ethical beliefs and preferences. The interpretivism will help to exactly prove the impact and also will help to delineate the nature of the relationships among the different aspects of the moral judgement with the ethical belief of the customers. 
[bookmark: _Toc19191027]3.2 Approach
Maintaining the alliance with the interpretivism philosophy inductive approach will be preferred because it paves the way for the exact reasoning and also allows to maintain structured research frame in order to draw precise results showing the extent to which moral judgement affects the ethical behaviours of the youth customers from the fashion industry of Bangladesh. 
[image: Image result for inductive vs deductive research]
[bookmark: _Hlk5847940]Figure 1: Research Approach
Source: (Pedro, 2012).
Deductive approach enables the researcher to look into the existing theories at first and then develop a pattern or hypotheses to confirm that by analysing the existing data or facts but here the research context is new and not enough data is available in the context of the moral judgements and ethical behaviours in the context of Bangladesh hence inductive approach is preferred. As the impact of the issues that form moral judgements on the ethical behaviours are not proven in the context of the young fashion consumers of Bangladesh and there are not enough existing theories and data are available on this hence inductive approach will help the researcher to consider these and design plans to investigate the way moral judgements affect the ethical beliefs of the young consumers considering the fashion industry of Bangladesh. The researcher didn’t opt for the deductive approach because here, no re-confirmation of the existing theory will be explored and also at the same time the researcher won’t do any experiments as well which suits with inductive approach (Ketchen, & Bergh, 2014). Moreover, the inductive approach will result in understanding the context of the research better and also is suitable for the longitudinal time frame. Hence, inductive research approach has been preferred here. 
[bookmark: _Toc19191028]3.3 Strategy
In this research, the researcher will mainly focus on collecting the qualitative primary data to depict the way moral judgement affects the ethical beliefs of the customers. There are different research strategies that can be followed by the researcher. The list of research strategies can be understood as follows:
[image: ]
Figure 2: Research Strategy
Source: (Ketchen, & Bergh, 2014)
[bookmark: _Hlk5847886]Here the researcher will select the exploratory research strategy by which the researcher will consider the big picture of the moral judgements and ethical beliefs at first considering the fashion sector of Bangladesh and the impact analysis will be done to delineate the way moral judgements affect the ethical behaviours. The exploratory research design will help the research to maintain enough flexibility according to the core aims and objectives of the research (Keys, 2015). The exploratory research strategy will also help the researcher in completing this research in an organized manner depicting the core outcomes of the research in a precise way. The researcher avoided case study method because here individual case studies won’t be enough to draw a conclusion regarding the moral judgements and ethical behaviours among the young customers in the fashion industry of Bangladesh. 
[bookmark: _Toc19191029]3.4 Choice
The research choice determines the nature of the data collected by the researcher. In the quantitative research choice, the researcher collects the data that remains in the mathematical or numeric format. Quantitative research choice involves the application of mathematical and statistical tools to delineate the exact outcome for the research. The qualitative research choice, on the other hand, focuses on the collection of theoretical data or descriptive data. The mixed research approach, on the other hand, allows both quantitative and qualitative data collection.
[bookmark: _Hlk5847858]In this research qualitative research choice will be prepared as the researcher is going to collect qualitative data for this research. Qualitative research is important in understanding the context of the research fully and also helps to make a deep interpretation of the research subject matter as well. Here, the researcher preferred qualitative research choice mainly because it matches with the interpretivism research philosophy. Qualitative research choice is also supported by the inductive research approach at the same time (Kothari, 2014). The research timeframe here involves longitudinal timeframe that also supports the qualitative research context. The researcher avoided quantitative the selection of the quantitative research choice because quantitative research choice matches with the deductive approach and also at the same time goes well in terms of the hypotheses testing which is not in this case. Moreover, though quantitative research choice can produce exact results they are not able to reflect the context of the research.                                                                                                                                                                                                                                                                                                                                           
[bookmark: _Toc16696694][bookmark: _Toc19191030]3.5 Data collection and analysing tools
[bookmark: _Hlk5847840]The researcher will collect both primary and secondary qualitative data for this research. The primary qualitative data will be collected through the in-depth semi-structured interview. Here, for an interview, the research population involves both the young fashion customers from Bangladesh and also employees working in the different fashion companies as well. The researcher will select 85 participants from the young fashion customers of Bangladesh through the convenience sampling technique. Convenience sampling helps to select the research participants based on convenience of reach and it will help the researcher to select the research participants without much difficulties (Newman, & Benz, 2011). The customers-oriented interview will involve different open-ended questions regarding the different aspects of the moral judgement and their relationship with the ethical behaviours of the customers. The researcher will also conduct employee interview to collect their thinking and opinions regarding the research subject matter. Collect data through the employee interview will help to make the more practical analysis of the research context and will help the researcher to interpret the moral judgement and also the ethical belief of the young consumers from the company’s context better. For an employee interview, 15 employees will be selected from the fashion industry companies of Bangladesh through the convenience sampling technique. The interviews responses will be collected mostly through the skype video calls and in special cases, the personal visit will be made. Pre-permission will be taken for collecting the responses of the interview data. As the qualitative data will be collected in this research context, hence thematic data analysis tools will be used here. Thematic data analysis will help the researcher in keeping consistency in the research work and also in presenting the summary of the qualitative data in a structured manner. 
[bookmark: _Toc16696695][bookmark: _Toc19191031]3.6 Research Timeframe 
The research timeframe is below:
[image: ]


[bookmark: _Toc19191032]4 Expected Conclusions 
By completing this research, the researcher is hopeful that there will be a strong correlation between moral judgement and the ethical belief of the consumers in the fashion industry of Bangladesh. The researcher is hopeful that all the aspects of the moral judgement of young consumers will have a significant impact on the ethical belief. By the end of this research, the researcher is also expecting that the ethical belief will also have a significant impact on the buying attitudes of the customers of the fashion industry of Bangladesh.
Studies like Anisul Huq et al (2014) did found the significant impact of the moral judgement on the ethical belief of the customers because moral judgement shapes up the perceptions of the people which depicts the likings and disliking of the people at the same time shaping up particular ethical belief. Arli et al (2015) also found the same as the study depicts that ethical belief is influenced by different moral domains, judgement and also the moral behaviours and these factors influence the way people perceive something. Azad (2019) found that ethical belief of the customers is significantly affected by both individual and situational moderators. Bucic et al (2012) found that the individual moderators of the ethical behaviours are complex to understand and interpret as these factors vary significantly from the individuals to the individuals. A similar study conducted by Chowdhury and Akter (2018) in the UK context delineates that the individual moderators of the ethical beliefs are commonly affected by the background, ethnicity, religious view, family background and status of the people and these factors shape up the ethical beliefs of the young fashion consumers living in the UK. Another study conducted by Ferdous and Polonsky (2013) reveals that the situational moderators of the moral beliefs among the young consumers from the UK involve the organisational policies, goodwill’s and also the practices. This whole issue has been covered by Haider and Shakib (2018) which can be depicted as follows:
[image: ]
Figure 3: Situational and Individual Moderator
Source: (Haider, and Shakib, 2018)
Haque and Azmat (2015) opined that the individual moral domains and also moral judgement significantly affect the buying intention in the fashion and apparel industry which has been confirmed by the findings made by Huq et al (2016) which is below:
[image: ]
Figure 4: Ethics impact
Source: (Huq, et al, 2016).
From the above findings, it can be understood that due to moral intensity the consumers are more prone to make organic products buying that has no adverse impact on the environment and also consumers prefer the products that are more socially responsible and also at the same time cares about the surroundings. Ilies et al (2011) opined that the concept of moral judgement and also ethical beliefs are getting more established with the time with increased pollution proximity and also with the emergence socially responsible buyers’ group across the globe. Islam (2018) also justified the above findings by depicting that the sales of the companies that brand themselves as an ethical producers have increased to a great extent in the recent years and also is expected to grow at a sustainable rate in the future at the same time which depicts the importance of the moral judgement and ethical belief in the fashion industry to a large extent. Kamal and Deegan (2013) summarized the arguments by stating that in the future even in the developing countries like Bangladesh the fashion consumers will be more concerned of the moral judgements and also the ethical beliefs in order to make their buying preferences. 
[bookmark: _Hlk5847821][bookmark: _Hlk5847801][bookmark: _Hlk5847762]In this study, the researcher will follow the qualitative study and under the qualitative study, exploratory research design has been chosen to be followed to complete this research. Different qualitative research method involves case studies, ethnography and grounded theories. The researcher ignored case study strategies because here the past incidents are considered that may not be enough to indicate the present situation hence case study has been avoided. The ethnography and also grounded theory has been ignored mainly these involve experiment-based research context that goes with the scientific research context which is not the case for this research. The exploratory research design has been preferred over the other research design mainly because it will help the research in designing the research maintaining enough flexibility highlighting the core goals and objectives of the research. The pros of the qualitative research are that it involves a more practical understanding of the context and also helps to determine the small changes in the research outcome over a particular period of time. The other advantages of the qualitative research are that through this the in-depth understanding of the research context can be made by involving a relatively small sample number (Preser, 2014). Other advantages of the qualitative research choice are that it brings more specification regarding the research context also helps to remove the biases among the data sets to a large extent. Qualitative research choice also helps to maintain the structure and also enables the detailed reasoning for the research outcomes. The limitations of the qualitative research method involve that this research mainly focuses on the subjective view of the research. Moreover, the data collection in qualitative research is to some extent time-consuming. The statistical interpretations and also exact result representation can’t be possible under the qualitative research (Raftery, 2014). The researcher requires a sufficient amount of knowledge to be able to apply qualitative research method. The researcher also needs to repeat the same procedure over a period of time in the qualitative research approach. The data rigidity also can’t be maintained in qualitative research.  Here, the qualitative research method will help the researcher in bringing out the context of the moral judgements and also the ethical beliefs covering the changes and also the core issues that affect them over the period of time precisely by involving the practical context of the research. here, the researcher doesn’t want to restrict the boundary of the research as the researcher wants to capture the full scenario highlighting the context of the moral judgement and ethical beliefs of the fashion consumers. The qualitative research will help to result in in-depth context analysis and the desired results highlighting the actual scenario (Samuels, et al, 2009). The researcher is expecting that the desired research outcome can be reached in the appropriate way. 
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[bookmark: _Toc19191034]Part 2: Reflective Essay
[bookmark: _Hlk5847569][bookmark: _Hlk6676222][bookmark: _Hlk5847602][bookmark: _Hlk5847715][bookmark: _Hlk5847670][bookmark: _Hlk5847632]The aim and also the objectives of the research influence the selection of the research choices. The data collection orientation and also the outcome orientation of the research are determined based on the quantitative and qualitative research choice selection. The quantitative research choice involves the objective oriented research choice where numeric data is analysing, interpreted and presented by applying different statistical techniques (Wilkinson, 2009). The qualitative research, on the other hand, focuses on the subjective view of the research that aims at collecting reasoning's, opinions and judgements regarding a research context to delineate an overall understanding of the research. there are different strategies used in the quantitative and qualitative study for data analysis (Welman, et al, 2012). In quantitative strategy, the common strategies include descriptive, co-relational, quasi-experimental and also experimental strategy. Under the qualitative research method, the different research strategies followed include exploratory, grounded theory, case study, ethnography and historical model. The selection of the quantitative and also the qualitative research choice is mostly influenced by the philosophy and also the approach selection of the research (Schuessler, 2009). For example, in the context of the positivist philosophy and also in the context of the deductive approach, quantitative research choice is often preferred as hypotheses testing causal relationship is involved in these kinds of the study. In terms of the short research time horizon, the quantitative research choice is often preferred. On the other hand, in the context of the interpretivism research philosophy and also in the context of the inductive research approach qualitative research choice is often preferred (Scruggs, & Mastropieri, 2015). In terms of the longitudinal research qualitative research choice is often preferred at the same time because this enables the opportunity for a deep understanding of the research context.
The one easier to use and the reasoning
[bookmark: _Hlk5847734][bookmark: _Hlk6676107]Comparing the context of both quantitative and qualitative research, it can be commented that quantitative research is easier to use compared to qualitative research. The reason for that in the quantitative research choice, the research can be completed within a short time horizon. The data collected in the quantitative research choice is far easier and also at the same time, the data collection can be made within a structured framework at the same time. In the quantitative study, no deep knowledge regarding the research context is required for completing the research because here the understanding of the research context isn’t required and this research approach only considers the results (Saunders, et al, 2014). In the quantitative research choice, it is easier to reach a conclusion as statistical tools have been applied that help to reach an exact conclusion. On the contrary qualitative research needs background experience and knowledge to be applied. Qualitative research choice is time-consuming to apply because here in-depth understanding of the research context is required. There is no fixed boundary for data collection in the qualitative research choice because the data collection in the qualitative research choice remains flexible. Exact conclusion in the qualitative research choice is very difficult to be made because here the research context is explored to make understanding, not precise results (Samuels, et al, 2009). Moreover, qualitative research choice involves the research context regarding which there are fewer data available that also makes the qualitative research choice difficult to be implemented. The data collected in the qualitative research choice requires time and also effort to be interpreted clearly. The outcome in the qualitative research is also very difficult to be determined because by qualitative research choice the indication can be gained not the exact reasoning.
Preferred research choice: Qualitative and the reasoning
In my doctoral research, I have opted to apply qualitative research to depict the impact of the moral judgement on the ethical belief of the Bangladeshi young fashion consumers. Although, it has been previously discussed that quantitative research choice is easier to be applied but I have opted for qualitative research choice. The reason for that I am opting to complete doctoral research where the context understanding is very much important which is unable to be achieved through the quantitative research choice. Moreover, as I am going to complete doctoral research hence, knowledge regarding the background of the research is also very much important for me and I have enough knowledge regarding this research subject which is enough to implement qualitative research technique. Moreover, my doctoral research involves longitudinal time horizon that means I will be able to conduct research for multiple periods of time which will enable me to make the deep understanding of the research context that also suits the qualitative research context. Other than these my research is aimed at investigating a complex matter related to moral judgements and also the ethical belief of the consumers that also require long term investigation and deep analysis to be interpreted in the right manner. Moreover, as there are few or no previous researches done on this topic considering the context of Bangladesh the researcher won’t be able to make rigid data collection plan hence flexibility is required in terms of data collection for this research which is not possible in the quantitative research choice. Qualitative research choice, on the other hand, will provide enough help and assistance in maintaining flexibility to cover the wider context of the research to make exact summary demonstrating the way moral judgement affect the ethical behaviours of the young consumers from the fashion industry. Quantitative research limits the data collection boundary as the data is collected in a rigid way maintaining a fixed format which is not in the case for the qualitative research as by qualitative research the researcher in this context will be able to collect extra information that can help the researcher in drawing logical conclusion for the research precisely covering all the required facts and information as appropriate. Hence, for my doctoral research, I have preferred to apply qualitative research choice.
Similarities and differences 
There are significant similarities and dissimilarities identified between the qualitative and the quantitative research choice that I have identified through my experiences. I have observed that qualitative research is used to discover ideas with general objectives whereas quantitative research is aimed at testing the hypotheses with specific questions (Raftery, 2014). In the qualitative research the deep observation is made and then interpretation takes place on the other hand in the quantitative research the events are measured and testing is done appropriately. In the qualitative research, the data remains in the unstructured or free format on the other hand in the quantitative research the structured data is considered and also the categories are specified accordingly (Preser, 2014). In the qualitative research, the research results are subjective whereas in the quantitative research results are objective in nature. In the qualitative research, the intimate involvement of the researcher is required whereas in the quantitative research deep involvement is not required. In the qualitative research small sample number is required, whereas in the quantitative research large sample number is required. The origins of the quantitative research are from natural science, on the other hand, the origins of the qualitative research are social science (Newman, & Benz, 2011).  In the quantitative research positivism, philosophy is considered whereas qualitative research involves interpretivism or naturalism. Qualitative research involves inductive and involves more flexibility. Quantitative research involves deductive approach or less flexibility. In the quantitative research, theory testing is done whereas in the qualitative research the new theory is built. In the quantitative research, the researcher acts as the outside or observer whereas in the qualitative research the researcher acts as the insider or the participants (Kothari, 2014). People are regarded as objects in quantitative research whereas, in qualitative research, the people are considered as the object. The qualitative research is more field-based compared to quantitative research. The research focus is more individualistic in terms of quantitative research whereas, in qualitative research, the research focus is more group based (Keys, 2015). The data collected in the qualitative research involves interviews, observations and focus group study. On the other hand, in quantitative research, the research data is collected through the surveys and structured interviews mainly. 


[bookmark: _Toc19191035]Reference
Keys, P. (2015). A methodology for methodology choice. Syst. Res., 5(1), 65-76. 
Kothari, C. (2014). Research methodology. New Delhi: New Age International (P) Ltd.
Newman, I., & Benz, C. (2011). Qualitative-quantitative research methodology. Carbondale, Ill.: Southern Illinois University Press.
Preser, R. (2014). A methodology of damage. International Journal Of Social Research Methodology, 1-14. 
Raftery, A. (2014). Bayesian Model Selection in Social Research. Sociological Methodology, 25, 111. 
Samuels, W., Biddle, J., & Emmett, R. (2009). Research in the history of economic thought and methodology. Bingley: Emerald JAI.
Saunders, M., Lewis, P. and Thornhill, A.,(2014). Research methods for business students, 5th ed. Essex: Pearson Education Limited.
Schuessler, K. (2009). Covariance Analysis in Sociological Research. Sociological Methodology, 1, 219. 
Scruggs, T., & Mastropieri, M. (2015). Applications of research methodology. Amsterdam: Elsevier JAI.
Welman, C., Kruger, F., Mitchell, B., & Huysamen, G. (2012). Research methodology. Cape Town: Oxford University Press.
Wilkinson, S. (2009). Focus group methodology: a review. International Journal Of Social Research Methodology, 1(3), 181-203. 


1

image3.png
Case Study

e

 Contemporary
Event

o Eventdoesn’t
require control of
behavioral events

o Hows research
question

single Case
Study

 Criticaltest of
existing theory

o Caseisunique.

o Itis representative

 Revelatorycase.

Exploratory
Study

7

o Startedbroad
eventually
become
narrower

 Flexibleinherent

« Adaptable




image4.png
Gantt Chart for A Research Project

Activity

Y1 | Y2

Y3

Y4

Chose a Topic

Justification

Research Aim & Objectives

Finalize Aim & Objectives

Literature Review

Draft Literature Review

Research Methods & Methodology

Develop a Questionnaire

Pilot Test & Revise Questionnaire

Enter Data in Computer

Draft Findings Chapter

Update Literature read

Complete remaining chapters

‘Submit to Tutor and await feedback

Revise draft, format for submission

Print, Bind

Submit





image5.png
Individual
Moderator

Situational Leverage

Behavioral Beliefs
+ Ethical identity

+ Expecied outcome

Normative Beliefs.

+ Social norms.
o Organizational rules and policies




image6.png
effect

ximity of
environmental
effect

994%*¥| g14*+x

agnitude of &57++* ~ Social
environmental g
consensus of
Cics environmental

effect

975%#¥

Purchase

Moral intensity

toward behavior
organic product of organic
purchases products

Relativism

Fitindices: x*=414.603 (d.f. = 266, p = .000), x*/d.f.=1.559, GFI =.907,
AGFI = .886, RMR = .085, RMSEA = .042 (LO 90: .034, HI 90: .049, Pclose = .962),
TLI =.950, CFI =.956, NFI = .887, PNFI = 787, PCFI = .848

Note: Moral intensity among four main constructs is a second-order construct which
have five first-order constructs with observed variables and the other three main
variables are also first-order constructs; numbers indicate standardized coefficients
w*% < 001




image1.jpeg
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David




image2.jpeg
Inductive Research

Tentative Ml g

Hypothesis
Em—*
[observaion MES

Inductive Research begin with a

research question and the collection
of empirical data, which are used to
generate hypotheses and theory

Deductive Research

-
[Hypothesis p ™
Observation £ ™

Deductive Research approaches
usually begin with a theory-driven
hypothesis, which guide data
collection and analysis




