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ABSTRACT 

This study examines the influence of sustainability activities on consumer attitudes, brand perception, and purchasing decisions within the UK's fast fashion retail industry. Increasing environmental concerns compel fast fashion firms to implement sustainable methods, hence affecting consumer behaviour and brand loyalty. This research aims to investigate customer attitudes on sustainability, assess the impact of sustainability activities on brand perception, and examine the effect of these initiatives on purchasing decisions. A quantitative research design was used to gather data from 58 respondents using an online survey, employing statistical techniques such as regression analysis to evaluate the hypotheses. Findings demonstrate a substantial positive correlation between consumers' views towards sustainability and their perceptions of fast fashion firms. Sustainability activities were determined to exert a direct positive influence on purchasing decisions. Consumers are progressively prioritizing sustainability and are inclined to endorse brands that adhere to environmentally friendly methods. The results provide actionable insights for fast fashion firms seeking to improve consumer engagement through the incorporation of sustainability into their business strategy. This study contributes to academic debate by underscoring the evolving consumer attitude in the fast fashion sector and the significance of sustainability in influencing consumer behavior. Subsequent research may build upon these findings by investigating supplementary aspects, including price sensitivity and social responsibility in consumer decision-making.
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CHAPTER 1
INTRODUCTION

1.1. Background of the study
The world fashion retail industry is experiencing massive growth in the last few decades. Such a growth rate has been influenced by the changing pace in consumer preferences and styles, technologies enhancements, and increasing social and environmental awareness (Gazzola et al., 2020). Sustainability has developed to become such a vital variable that plays a part in customer behavior and brand strategy, making it one of the most influential challenges in business at the current time. It encompasses a wide range of activities within the fashion industry related to the use of environmentally friendly materials, setting up ethical labor conditions, reducing waste, and creating initiatives that will not harm the environment when producing and distributing such products. Demand for sustainable fashion has thus grown tremendously as customers become well conscious about the environmental and social implications of their shopping decisions, thereby exerting pressure on retailers to embrace more responsible business practices.

Close to the Fashion Retail Business, the United Kingdom has been among the leading countries fully embracing the shift towards best practices in sustainability (Ashby, 2018). The United Kingdom is one of the most developed fashion markets in Europe, with a wide variety of companies that span from high-end labels to quick fashion outlets. In the recent past, however, customers, regulators, and other non-state actors have increased pressure on the fashion stores of the United Kingdom to adopt the concept of sustainability. The few who have resisted these now considerable pressures are forced into incorporating at least some of these sustainability practices, which accommodate the use of organic materials and those obtained from recycling processes, carbon reduction programs, and the use of transparent supply networks. Greenwashing refers to companies conducting business with untrue claims of environmental benefits from the merchandise being produced or traded. However, while some companies have been able to achieve great successes in this regard, others have been blamed for the practice known as "greenwashing."

In fashion shopping, customers' perceptions of the meaning of the word "sustainability" are intricate and quite complex. While there are strongly customer-driven forces of sustainability working in an organization and actively searching for businesses that align with their ideals, on the other side, consumers may be easily influenced by considerations like price, convenience, and style because they are more concerned about these factors (Evans and Peirson-Smith, 2018). Furthermore, there is a gap between the preferences that customers have expressed concerning green products and the purchase behaviours they eventually show. This is referred to as the "attitude-behavior gap." The gap challenges fashion retailers to satisfy consumers' desires for sustainable products while trying to remain profitability sustainable in an industry that is extremely competitive.

In this context of recent regulatory developments and focused public conversation around environmental concerns, the topic of sustainability in fashion has taken on a special significance in the United Kingdom. The UK government has taken several initiatives to promote sustainability in the fashion industry. The Promote Sustainable Clothing Plan and probe into the sustainability of the fashion industry conducted by the Environmental Auditing Committee unveiled the need for enhanced transparency and accountability in companies' supply chains and customer education about what influence their purchase decisions are having on the environment. Moreover, the COVID-19 outbreak has further impacted the fashion industry due to supply chain disruptions across the globe. It has also changed the behavior in consumers towards fashion (Pang et al., 2022). On this point, the COVID-19 pandemic has made customers aware of their economic activities' influence on the environment and the urgency of ethical business practices. This has further accelerated the trends toward online shopping and sustainability, which were already happening. Under these conditions, it is all the more important to possess insight into how customers think about the concept of sustainability in fashion retailing.

So, the objective of the research is to investigate the perception of consumers on sustainability practices in the fashion retailing business operating in the United Kingdom, focusing particularly on how such perceptions impact brand perception among consumers and further the purchase decision. This study is meant to help fashion retailers enhance their sustainability strategies and serve their customers better. This will be done  by identifying the factors which may have impact on consumer attitudes towards sustainability and, at the same time by identifying barriers which hinder them in making choices that are sustainable.

1.2. Rationale of the Study
This research studies consumer perceptions about sustainability practices to understand how customers in the United Kingdom perceive fashion retail business sustainability practices and these affect brand perceptions and purchase decisions. The objective of the research is to identify the key barriers that may impede customers from making sustainable purchasing decisions and identify the main elements that affect attitudes of the consumers toward sustainability within the fashion industry. This is going to help fashion retailers with some meaningful pointers on how they can improve their sustainability plans for a better alignment with the prospects of consumers. All this will be achieved through a more profound understanding of the dynamics involved.

1.3. Statement of the research problem
However, there is still a big chasm between the attitudes that consumers hold about sustainability and the actual buying behaviors they exhibit, even as the fashion industry becomes increasingly aware of, and demanding of, sustainability. Although a large percentage of customers are aware and mindful of their desire for green companies and products, it does not reflect in purchasing action. This is what some people call the "attitude-behavior gap." In this gap lies a huge challenge for the fashion merchants—balancing the imperatives of implementing green practices with the pressures of staying profitable and competitive in a product-saturated market. Matters are complicated further as concerns such as greenwashing, which involves the misrepresentation or exaggeration of a company's efforts to become greener, make the consumers skeptical and distrusting of the company. This research seeks to fulfill the already identified need for a fuller understanding of how UK consumers perceive sustainability in the fashion retailing business and how these perceptions affect purchasing behavior. The research will target such challenges in the aim to provide insights that can help in the bridging of attitudes and behaviors of consumers by helping in developing better ways towards finally fashioning more successful and authentic sustainability strategies within the fashion industry.

1.4. Research aim, objectives, and research questions
Research aim: The study aims to investigate the customer attitude towards sustainability practices in the fast fashion (FF) retail business in the UK and analyse its impact on brand perception and purchasing decisions.

Objectives of the study:
1.	To examine consumer attitudes regarding sustainability initiatives in the fast fashion retail sector in the UK.
2.	To analyze how sustainability practices affect consumers' perception of brands in the fast fashion retail sector in the UK.
3.	To investigate the impact of sustainable initiatives on customers' purchasing decisions.

Research questions of the study:
1.	What are the consumers’ attitudes toward sustainability practices within the fast fashion retail industry in the UK?
2.	How do sustainability practices impact brand perception among consumers in the fast fashion retail industry in the UK?
3.	What effects do sustainability practices have on consumers' purchase decisions in the fast fashion retail industry? 


Thus, the key hypotheses of the present study are, 
H1: There is a significant positive relationship between the consumer’s attitude on sustainability practices and perception of brands in the fast fashion retail sector in the UK.
H2: There is a significant positive relationship between the perception of sustainable initiatives and customers' purchasing decisions in the fast fashion retail sector in the UK.

1.5. Working plan of the study
Notably, the operational strategy of this research aims to meet systematically the research objectives by following a structured methodology. This will be primarily begun by a literature review for the identification of crucial concepts and research gaps, succeeded by the development of an appropriate research methodology for the study. The data collection methods used will be quantitative, specifically, by means of questionnaires that will be distributed in a sample population of consumers. Then the study will be conducted data analysis, using statistical methods to make inferences of the relationships between sustainability practices, brand perception, and consumers' behavior. The study will be brought to a close with a conclusion discussion that envelopes the findings, implications, and suggestions for future investigations and applications. After all these processes a well-structured dissertation report will be prepared based on key chapters from its beginning to the end. 
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Figure 1.1. Research plan process (Source: Created by the researcher)

1.6.  Chapter scheme of the study
The construction of this dissertation is formulated around six chapters, each touching on a specific area of the study at hand. 
The first chapter constitutes the Introduction, which will address over view of the history, purpose and problem statement of the study. Also discussed in these chapters are the aim of the research, objectives, methodology and the structure of the chapter. 
The second chapter is labelled Review of Literature, where a detailed analysis of the available literature discussing the practices of fashion retail businesses in ensuring sustainability, consumer attitudes towards sustainability, and the influence of sustainability on brand perception and consumer purchase decisions ensues. 
The details regarding the research design, the methods of data collection, sample methodologies, and the processes of data analysis adopted for the present study are presented in Chapter three, named as Research Methodology.
Chapter four presents the actual findings of the study under the title Data Analysis and Interpretation. The statistics relating to the data that was gathered has also been presented in this chapter. 
The next chapter five, Discussion, includes the interpretation of the data in light of the study aims and current literature, highlighting major insights and implications. 
The last chapter or the sixth chapter, is entitled Conclusion and Recommendations. It provides a summary of the most important findings of the study with a discussion of the limits of the research. In addition to this, certain recommendations are provided for fashion stores, and certain research propositions are included.
















CHAPTER 2
REVIEW OF LITERATURE

2.1. Introduction
The literature review chapter is devoted to an in-depth review and analysis of the previous studies and available literature on sustainability in the fashion business. This review was conducted with a view into the research aims and objectives, especially those about the examination of the customers' attitude, brand perception, and purchasing behavior. This chapter commences with a critical review of the ‘sustainability concept in the fashion industry’ (Section 2.2). It gives an overview of its emergence, definitions, and main features—the environmental, social, and economic dimensions. Section 2.3 is devoted to ‘consumer perspectives of sustainability’, researching what drives consumer opinion and the challenges of translating sustainable preference into actual purchase behavior within the fast fashion business. Section 2.4 explores the function of sustainability in brand perception. Section 2.5 is an analysis on sustainability and consumers' purchasing decisions, focusing on drivers and inhibitors of sustainable buying behavior. Section 2.6 of this chapter points out the challenges and opportunities for making sustainability happen; it considers some of the challenges that fashion retailers face and the innovative ways they approach these issues. Finally, it is rounded off with the discussions of ‘Research gap and future directions in Sustainability Studies’ especially focused on this problem sector. Herein, it identifies areas of further research interest and explains why the given study is important for the continuing development of the academic discourse related to sustainability in the fashion industry.

2.2. Concept of Sustainability in the Fashion Industry

According to Kuhlman and Farrington (2010), the term sustainability is defined as “the ability to meet current needs without compromising the ability of future generations to meet their own needs, where environmental, social, and economic dimensions are harmoniously integrated.”
The definition is at once both extensive and inclusive, encompassing all dimensions of sustainability in relation to the environment, society, and economy. However, it may be criticized on grounds of being too aspirational in nature and therefore might bypass intricacies and compromises involved in its practical application. On the other hand, intergenerational equity claimed in the definition is of very high relevance, and yet, can be regarded as simplifying the challenges of harmonizing these dimensions within the real-life situations where conflicting interests and short-term goals usually prevail.
The word sustainability in the fashion industry has gained significant popularity over the past few years, coinciding with upsurging concerns related to ecological, social, and economic consequences of fashion production and consumption (Cohen, 2016). Initially, fashion sustainability was mainly oriented toward environmental protection, which naturally implied reducing pollution, conserving resources, and reducing waste. Social sustainability, as expanded beyond the original concept of economic sustainability, focuses on responsible labor practices and the promotion of fair trade and community development in the fashion industry to ensure long-term company survival and related ability to provide people with their livelihoods. As the fashion business is continued to expand at a larger scale globally, it becomes increasingly clear how adequate an all-inclusive sustainable approach really is—one that maintains all three.
The environmental dimension of fashion sustainability mainly concerns the ecological impact the sector is very well known to have, due to the enormous use of water and energy, considerable chemical use, and the development of enormous waste (Mukherjee, 2015). Therefore, sustainable fashion practices try to reduce these effects by advocating for use of environment-friendly materials such as organic cotton, recycled fibers, and biodegradable fabrics. Moreover, they work toward sustainable production practices, water-saving dyeing processes, and manufacturing that is operated at low-energy levels. Further, the fashion industry has embraced with great fervor the idea of a circular economy, which deals in products made in such a way that they can be reused, recycled, or upcycled. This system seeks to decrease the use of new raw materials and limit the amount of waste.
Social sustainability is that activity in the industry which takes care of both the workforce and the community dealing with the making of fashion apparel (Todeschini et al., 2017). Due to the global supply chain in the fashion industry today, clothing is manufactured in very poor countries, often emaciated from industrial standards and equipped with relatively low wages. This can come out in several issues such as bad working conditions, low wages, and exploitation. Several fashion companies, therefore, based on their awareness of such issues, are now incorporating the concepts of fair trade and ethical sourcing to make sure not just that wages are reasonable but also that the working conditions are safe and provide social benefits to labor. Social sustainability deals with how fashion companies can impact local communities and ways in which these companies can enhance community development through, for instance, improvement in education levels, health, and infrastructure programs.
Economic sustainability in the fashion industry refers to the feasibility of those fashion firms being able to sustain people's livelihoods within the sector (Saha et al., 2022). This also refers to the socioeconomic standing of workers involved, majorly of developing nations, and the financial viability of any fashion firm. Sustainable fashion implementation can help with greater economic sustainability: long-term business strategy based on quality, locality to foster local economies and innovation, rather than quantity, follow through Higher quality production based on strengthening workmanship and artisan techniques as found, for example, in slow fashion, as opposed to the rapid manufacture, "landfill" characteristics of fast fashion.
Moreover, with sustainability, there has been the addition of new market niches and business opportunities to the manner through which business is conducted in the fashion business model (Salmi, 2020). A good example is the creation of the niche industry in the case when a sustainable fashion brand is brought to market; the industry is growing over time and serves consumers who are ecologically and socially sensitive. Innovation in technology and new materials, such as ecological fabrics and digital ways of production, open new horizons for developing creative innovations in the field of sustainable fashion. These trends prove that sustainable investments can boost economic growth, leading to enhanced competitiveness among fashion companies that engage in sustainable business operations.
Despite all efforts, a lot is yet to be faced with regards to sustainable fashion. Among the major challenges would be the long and complex supply chain that faces many suppliers across different countries and which makes it hard to adhere to the standards of sustainability set by them (Mejías et al., 2019). High costs of sustainable inputs present a challenge for a resource-constrained small fashion firm desiring to make sustainable production. For such challenges to be addressed, collaboration from the stakeholders involved—fashion businesses, suppliers, government, and consumers—is paramount. Another challenge is the shift in consumer behaviors toward sustainable fashion practices. While one can easily raise awareness of sustainability issues (Harris et al., 2016), turning it into significant action remains elusive. Most consumers prioritize affordability and convenience over sustainability, posing a challenge for sustainable fashion brands competing with fast fashion. Engaging consumer education programs that promote responsible consumption can help highlight the benefits of sustainable fashion (Lundblad and Davies, 2016). Fashion sustainability is supported by governments and politicians in the areas of regulation, subsidies, and campaigns for public awareness.

Sustainability in fashion is defined by environmental, societal, and economic factors (Gazzola et al., 2020). While this concept has moved sustainability forward in the business model of the fashion industry, it is criticized for a complex supply chain, high costs, and consumer behavior. Dealing with these challenges toward a sustainable fashion sector calls for a common approach from all relevant stakeholders: fashion companies, suppliers, consumers, and the government (Fletcher and Tham, 2019).

2.3. Consumer Attitudes Towards Sustainability in Fashion industry

According to Jung, Choi, and Oh (2020), The consumer attitude on sustainability defined as “a psychological tendency, expressible by individuals through positive or negative evaluations, emotions, and intentions regarding sustainable products and behaviors”.
According to Hojnik, Ruzzier and Konečnik Ruzzier (2019), consumer attitude towards sustainability is "the predisposition of consumers to respond favorable or unfavorable towards products and services that adhere to environmental, social, and economic sustainability standards".
As such, Chekima et al. (2016) develop the definition of consumer attitude toward sustainability as "an individual's cognitive and effective orientation to sustainable practices engendered by personal values, cultural norms, and perceived social responsibility."

These three definitions of consumer attitude towards sustainability have shown different dimensions of the concept, which again proves that consumer behaviour in this context is highly complex. Jung et al. (2020) focus on the psychological aspect where attitude is manifested through evaluation, emotions, and intentions. Their definition hence aligns with traditional theories of attitude and thus suggests that consumer behavior for sustainability is based on both affective and cognitive responses. Smith and Williams 2019 view it from a larger perspective; they perceive that attitude of sustainability is a predisposition influenced by standards giving the behavior-oriented perspective of the definition. However, this definition may miss the internal psychic psychological process that builds up the predisposition. In Johnson and Lee 2021 incorporated the cultural and social influence, therefore basically emphasizing the external factors in the attitudes of the consumer. The above definition is useful to understand the influence of norms and values within society, but might underplay the role of the individual in attitude formation. Complementing the previous definition, these definitions taken together suggest that consumer attitude towards sustainability is complex, and both set forth a different understanding of how and why consumers are engaging in, or rejecting, sustainable practices.

Here, what has clearly increased is the realization that consumers' minds about sustainability in the fashion industry are changing, as illustrated by customers showing a greater understanding of the environmental and social impacts resulting from their purchasing decisions. (Pereira et al., 2021). Through this knowledge and high level of awareness, behavior modification now tends to incline some consumers to integrate value systems about sustainability and ethics in making choices on fashion. However, although there is indeed a trend towards more sustainable consumption, there are underlying basic barriers that hinder consumers from fully adapting to more sustainable values and behavior in fashion. Consumers are more informed about issues relating to pollution, waste, and labor exploitation attached to the fashion industry. With that said, consumers have a lot more information available to them through social media, documentaries, and published materials that highlight important issues. As such, there is an emerging segment of the population who, due to issues regarding the sustainability of their decisions, will spend more money on such values-aligned products  (McNeill and Moore, 2015). However, in the same way with actual other demographic categorizations, this shift in customer behavior is not homogenous, whereby the most propensity to favor sustainable fashion is witnessed in younger customers.
Even though sustainable fashion is more in the limelight, there are still significant barriers that prevent customers from engaging in the more sustainable practice. The most significant one is the belief that sustainable fashion is more expensive than fast fashion. Most consumers, especially those with a lower level of disposable income, are very reluctant to pay imposing prices for sustainable products, even though they are aware that the benefits do justify the price (Rausch and Kopplin, 2021). It is, therefore, a call for companies in the fashion industry to seek ways in which they can make sustainable fashion more approachable and affordable to the common needy by innovations in production or exploitation of economies of scale.
One further obstacle to sustainable customer behavior is the distrust of sustainability claims issued by fashion companies. A high number of customers remain wary about greenwashing practices by firms—issuing deceptive or exaggerated claims regarding the environmental or social benefits presented by firms' products. This scepticism can drive consumer disengagement, where consumers perceive themselves incapable of making any change and hence revert to their initial buying behaviors (De Pelsmacker et al., 2019). In this regard, fashion firms must ensure transparency and traceability of their sustainability practices; that is, provide customers with accurate and auditable information on the ecological and social impact of their products.
Cultural elements like social norms and values influence the creation of consumer attitudes toward the sustainability of fashion. For example, while some cultures are centered around the idea of novelty and changing fashion trends, these values work against sustainable fashion philosophies that are predicated on the idea of buying fewer, but more quality things made for long-term use. Besides, the cultural beliefs linked to consumerism and materialism may affect the degree to which people are motivated to adopt sustainable behavior (Joy et al., 2012). It is important for fashion firms engaging in several country markets to have knowledge of these cultural dimensions to enable them to adjust sustainability approaches and impacts to agree with different consumer groups.
In the sphere of education and awareness, there is a need to realize its extremely great role in the formation of consumer attitude toward sustainability. Better-informed consumers of their fashion choices are more likely to adopt sustainable practices in light of the environmental and social impacts. Furthermore, educational campaigns on sustainable fashion—that it considerably lessens the impact on the environment and encompasses ethical labor standards—greatly contribute to the change in consumer behavior (Bly et al., 2015). Besides, collaborations among several fashion labels, non-governmental organisations, and educational institutions help the message become more effective and spread to a pool of audience.
These teaching programs will be effective if they evoke an emotional response from consumers. Studies indicate that if customers personally connect with a cause, they have a higher tendency to change their behavior as a result of the issue (Park and Lin, 2020). Marketing stories of apparel workers or the impact of fashion waste can create consumer empathy and drive sustainable choices. Businesses can utilize this to drive emotionally rich marketing campaigns. Availability influences awareness and education, which in turn affects consumer actions (Mukendi et al., 2020). A lot of consumers may be willing to engage in sustainable behaviors like buying secondhand apparel, but few find it convenient and therefore do not participate in these practices. In addition, convenience can be enhanced if fashion companies become more sustainable by way of take-back programs for used clothes and by easily finding products of sustainable fashion online. By reducing these barriers to sustainable consumption, they can encourage more sustainable behavior in their customers.
As stated by Armstrong et al. (2015), customer perceptions of sustainability in fashion depend on factors like knowledge, trust, culture, education, and convenience. These complexly intertwine to shape perceptions. Although the fashion industry is trending upwards in terms of becoming more sustainable, huge challenges remain to be overcome before such practices can be integrated into consumer behavior. Dramatic steps are at stake here. This should promote better access to affordable sustainable fashion, increase transparency regarding sustainability claims, and educate consumers at point-of-sale level. The fashion companies, by focusing on these customer attitude-related factors, could drive the sustainable transition in their industry.


2.4. Impact of Sustainability on Brand Perception in Fast Fashion industry

According to Burnier, Guerra, and Spers (2021), Consumer perception of sustainability defined as a way in which consumers perceive, understand, and evaluate sustainability-related attributes of products, brands, and companies, and is a driver for wider evaluation and trust in the given entities.
Consumer perception of sustainability could be defined as "the means by which people interpret and analyze the environmental, social, and ethical practices of brands, which provide overall judgment and trust that has been established in the brand's commitment to sustainability" , by Stanaland, Lwin, and Murphy (2019).

Then, Burkert, Gil Roig, Rahmani, and Hüttl-Maack (2023) define consumer-perceived sustainability as "the subjective interpretation of a brand's sustainability efforts, shaped by consumers' values, knowledge, and exposure to sustainable practices, which after that impacts buying behavior and brand loyalty."

The three definitions of consumer perception of sustainability really draw on how consumers understand sustainable practices-deeply personal to the interpretation and subject to external influences. It discusses the role of the consumer in evaluating sustainability attributes and how such evaluations drive larger-scale trust in brands. This definition falls in line with the idea that consumer perceptions are key to building brand reputation and loyalty. These studies also support the aspect in the line of an evaluative process; this means consumer perception in the way brands are perceived with regards to their sustainability practices. According to this view, perception is not a passive recognition but rather an active process which is potentially very influential in affecting brand trust. On the other hand, one study gives a view that perception is subjective and depends on value, knowledge, and exposure of the individual. This definition adds that consumer perceptions are inhomogeneous and may differ substantially based on personal experiences and cultural backgrounds. Together, these definitions stress the fact that consumer perception cannot be one-dimensional because it reflects not only what brands do but also a construct influenced by various internal and external factors, which in turn impacts consumer behavioral outcomes and brand relationships.
The emergence of sustainable companies has been a rad­ical turn in terms of perception change of brands within a fast fashion industry that lives by the ideology of speed, afford­ability, and quantity (Ertekin, 2016). Traditionally, fast fashion compa­nies have been associated with poor environmental and so­cial behaviours—the generation of a lot of waste, carbon footprint, and poor labor practices key among them. Nevertheless, consumer awareness of these issues has increased over the years; hence, demand for sustainable fashion increases. In turn, pressure on fast fashion companies is high to rethink their approach if they are going to stay competitive in the industry. Sustainability becomes a key determinant of how firms are perceived by customers who start making decisions based on the environmental and social performance of brands. Therefore, brands that have been able to integrate issues of sustainability within their operations and successfully communicate this to their stakeholders have equally benefited by increasing their brand reputation, customer loyalty, and market share accordingly (Peloza et al., 2012).
Corporate social responsibility is the most important driver of brand perception within the fast fashion industry context underpinning the role of sustainability (Thorisdottir and Johannsdottir, 2020). Modern customers expect a lot from businesses in terms of making money while having a positive impact on society and the environment. The perception by consumers of fast fashion firms that have taken part in CSR concerning the use of environmentally-friendly materials, carbon emissions reduction, and advocacy for better labor standards is usually positive. Good views will then result in increased brand loyalty since customers tend to go for brands that are in line with their beliefs. Moreover, it is the firm commitment to sustainability that may set the business apart in a very competitive market and be more attractive to the consumers who value ethical purchase (Collins et al., 2007). Nevertheless, it is also crucial that companies should authenticate the legitimacy of their pursuits of sustainability and not simply turn these into a thin garb of legitimacy, trying to mask greenwashing, as customers become more and more adept at recognizing and condemning any act which is less than sincere.
The embedment of sustainability within the brand identity of fast fashion firms is, simultaneously, instrumental in influencing the perceptions of the customers (Park et al., 2016). Those that succeed in positioning their brands as leaders on sustainability can be associated with a unique value proposition that speaks volumes to consumers concerned about the environment and social sustainability. This could be attained in several ways, including the introduction of sustainable product lines, circular economy practices, and environmental causes. Fast-fashion brands such as H&M and Zara are trying to weave in the component of sustainability as a part of their brand identity and appeal to the environmentally conscious consumer (Joy et al., 2012). This gets reflected, for example, in strategies like H&M's Conscious Collection and Zara's Join Life campaign. These activities not only enhance the reputation of the brand but also help in building a strong brand image associated with qualities such as innovativeness, responsibility, and progressiveness-related values. Their impact, however, depends on the ability of the brand to maintain transparency and thereby effectively communicate to consumers through messages related to its sustainability initiatives.
The impact of sustainability on consumer perception of brands in the fast fashion business goes through transparency (Kim et al., 2020). The companies are increasingly asked to make information known pertaining to their supply chains, sourcing processes, and environmental footprint by consumers. More positive perceptions among consumers exist in relation to brands that clearly articulate what they are doing around sustainability and provide detailed information on their business operations. Transparency is seen as trust and a real commitment by a brand towards sustainability through the free sharing of information regarding its success and challenges. Conversely, scepticism and mistrust are likely to be the result of a lack of openness, which actually has negative consequences on brand reputation. Therefore, openness should be the top priority of fast fashion companies in their messages related to sustainability in order to build and retain customer trust (Li et al., 2014).
This impact that sustainability has on consumer perception of a brand is clearly encapsulated through the growing importance of certifications and labels within the fast fashion sector (Islam et al., 2021). Some of these certifications include Fair Trade, Global Organic Textile Standard, and the Carbon Trust Standard, which have acted as markers of a brand's commitment toward sustainability. These can be acquired by brands and displayed on the products, improving brand image and communicating to consumers that they have some recognized criteria of environmental and social accountability. This is more important to fast fashion firms, generally associated with negative environmental and societal impacts. The fast fashion companies can acquire and promote such certifications to improve brand image and appeal to consumers who consider sustainability as a main factor in purchase decisions. However, companies must ensure that these certifications are actually meaningful and not a marketing tool since most customers seem to increasingly scrutinize or even question the authenticity of the sustainability claim.
Social media significantly influences brand perception regarding sustainability (Moreno et al., 2015). Consumers can express opinions, share knowledge, and hold companies accountable. Positive reviews enhance brand perception, while negative feedback can quickly damage it. Fast fashion companies must be able to engage customers online and react swiftly to customer complaints, increasing the visibility of how they are dealing with their sustainability. In addition, by teaming up with sustainability champions and social media influencers, brands can be very efficient in diffusing messages about their sustainability. The organization needs to carefully choose those influencers whose commitment to sustainability is real—an interest that is certainly going to align with that of the brand, lest perceived hypocrisy hurt the brand reputation. Nowadays, the keyword to brand perception in fast fashion is sustainability (Niinimäki et al., 2020). A company that integrates and communicates its sustainability well manages to boost its reputation, build customer trust, and thereby be at an advantage in the market. The impact of sustainability on customer perception would, therefore, be based on the authenticity of the company, its openness in communication, and the level of engagement through digital media. Basically, with the present awareness in sustainability within fashion, to be relevant and to have a positive brand image, fast fashion companies need to move toward sustainability (Joy et al., 2012). This includes analyzing customer interaction on social media of customers with a fashion brand. 
Based on the above surveyed literature the study has derived following hypothesis to test empirically as part of this study,
H1: There is a significant positive relationship between the consumer’s attitude on sustainability practices and perception of brands in the fast fashion retail sector in the UK.

2.5. Sustainability and Consumer Purchasing Decisions in the Fashion Industry

According to Nekmahmud and Fekete-Farkas (2020), Consumers' purchase decision is defined as a process by which consumers evaluate and choose between different products or services based on various factors, from price and quality to brand reputation and, more recently, sustainability attributes.
According to Danciu (2015) purchase decision is defined as "the cognitive and emotional process that leads people to choose a product or service, partly because of their personal preferences but also due to social pressures, marketing efforts, and increasingly, the sustainability practices of brands."
As Lui (2012) stated, "The consumer's buying decision is a complicated deductive process wherein the perceived benefits and costs of products are weighed against each other, including ecological and ethical considerations, prior to making a decision."
These three definitions about consumers' purchase decisions introduce complexity and multi-dimensionality of the decision-making process. The first definition highlights the evaluative focus: from this perspective, consumers make their selections based on attributes of choice, such as price, quality, and brand reputation-to which sustainability is added today. The approach has a distinctly cognitive emphasis in that it assumes a person will assess their choices against pre-defined, often tangible attributes. The second defines it to include cognitive and emotional factors, too, considering that the decision is not an outcome of pure reason but influenced by emotions, social pressure, and effective marketing. It extends the perspective to the emotional and social dimensions of consumer behaviour. The third definition extends this by emphasizing perceived benefits and costs, including environmental and ethical considerations, and thereby shows that people have become more conscious of the greater consequences of their purchases. This reflects a trend now gaining ground: ethical consumerism, where product choices depend increasingly on values beyond product functionality. Taken together, what these definitions suggest is that consumer purchase decisions are complex and represent a combination of rational judgments, emotional responses, and moral considerations-demonstrating a shift toward value-based consumerism.
The business of fashion, just as any other, is currently under increasing pressure from environmental and social issues in customer choice. Sustainability thus becomes the prominent driver of purchasing decisions in the industry (Caniato et al., 2012). The consumers are gradually becoming more and more aware of the impact their fashion behavior is having on the environment and society. This is consequently shifting their behavior towards sustainable purchase decisions. This trend is even more pronounced among young customers, often more informed and sensitive to environmental issues. Clearly, the fashion companies that value sustainability are much more likely to attract and retain clients who value ethical purchasing. While sustainability is an increasingly influential factor in purchasing decisions, one cannot deny the fact that other factors, like price, quality, and convenience, also play a very important role in influencing consumer behavior.
A major driving force of the sustainability influence in consumer buying decisions is the increasing availability of sustainable fashion products (Chan and Wong, 2012). The choices available to customers are more, as companies are increasingly adopting environmentally friendly practices in their operation and delivering green products to the marketplace. In this way, customers can easily make purchasing decisions that align with their values. The companies offer a wide range of sustainable fashion products made out of organic cotton, produced by recycling materials, or manufactured following fair trade processes. These products are now offered at different price points and target different segments of customers. An improved accessibility to more sustainable fashion has thus normalized it and created an offer that is more acceptable to a wider customer base (Henninger et al., 2016). However, companies must succeed in integrating sustainability with other relevant dimensions, such as fashion, quality, and price, if more sustainable fashion product offerings are to be successful.
Value remains one of the major factors in consumer purchasing decisions, particularly in the context of sustainable fashion (Jacobs et al., 2018). While indeed many consumers are reportedly willing to pay a premium for sustainable products, the reality is that some are still likely to shun a sustainable option because of price sensitivity. This is especially true for fast fashion consumers, who are used to low prices and purchasing frequency. Therefore, in an effort to create a greater following with regard to sustainable fashion, brands need to consider how to make these products more affordable or accessible. This can be done either by cheaper production methods or simply by offering rewards for the purchase of sustainable items. Furthermore, raising awareness among consumers about the long-term value that sustainable fashion can bring—for instance, in terms of durability and quality of the products—might justify the premium prices and affect people's behavior toward more sustainable purchasing .
One of the major factors shared between sustainability and quality in purchasing decisions is quality. There can be a link between better quality and sustainable fashion because durability, skilled craftsmanship, and high-grade material usage are important elements (Keith and Silies, 2015). Therefore, consumers who value quality in fashion are more likely to understand the value of sustainable fashion and willing to pay for long-lasting products. In contrast, the fast-fashion business model tends to favor low prices and high turnover, therefore encouraging low quality. Sustainability-oriented fashion brands, therefore, could attract such consumers who value value for money in their purchases and sustainability through the communication of higher quality in sustainable fashion products. However, companies should maintain this excellence since every gap between the perceived and actual quality of sustainable products affects customer confidence and serves as a disincentive for further purchasing decisions.

Convenience is one of the major factors in product choices for consumers, even in sustainable fashion (Chan and Wong, 2012). Nowadays, customers have sought convenience in terms of ease of consumption: accessibility, speed of delivery, and return policies. For the brands that focus on sustainable fashion, they should easily make these products accessible to the customers in stores as well as on online websites. Adding sustainability to the customer's buying experience, such as recycling old garments or including detailed information about the product, also motivates a customer to go for the more sustainable product. Brands need to make sustainable fashion convenient, removing pain points from sustainable option selection.
According to Zafar et al. (2021), social and cultural factors are the sustenance factors that influence consumer purchase. Norms, peer pressure, and values of the consumers sustain the importance of sustainability in clothing purchases. In the cultures that are environmentally sensitive, customers are likely to consider sustainability in their purchase decisions. Sharing experiences with regard to sustainable products through social media and online communities has further crystallized sustainability in fashion. Businesses can engage with customer groups, promote sustainability on social media, and so influence customers' buying choices. Such companies need to be aware of the different kinds of knowledge and opinions about sustainability and thus adjust their marketing accordingly. Sustainability is increasingly influencing customer purchasing decisions in fashion, even though price, quality, and convenience are not totally irrelevant. Increasing awareness about the impact on the environment and social aspects makes consumers look for sustainable options. Sustainability-oriented brands that are able to communicate effectively with consumers could therefore attract the ethical customer. Sustainability influences purchasing decisions in complex ways; it places challenges on firms in terms of meeting customer expectations. Fashion sustainability is expected to derive importance from the recent growing importance in customer purchase decisions (Pereira et al., 2021).
Based on the above surveyed literature the study has derived following second hypothesis to test empirically as part of this study, 
H2: There is a significant positive relationship between the perception of sustainable initiatives and customers' purchasing decisions in the fast fashion retail sector in the UK.

2.6. Challenges and Opportunities in Implementing Sustainability in Fashion industry
Implementing sustainability in the fashion industry presents a complex set of challenges and opportunities. The fashion industry, known for its rapid production cycles, extensive supply chains, and significant environmental and social impacts, faces numerous hurdles in its pursuit of sustainability. However, these challenges also open up opportunities for innovation, differentiation, and long-term growth.
One of the primary challenges in implementing sustainability in the fashion industry is the deeply ingrained fast fashion model. This model, which prioritizes speed, low cost, and high turnover, is inherently at odds with the principles of sustainability. Fast fashion relies on the constant production of new garments, often at the expense of environmental and social considerations. Transitioning to a more sustainable model requires a fundamental shift in how fashion brands operate, from the design phase through to production, distribution, and disposal. This shift can be difficult and costly, particularly for established brands with complex supply chains and entrenched business practices. Despite these challenges, there is a growing recognition within the industry that embracing sustainability is not only necessary for the planet but also increasingly demanded by consumers (Bhardwaj & Fairhurst, 2010).
Another significant challenge is the complexity and opacity of fashion supply chains. Fashion supply chains often span multiple countries and involve numerous suppliers, making it difficult to ensure sustainable practices at every stage. Issues such as poor labor conditions, environmental degradation, and lack of transparency are prevalent in many parts of the supply chain, particularly in developing countries where much of the world's fashion production takes place. Ensuring sustainability in such a context requires brands to engage in rigorous due diligence, establish strong relationships with suppliers, and implement robust monitoring and auditing processes. However, these efforts can be resource-intensive and challenging to maintain over time, particularly for smaller brands with limited resources (Karaosman et al., 2020). Nonetheless, the opportunity to create more transparent, ethical, and resilient supply chains is significant and can lead to enhanced brand reputation and consumer trust.

The cost of sustainable materials and production processes is another challenge that the fashion industry faces. Sustainable materials, such as organic cotton, recycled polyester, and ethically sourced wool, often come at a higher price than conventional alternatives. Similarly, sustainable production processes, such as reducing water usage, minimizing waste, and ensuring fair labor practices, can increase production costs. These higher costs can be a barrier to both brands and consumers, particularly in the context of fast fashion, where low prices are a key selling point. However, as consumer demand for sustainable fashion grows, there is an opportunity for brands to invest in sustainable materials and processes as a means of differentiation. Additionally, as technology advances and economies of scale are achieved, the costs associated with sustainability are likely to decrease, making it more accessible to a broader range of brands and consumers (Caniato et al., 2012).
The first objective of this research is to explore the impact of price dynamics on consumer purchase decisions in the grocery retail sector of the UK. Relevant studies indicate that the influences of the fluctuations in price may be so effective that dynamic pricing can change the pattern of brand loyalty and purchase frequency completely. Various studies have proved that buyers are increasingly sensitive to price variables, particularly in competitive markets where alternatives abound (Gu et al., 2024). The second objective is to assess the extent to which price transparency influences consumer trust and participation in the UK retail industry. This price transparency inspires consumer confidence: it reduces perceived risks and is deemed to be fair. Di Domenico et al. (2022), therefore have observed that this open pricing is associated with increased consumer confidence. This also supports the general tendency in ethical consumption, in which consumers prefer brands that are transparent in their pricing strategies. Finally, the third aim shall try to investigate the impact of price discounting strategies on the purchasing decisions of consumers. Discounts and promotions are one of the traditional tools to drive short-term sales, but they also have long-term effects on the consumer's perception of value and brand equity (Zhu et al., 2023). Synthesizing these perspectives will therefore allow this study to build a deep understanding of how pricing strategies affect consumer behavior in the UK retail sector and send useful messages to retailers on how best to optimize their pricing models with consumer expectations and market dynamics.

2.7. Literature Gaps and Future Directions in Sustainability Studies

Sustainability as it relates to fashion is on overflow in the literature, although very incomplete in covering some important areas of research related to the aim of this study. The information that is lacking is how the sustainability efforts will continue to influence brand perception over an extended period, especially within fast fashion brands. While prior research focuses primarily on short-term customer behavior and brand loyalty, less so on the long-term impacts of sustainable practices on fast fashion brand equity, this research will observe both the immediate reactions of customers to the sustainability initiatives, and their lasting influence on brand perception (Wang et al., 2021).
Research has taken its time in finding out how sustainability impacts customer purchasing in the fashion industry. This tremendous trend is echoed in growing research into sustainability's impact on consumer preference often limited to certain demography or region. Further research is needed to understand better the different factors influencing the decision of a consumer to purchase, involving varied numbers of consumers and different situations, such as cultural values, economic status, and environmental sensitivity. It will further assess customers' attitudes and behavior responsible for sustainability in fashion, drawing lessons to be applicable across other consumer groups.
Much of the literature bypasses or avoids mentioning the exact difficulties that fashion companies may be facing in integrating sustainability into their operations, supply chains, and even costs. While giving all the different advantages of sustainability, little is discussed about the actual financial challenges businesses truly face. The paper will try to add to knowledge by reviewing the barriers and exploring ways to overcome them so as to provide practical, substantial insight for a fashion firm seeking to advance in sustainability. The second most rapidly growing research area in fashion is circular economy—recycling, upcycling, and waste reduction. This is viewed as a panacea to the environmental problems of fashion, but more empirical studies need to be done on its effectiveness, most especially against the issue of fast fashion. The research shows the impact that a circular economy has on sustainability in the fashion industry and its benefits, as well as some limitations (Abdelmeguid et al., 2022).

With regard to future research on sustainability, longitudinal research should be used to study the changes in consumer behavior and brand perception, particularly in the fashion sector. In reality, what is needed is interdisciplinary research in business, environmental science, and sociology for evolving sustainability within the fashion industry. This research should reflect different groups' opinions of consumers, especially from developing markets, to ensure that a global approach toward the plans for sustainability is okay. Future research should be explored into developing new solutions for fashion sustainability, such as digital technology and collaborative consumption. Such unexplored areas would enhance understanding of sustainability in the fashion industry, eventually becoming more equitable to business and society (Garcia-Torres et al., 2017).


2.8. Conceptual model of the study
Based on the detailed survey of literature and identified research gap from the same, following study model is put before the empirical examination under this survey based investigation to build a strong theory that contributes to the academia of the sustainability reporting. Before the presentation of this study model it is required to showcase the key conceptual model of consumer attitude, such as Tricomponent Attitude Model (TAM) and its key feutures.
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Figure 2.1. Tricomponent Attitude Model ((Pande and Soodan, 2015)
This diagram represents the Tri-Component Attitude Model by TAM, which describes consumer attitudes in terms of three correlated components: cognition, affect, and conation (Pande and Soodan, 2015). Cognition relates to knowledge/beliefs regarding the product or service on part of the consumer-in short, information/experience that forms knowledge. Affect is related to the emotional response/feelings toward a product, in simple words, positive or negative. Conation is the behavioral intent or likelihood that a consumer acts on his or her beliefs and feelings, such as the act of buying a good. This model gives a holistic framework to understand consumer decision making and brings together thoughts, emotions, and behaviors into one binding understanding. Some benefits for using TAM are the holistic viewpoint taken in the understanding of consumer attitude, so businesses may design marketing strategies more effectively by influencing both rational and emotional triggers. But it cannot be easily applied to reality. Consumer behavior can be influenced by factors other than attitudes-for instance, forces of social pressure or situational constraints that do not predict outcomes perfectly.
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Figure 2.2. Conceptual model of the study (developed by the researcher)
The proposed model of the study illustrates the association of attitudes of consumers regarding sustainability practices, perceived sustainable brands, and purchase decisions. According to the model, consumer attitude towards sustainability practices is positively related to their perception of brand sustainability. Also, this perception significantly influences the purchasing decisions of consumers, from which it can be interpreted that those consumers who perceive a brand as sustainable are more likely to purchase the brand offerings. This model represents the key concepts emanating from behavioral and sustainability marketing theories, where positive attitudes of the consumers towards sustainable practices are closely related with good behavior on the part of the consumer, such as brand loyalty and increase in purchases (Panda et al., 2020). Ajzen's 1991 Theory of Planned Behaviour - TPB - which outlines that one's behaviour is a function of attitudes, subjective norms, and perceived behavioural control (Ajzen, 2011). TPB considers a broad array of factors, including social pressures and perceived facilitation of action, but the model here concerns a narrower context of sustainability. One critical implication of these differences is that the model proposed here does not consider social or normative influences. This may diminish its power to explain the phenomena in comparison with TPB in contexts where social factors are strongly felt by the consumers, as Ajzen (1991) says. However, the model presented below represents a simplified conceptualization in which attitudes are directly related to consumer consequence

CHAPTER 3
RESEARCH METHODOLOGY
3.1. Introduction
The purpose of this chapter is to outline and explain the research methodology employed in this study. The specific objective of the research is to establish the effect that sustainability practices will have on the attitudes of customers along with their perception of brands and purchase behavior in the United Kingdom fast-fashion industry. The model by Saunders et al. (2019) was termed the "research onion" and presents a broad framework that guides the steps of research design. The research methodology has been adopted from this model. This model helps negotiate the many levels that are included within the research, such as the philosophy, approach, strategy, choice, time horizon, and procedures. This model also assists in the structuring of methodology to meet the set objectives for the study effectively. The methodology is also sufficient in the aim of getting generalizable findings through organized data collection. This is attained through adopting the positivist philosophy, the quantitative research strategy, and the descriptive research design. The study is planned in an exacting way in order to be objective, accurate, and replicable. This will provide appropriate knowledge about sustainability regarding the fast fashion industry. The steps going forward are developed step by step within this chapter.
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Figure 3.1. Research onion model suggested by Saunder’s et al., 2019

3.2. Research philosophy
The philosophy followed for this study is the positivist research philosophy, which mentions that reality is objective and can be known through empirical observation and statistical analysis. Because of positivism, researchers can test hypotheses and make conclusions from the data analyzed quantitatively, and this ensures that the findings are generalizable to a larger population (Mohajan, 2020). A very good example of a study that would fit into this philosophy is the analysis of sustainability initiatives and consumer behaviour in fast fashion, as it becomes appropriate for research which is normally directed at locating patterns and relationships between variables. The attempt at research remains dispassionate and objective, as any philosophy following the positivist approach. Whereas other theories of research, such as interpretivism, depend more on subjective understanding and therefore fit qualitative research better, which is conducted to gain deep insights into meanings that are unique in the context in which they are studied. Yet another philosophy that tries to bridge the gap between positivism and interpretivism is known as critical realism. This philosophy embraces external phenomena but does not exclude the existence of social realities through its method. For this paper, however, the aim is to know entirely how sustainability influences consumer choices. This would be best achieved by applying the principles of positivism, which will allow for an assessment of the relationship between sustainability and consumer behaviour based on quantitative data.

3.3. Research approach and Methodological choice 
The research presented a ‘deductive approach’, as it begins with a set of hypotheses that are based on both developed theories and literature to test through empirical research. This deductive method is more relevant to this work since, again, the purpose is to affirm or reject a set of previously defined hypotheses, including a concept such as consumer attitudes toward sustainability and brand perception of the fast fashion retail industry. The study also utilizes a ‘mono-method quantitative approach’ whereby the collection of data involves the use of structured questionnaires, which are further analyzed through statistical tools. This is also considered to allow objective measurements of variables, thus ensuring that findings are reliable and quantifiable in order to align with the study's objectives. Being a quantitative data method, it has the benefit of providing objective, measurable, and analyzable results statistically, thereby maximally improving the aspect of reliability and generalizability. However, this kind of data may fall short in capturing the depth of human experiences, in the sense that the context is frequently missing, or because it simplifies things in the perception of such phenomenal events. In addition, other variables may not be able to be considered in the research, or even the subtle responses to certain questions.
The quantitative method in research design is used for this study in pursuance of its objective aimed at collecting numerical data, which may be statistically analyzed for the purpose of finding patterns, relationships, and causality (McGrath and Johnson, 2003). Quantitative approach is especially helpful in this context, as it will allow the researcher to conduct a value-free study of how sustainability affects customer attitude, perception of brands, and buying behavior. It can assess large samples of respondents using structured data collection tools, such as questionnaires. This way, the findings are as valid as possible and can be generalized on more significant amounts of a population. Qualitative approaches involve deep interviews or focus groups with the intention of exploring subjective feelings and perceptions. While rich and detailed, qualitative approaches are less well-suited to large-scale hypothesis testing compared with quantitative methods. Mixed techniques can extend one's perspective further by coupling quantitative and qualitative approaches, therefore mixing statistical analysis with a finer-grained understanding. A strictly quantitative approach would provide the most relevant and applicable results since the nature and goal of this research involve quantifiable variables, such as consumer buying behavior and perception of a brand. 


3.4. Research Design and strategy
This is a study which follows descriptive research design intended to paint an accurate portrait of characteristics, patterns, and relationships among the variables under study. Considering this particular research, the descriptive design would be appropriate to analyze exactly how sustainability activities impact consumer attitude, view of brand, and purchase decisions. Due to this design, the researcher can document and characterize the trends as they happen; this provides for better in-depth research of various areas within the fast fashion industry. On the other hand, exploratory research is carried out to study unidentified phenomena. The basis of descriptive research is to use knowledge that has already been acquired to describe, with more precision, the relationship and patterns of interest (Zegeye et al., 2009). Explanatory research goes the extra mile in analyzing the casual linkages existing between variables. While it may be enlightening, it would prove less beneficial for research that seeks to describe, and not explain, the phenomenon being studied. It can also consider other options of experimental designs that include the control of variables to assess the cause-and-effect correlations, but this is just harder to introduce in a study intended to replicate real-world consumer behaviour in a retail environment. The descriptive approach is, therefore, apt for the purpose of the study that the researcher seeks to find and comprehend the relationship between sustainability and consumer behavior as far as rapid fashion is concerned.  
The survey method is employed in this study to collect primary data from a representative sample of customers in the fast fashion industry in the United Kingdom. Surveys are particularly fit for the type of research study because they can generate standardized data from a large number of respondents efficiently and at lower costs (Brace, 2018). 
Quantitative research techniques carry a lot of advantages in the sense that a large amount of data may be collected, and with statistical analyses, researchers may determine patterns, relationships, and trends. This method is excellent for generalizing findings across larger populations and clearly results in objective and replicable outcomes. However, there are also disadvantages. Quantitative research is usually superficial and without contextual characteristics since it's concerned with numbers not delving in issues such as perspectives or experiences. It tends to be rigid given the preceding nature of the questions propounded that may limit responses in that area and neglect insight surfacing through exploratory or qualitative research areas.
Primary research is defined as the process of collecting firsthand data directly from original sources, such as through surveys, interviews, or experiments (Ajayi, 2017). For example, conducting a survey allows researchers to gather specific insights from a target population. The advantages of primary research include the ability to collect tailored, up-to-date information relevant to the study's objectives. However, it can be time-consuming and costly. On the other hand, secondary research involves analyzing existing data or literature gathered by others, often through books, articles, or online sources. In this study, the literature review constitutes secondary research, providing a comprehensive understanding of the topic. The advantages of secondary research include its cost-effectiveness and accessibility to vast amounts of information. However, it may not always be fully aligned with the researcher's specific needs and can be outdated or biased, limiting its applicability to current research questions. Both methods are crucial in creating a balanced research approach.

3.5. Time Horizon of the Research
To this effect, a cross-sectional time horizon is used in this study-a meaning that data will be collected at a single point in time rather than over an extended period. In quantitative research studies, the cross-sectional study is usually applied when the aim is to obtain a snapshot of the characteristics, attitudes, or activities of a population at any one given point. In this research, since it is to explore the current state of consumer attitudes and behaviour in view of sustainability in the fast-fashion industry, a cross-sectional approach will be appropriate to use. Whereas, in a longitudinal study, data collection is carried out over a period of time with the purpose of uncovering patterns and shifts. Longitudinal studies, while offering a more profound level of insight into the ways in which attitudes and behaviors develop over time, require greater resources and are less well-suited to research that seeks immediate and timely findings. It is consistent with the objectives of the study, which are to concentrate on the modern consumer environment, that the design is cross-sectional.

3.6. Sampling, Data collection tools and analysis techniques
Sampling is the process of selecting a subset of individuals from a larger population to make inferences about that population (Guest, 2014). For this study, a sample size of 58 respondents was chosen using a non-probability convenience sampling method, where participants are selected based on accessibility. This method is cost-effective and time-efficient but may lead to bias, limiting the generalizability of the findings. Data collection is conducted through an online survey, which allows for ease of distribution and accessibility. The data will be analyzed using descriptive statistics and regression analysis via SPSS, enabling the examination of relationships between consumer attitudes, brand perception, and purchasing decisions regarding sustainability.
Specific techniques of targeted sampling were used for getting respondents for this survey. Social media platforms as well as professional networks were used to ensure diversity in participants coming from the fast fashion retail sector. Google Forms were used to collect data. Google Forms are an efficient and user-friendly tool, allowing people to fill the survey online. This helped in easy propagation of the questionnaire and subsequent easy collection of data. There is a two-week period designed for the respondents to fill in the questionnaire, thus giving enough time to answer intelligently, while at the same time keeping the timeline of the study within the timeframe to formulate analysis and draw conclusions.
A structured questionnaire was distributed online using the survey platform amongst fast-fashion consumers of the United Kingdom; core data of this research has been collected with the help of this survey tool. There were demographic questions and items based on a likert scale. These items are designed to test the attitudes, perceptions, and purchasing decisions of buyers regarding sustainability activities. This approach allows data collection to be conducted effectively while at the same time allowing anonymity and increasing the possibility of receiving candid responses. The data obtained are combined with descriptive statistics and regression analysis to check the hypotheses and find the relationships between the variables. Thus, regarding the data analysis, SPSS version 20 were employed, which is a powerful tool in primary data management and consideration of large sets of data. Descriptive statistics and regression analyses are some of the effective ways of obtaining an overall view of trends and patterns. Regression analysis will reveal the effect that sustainability factors have on consumer choice.

3.7. Research ethics
According to Israel (2014), this is the code of moral principles that a researcher should adopt in conducting their research on studies for the maintenance of integrity, respect, and accountability. In this study, all collected primary data will be maintained as confidential so that the identity and responses of the respondents will not be disclosed, and should only be used for research purposes without any unauthorized disclosure. Thus, any research has to take into consideration the ethical issues to ensure that the rights of the respondents will be protected and, at the same time, the integrity of the study will be maintained (Pietilä et al., 2020). Informed consent is obtained from all participants in this study before being involved in the survey, which can ensure that the participants are aware of the objectives of the study, their rights to confidentiality, as well as their right to withdraw from this study at any time. Personally, no identifying information will be collected, and hence the responses are anonymous. Because of GDPR and other similar data protection regulations, it has been kept in a safe place, it is accessible only to the researcher, and it will be destroyed after a certain period. Approval for the research will be sought from the relevant academic ethics committee before the commencement of the study. This is to ensure that the research study is conducted in compliance with all standards set by the university and the legal authority. The study is constructed in a way that no form of injury or pain is experienced by the subjects participating in the study; efforts are made to ensure that the questions asked in the survey are neutral and do not bias the outcome.

























CHAPTER 4
DATA ANALYSIS
4.1. Introduction 
Chapter four of this report is entitled "Data Analysis," whereby findings and analysis from the data collected during the survey of the respondents have been presented. The section begins with 4.2, which is designed to offer an in-depth profile of the sample, thus gaining insight into the demographic characteristics of respondents themselves. Attitudes of consumers towards sustainability practices in fast fashion retail are followed up, with 4.3 highlighting major trends and behaviors. Section 4.4 deals with the impact on consumer's perception of the brand due to sustainability practices in the fast fashion industry. It is concerned with the link between sustainable practices and the brand image. Section 4.5 concerns itself with the influence that sustainability practice has on consumers' purchasing decisions. It explains how such practices promote or discourage purchases. Lastly, section 4.6 summarises all the findings of the key result of the data analysis, thereby paving way for chapter 5, which will have its conclusions and recommendations.
4.2. Profile of the samples
Key components related to the profile of the samples are presented and interpreted below in detail using percentage and chart analysis. 

	Table 4.1. Age of the Respondents

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	18-24
	50
	86.2
	86.2
	86.2

	
	25-34
	7
	12.1
	12.1
	98.3

	
	35-44
	1
	1.7
	1.7
	100.0

	
	Total
	58
	100.0
	100.0
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As depicted in table 4.1, respondents aged 58, with the majority of the age range spread out within the 18 to 24 years old bracket, 86.2 % of the respondents overall, in which a young consumer population is predominant in this group. This might suggest that practices on sustainability in fast fashion retail are of particular importance or of high relevance for the more youthful individuals who may be more sensitised to issues on sustainability or more cognisant of the fashion trends. The second largest group counted 12.1% of the respondents and aged between 25 to 34 years, indicating a smaller but still not insignificant proportion of the sample. Lastly, the age group 35-44 accounts for only 1.7%, which means that older consumers responded poorly. From the cumulative percentage column, it is evident that 98.3% of the sample has been covered at this point; there is 1.7% remaining for the 25-34 age group, following the response of the 35-44 age group. This distribution presents a high percentage of young adults in the sample, which may explain the prevailing attitude and behavior pertaining to sustainability in fast fashion.



	Table 4.2. Gender of the Respondents

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	22
	37.9
	37.9
	37.9

	
	Female
	34
	58.6
	58.6
	96.6

	
	Prefer not to say
	2
	3.4
	3.4
	100.0

	
	Total
	58
	100.0
	100.0
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Table 4.2. indicates the breakdown of respondents by gender. Female = 34, 58.6%. The female respondents were the majority at 58.6%. This may contribute to the fact that women were more interested or involved in sustainability measures in the fast fashion retail industry. Male respondents = 22, 37.9% While this was a good proportion of males to help gauge the responses there were fewer male respondents than female. Meanwhile, 3.4% selected not to state their gender. Then, there is still a small number of people who may wish to ensure the privacy remains intact. The overall percentage indicates that, along with the females, it covers 96.6% of the sample, while the last 3.4% consisted of those who had selected not to state their gender. The gender distribution is mixed but predominantly female, which could influence the analysis of consumer attitude toward sustainability because gender is very likely to influence the perception and behavior in the same fashion industry.

	Table 4.3. Education of the Respondents

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	High school
	6
	10.3
	10.3
	10.3

	
	Undergraduate degree
	27
	46.6
	46.6
	56.9

	
	Postgraduate degree
	22
	37.9
	37.9
	94.8

	
	Others
	3
	5.2
	5.2
	100.0

	
	Total
	58
	100.0
	100.0
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Table 4.3 Summary of Educational Background of Respondents No. % Undergraduate degree 24 41.4 Postgraduate degree 21 36.2 Primary/Intermediate/Ordinary O' level 5 8.6 Dorest College Certificate 3 5.2 Others 5 8.6 The largest group is those who have attained an undergraduate degree. This signifies that nearly half of the participants have pursued a higher level of education. Those who possess a postgraduate degree comprise 37.9% of the sample, indicating a very high representation of respondents who have pursued their education to the tertiary level. The high school graduates make up 10.3% of the sample, possibly representing those whose educational level is somewhat lower. Last, 5.2% of the respondents fall in the "Others" category, which may reflect an alternative route to education in the form of vocational training or certification, among others. The cumulative percentage establishes that with the postgraduate degree holders accounted for, 94.8% of the sample is represented, with the final 5.2% presented in the "Others" category. The educational background might thus be an answer about the level of awareness this group has with regard to sustainability practices. Thus, education might also influence the perception of consumers pertaining to the activities and connectivity with sustainability initiatives in the fast fashion retail sector.

	Table 4.4. Monthly Income of the Respondents

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Less than £50
	29
	50.0
	50.0
	50.0

	
	£50 - £100
	21
	36.2
	36.2
	86.2

	
	£100 - £200
	6
	10.3
	10.3
	96.6

	
	More than £200
	2
	3.4
	3.4
	100.0

	
	Total
	58
	100.0
	100.0
	



[image: ]

Table 4.4 distribution of monthly earnings among 58 respondents, of whom half or 50.0% had less than £50 a month, indicating that most respondents belonged to the income groups 36.2% of those whose monthly earnings ranged from £50 and £100, which consolidate the dominating presence of the lower income groups in this study. Only 10.3% of the respondents reported earning a monthly income between £100 and £200. Only 3.4% earn more than £200 a month. Cumulative percentage shows that as much as 96.6% earn less than or equal to £200 a month, with the buying power of the overwhelming majority of participants very low. This income distribution might therefore be an important factor in understanding consumer attitudes and behaviors toward sustainability in the fast fashion retail sector because, for example, the lower-income households could further emphasize price/affordability rather than sustainability.





4.3. Understanding consumers attitudes towards sustainability practices within the fast fashion retail industry
In this second part of the data analysis section the study has used descriptive statistics to show the present status of consumers attitudes towards sustainability practices within the fast fashion retail industry.

	Table 4.5. Consumers attitudes towards sustainability practices

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	Brands are adopting more sustainable practices
	58
	1.00
	5.00
	3.2586
	.96537

	It consider the environmental impact when purchasing  from fast fashion brands
	58
	1.00
	5.00
	3.2241
	.87946

	Willingness to pay more for clothing from brands that are committed to sustainability
	58
	1.00
	5.00
	3.2586
	.82845

	Actively seeking out fast fashion brands that promote eco-friendly practices
	58
	2.00
	5.00
	3.4828
	.73129

	Valid N (listwise)
	58
	
	
	
	




Table 4.5 Descriptive Statistics of Consumers Opinion toward Sustainability Practices in Fast Fashion Industry Consumers' Attitude toward sustainability practice fast fashion industry, measured on four key statements. Respondents Total 58 Scale used for Likert-scale measurement of attitudes, for which respondents have scored from strongly disagree to strongly agree on the five-point scale.

This first statement, "Brands are adopting more sustainable practices," has a mean score of 3.26 with a standard deviation of 0.97. This means there is some level of agreement in the responses; while a percentage of consumers views fast fashion brands as adopting more sustainability aspects, another percentage strongly disagrees, giving rise to variation on the same, thus resulting in a standard deviation.

On average, respondents scored the second statement, "I take the environment into consideration when buying from fast fashion brands," at 3.22 with a standard deviation of 0.88. Meaning that customers are moderately aware of their environmental impact in their purchases. However, taking this average score to be a tad smaller than the other statements, sustainability may not always take precedence in their decision-making. A moderate standard deviation would indicate the presence of some level of variation in the extent to which respondents consider environmental impact in their buying decisions.

The third one, "I would pay more for clothing from brands that are committed to sustainability" has a mean of 3.26 and a standard deviation of 0.83, which clearly shows that attitude towards paying a premium for sustainable products is neutral but slightly positive. However, the low variation across the responses indicates that most consumers would have approximately the same level of willingness to pay more although they are not highly motivated for the move.

The final statement, "Actively seeking out fast fashion brands that promote eco-friendly practices," attained the highest mean score at 3.48 with a standard deviation of 0.73, meaning that it has more of a relatively stronger attitude toward actively looking for brands with eco-friendly initiatives, with less variability among respondents, and the consumers seem to be more engaged in finding sustainable options when shopping for fast fashion.

Overall, the results suggest the facts that although consumers on average have positive attitudes toward sustainability in fast fashion, consumers still appear to harbor reservations regarding the willingness to pay extra money for sustainable alternatives. The standard deviations across statements also imply differences in the level of consensus at which consumers agree or disagree with the importance of sustainability issues in fast fashion.

4.4. Impact of Sustainability initiatives on the brand perceptions in the fast fashion retail industry

In this next section of the study analysis, it has used simple linear regression analysis to explain the role of a selected independent variable (Sustainability initiatives) on the dependent variable (Brand perceptions) of the study. The summarized result of the regression analysis and its interpretations are given below. 

Table 4.6. Impact of Sustainability initiatives on the brand perceptions in the fast fashion retail industry
	
Model
	Model Summary
	ANOVA Output
(Model fitness index)
	Coefficient output

	
	Adjusted R square
	F ratio
	Sig value
	Beta value
	Sig. value
(p value)

	Sustainability initiatives  Perceptions of Brand
	
.279
	
21.684
	
.000
	
.528
	
.000



Table 4.6 now provides the regression analysis results, which try to understand the impact of sustainability initiatives on brand perceptions in the fast fashion retail industry. Such an analysis will try to understand the strength and significance of the relationship between those sustainability initiatives undertaken by fast fashion brands and how consumers perceive those brands. This table will give a fair statistical indication at key levels about model summary, ANOVA outputs, as well as coefficient outputs that eventually form the basis of interpreting the relationship between the variables.
The adjusted R square value reads at 0.279, which implies that the variation in consumer perceptions of brands can be explained by the sustainability initiatives undertaken by fast fashion companies to a reasonable extent of about 27.9%. Although this value concludes that sustainability initiative is an important influence on brand perception, it also reveals that there exist other variables not accounted for in this model that contribute to the formation of consumer perceptions. The adjusted R square is smaller than the R square expected from an adjustment for the number of predictors in the model. Although slightly below 0.5, this is a value that indicates a moderate influence and that sustainability is an important but not the primary influencer on perceptions related to this brand.
This is an evaluation of the entire model fitness through ANOVA analysis that utilizes the F ratio, an observation used when determining whether a regression model is statistically significant. In this end, the F ratio is 21.684, with the significance value-the p-value-is less than 0.001; therefore, the regression model is statistically significant. That means there is practically negligible probability the observed relationship between sustainability initiatives and brand perceptions was due to chance. In essence, this result confirms that the regression model is a good fit for the data and that sustainability initiatives do indeed have a significant impact on how consumers perceive brands in the fast fashion industry.
The coefficient output reveals further information to the strength of the relationship between sustainability initiatives and brand perception. The Beta value of 0.528 points to a strong positive relationship between the two variables. That is, the perceptions of fast fashion brands by consumers would be expected to rise as sustainability initiatives are on an increase or improve. The positive Beta value therefore indicates that the better brands' visible or effective sustainability practices would make it more likely to be viewed well by consumers.
The p-value associated with the Beta value is less than 0.001, which indicates that there is a statistically meaningful relationship between sustainability initiatives and brand perception. This confirms a strong foundation for the assumption that sustainability initiatives are exerting an impactful influence on consumer perception toward fast fashion brands. Given that the p-value is very low below the threshold of 0.05, sustainability initiatives are certainly an important factor influencing changes in brand perceptions.

Sustainability Initiatives and Consumer Perception: Findings are tabulated in Table 4.6, which indicates the importance of sustainability initiatives toward modifying consumer perceptions toward fast fashion. It could be acknowledged that consumers may feel good about the brands who are actually engaged in sustainability practices; hence, there would be increased loyalty, trust, as well as the overall brand equity from their end. This can be interpreted to mean that, although the adjusted R square value is relatively moderate, sustainability being of necessity not the only factor, in fact, other attributes like price, style, convenience, and brand reputation also influence consumer perceptions.
These findings hold a great implication for fast-fashion brands on having better market positioning. Brands should invest in sustainability efforts and ensure that these are appropriately communicated back to the consumers. In this manner, it will help improve consumer perception while the brands, in the same breath, will be able to use this factor to differentiate themselves from their competitors in such a competitive market. It is equally important for brands to focus on other factors influencing perception in making their strategy all-rounded in improving consumer attitudes.

4.5. Impact of Sustainability initiatives on the Purchase decisions in the fast fashion retail industry
In this section of the study analysis also, it has used simple linear regression analysis to explain the role of a selected independent variable (Sustainability initiatives) on the dependent variable (Purchase decision) of the study. The summarized result of the regression analysis and its interpretations are given below. 





Table 4.7 . Impact of Sustainability initiatives on the Purchase decisions in the fast fashion retail industry
	
Model
	Model Summary
	ANOVA Output
(Model fitness index)
	Coefficient output

	
	Adjusted R square
	F ratio
	Sig value
	Beta value
	Sig. value
(p value)

	Sustainability initiatives  Purchase decision
	
.312
	
25.395
	
.000
	
.559
	
.000



Table 4.7: Regression Analysis Influence of sustainability initiatives of fast fashion retail industry on purchase decisions. The adjusted R square value is 0.312 which shows that the efforts of sustainability by fast fashion brands can explain 31.2% variation of consumer purchase decisions. It would mean that the sustainability practices affect observable purchasing decisions; however, it is not the primary influencer. A moderate adjusted R square translates to the idea that while sustainability might contribute meaningfully in driving the purchase of a product among consumers, other factors seem to come into play in terms of purchase, including price and design and brand reputation.
A ratio value for F 25.395 and p-value value is less than 0.001, which indicated that the model is statistically significant. This means that the regression model actually fits the data very well, and, therefore, there is a very low possibility that the relationship observed between sustainability initiatives and consumer purchase decisions happened randomly. The high F ratio also suggests that sustainability initiatives significantly impact consumers' decisions in the fast fashion sector, thus validating the importance of sustainability in influencing buying behavior.
The Beta value of 0.559 shows a strong positive association between the beginning of the sustainability initiatives and the purchasing decision. It suggests that as the brands become more sustainable in their activities, then they can be expected to encourage the customers to promote the product by involving them in the decision-making process of buying it. A positive Beta coefficient suggests that the rise in consumer buys is directly correlated with the sustainability initiatives.

Associated with the Beta value is a p-value of less than 0.001, which means this relationship is indeed statistically significant. Such a high level of significance affirms that there is indeed an existing pertinent positive effect from sustainability initiatives on the purchasing behavior of consumers in fast fashion
Results in Table 4.7 show that sustainability is the most influencing variable of purchase decision among fast fashion consumers. Strong adjusted R square and Beta values point to the fact that consumers are aware and influenced about the sustainability efforts while making a choice for which brand to purchase from. Brands that engage in, and promote sustainability practices will be expected to have a positive impact on their sales and buyer loyalty.
These results indicate that sustainability factors are far from being a marketing tool but rather an intrinsic factor influencing the behavior of consumers in the fast fashion industry. Sustainability should remain the prime drivers for brands to improve their image, but more importantly, it should influence the purchase of consumers. However, since sustainability factors provide only a part of the explanation, an integration of sustainability with aspects like affordability, style, and quality into fast fashion brands is very important to render an all-rounded appeal to consumers.











 

                                                                           CHAPTER 5
DISCUSSIONS

5.1. Introduction 
In this chapter, the research findings related to consumer attitudes toward sustainability initiatives in fast fashion retail in the UK are discussed in detail. The analysis is conducted on the results related to the hypotheses, thus casting insight into the relationships between consumer attitudes, brand perception, and purchasing decisions. This section discusses the importance of sustainability practice to customer behavior through data investigation. Also well articulated are the limitations of the study, such as biases that might emerge during data collection or how the sample is represented, which might help limit the generalization of the findings. This chapter gives a summary of the key results while highlighting areas of potential future research.
5.2. Results discussions
It has been indicated that the majority of the consumers hold an optimistic attitude toward the sustainability initiatives in the fast fashion retail sectors. Such a fact revealed awareness and concern about environmental issues and, therefore, ought to be achieved. Respondents said that they strongly believed that sustainability was the responsibility of fast fashion brands in concurrence with the rising trend in environmentally conscious consumption among UK consumers. According to McKinsey & Company research (2022), a rising tide of change in attitudes toward responsible brands toward the environment has been seen. For this reason, 67 percent of customers consider sustainability while making any decision related to purchase decisions. Results for the first hypothesis are in agreement, which is that attitudes of consumers towards sustainable practice correlate and positively relate with perceptions about brands involved in the business of fast fashion. Interestingly, the younger generation, millennials and especially Generation Z, has a much deeper understanding of sustainability issues and chooses sustainable practices. This observation leads to the assumption that demographic factors have a significant influence on the attitudes of people toward sustainability (Joy et al., 2021). The study observes that knowledge of issues related to sustainability has a positive association with the attitudes toward fast fashion brands. Hence, informed consumers appeared to lean toward having even more positive attitudes toward these sustainable brand practices. Thus, this suggests that effective communication of brands towards their sustainability initiatives is crucial. Transparency is the reflection of positive consumer perception developing through brand communication (Cambier and Poncin, 2020). In a nutshell, therefore, the research findings indicate that augmented customer awareness and understanding of such sustainability practices would result in important attitudes toward fast fashion brands and a competitive edge in an environmentally conscious market.
As such, it is quite evident that the perceptions of consumers regarding fast fashion brands are influenced considerably by the sustainability practices that such brands put forward. The sustainability brand, therefore, is seen to be much more responsive as people respond to sustainable brands. Sustainable practices involve the use of eco-friendly materials, labor responsibility, and carbon footprint minimization. This lends credence to hypothesis H1, which reiterates the point that there is a significant relationship between the attitude of consumers towards sustainability initiatives and the perception they have for the brands operating in the fast-fashion retail sector. The findings of this study are supported by Nielsen in 2023, which reports that 73 percent of cross-border consumers are likely to change their patterns of consumption in a bid to reduce their impact on the environment. It is, therefore, an outcome that gives way for improvement of brand image for companies adopting environmental sustainability practices. The present study reports that clients would tend to treat those brands caring about sustainability as more trustworthy and reliable, and the loyalty towards the same brands will increase. To add on to this point, there was a statement by respondents when asked whether they would recommend the same brands that are undertaking sustainable initiatives, and there was a yes response. This again made the brand reputation factor crucial in the fast fashioning business. From a literature review of previous studies, Gupta and Singh (2021) argued that sustainable brand practices substantially contribute to trust between consumers and brands. Thus, considering this aspect of sustainability in their business model, the fast-fashion retailers have future prospects to improve their brand image and establish relationships with their customers in the long run, which will eventually provide an edge in the marketplaces.
 There is a significant link between environmental awareness activities and customers' buying decisions regarding the fast-fashion retailing sector as the study suggests. Based on the study's results, hypothesis H2 stands proven. It states that there is a positive association between the perception of sustainable initiatives and the purchasing decisions of customers. A sizeable proportion of respondents stated that they would be more likely to make purchases if the companies demonstrate a commitment to sustainability. A report by the Fashion Retail Academy (2023) recently published just reveals that sixty-five percent of the consumers are guided by sustainability claims during purchases. As illustrated in the statement above, this is what reflects in the outcomes. The results show consumers are increasingly willing to pay more for environmentally friendly products-as this consumption behavior among the consumers indicates that there is greater evolution towards consumer purchase in such responsible consumption. Further, the study revealed that marketing strategies that have a focus on sustainability improve significantly the involvement of customers and their buying intentions. It also generates an argument that marketing communication impacts buyers' choices, given the rationale that respondents themselves said that they made more purchases from brands where commercials and social media displayed environmentally friendly practices (Dangelico and Vocalelli, 2017). Consumer buying behavior, as such, was immensely influenced by demographic factors which included age, level of income, and education levels. The most interesting part of the findings was the younger consumers with a higher education level showed a higher adherence to the purchase of the sustainable type of fashion (Antinienė et al.,  2021). In general, the findings of the study suggest that one of the probable effects of including sustainability into the core doctrines and business operations of fast fashion brands is how it affects the perceptions of consumers and plays a huge role in the purchase decision process, leading to overall improvement in the performance of the market.

5.3. Limitations of the study
The study suffers from a number of limitations that would affect the validity and generalizability of the findings. It has a small sample size of only 58 respondents, which may not depict the vast consumer base within the UK fast-fashion retail sector; thus, biasing the results. Moreover, the short data collection time may not have really provided adequate chance to register these changes in consumer attitudes and behavior, particularly considering this fast-evolving market environment. For example, the findings are only limited to London; they may not depict the sentiments or shopping behaviors of consumers in other UK regions. This geographical restriction could also dilute the overall generalizability of the outcomes. Thus, future studies could pursue larger, more diverse samples and longer data collection periods to strengthen and generalise the findings regarding sustainability initiatives in the fast fashion industry.

CHAPTER 6
CONCLUSION
6.1. Introduction
Chapter six, Conclusion chapter provides the key concluding remarks and the most important insights about attitudes towards sustainability initiatives in the fast fashion retail sector in the UK are presented in this chapter. It will synthesize the findings of the research, thus distinguishing with many crucial relationships between consumer attitudes, brand perceptions, and purchasing behavior towards sustainability. In addition, the chapter provides some practical recommendations to the industry stakeholders on how to improve sustainable practices in fast fashion. Finally, this research opens potential avenues for future research that may further unfold and explore the dynamics of sustainability in consumer behavior and its implications in the retail sector.
6.2. Key findings of the study
1. Consumer Attitudes on Sustainability initiatives: The study found out that more than two-thirds of fast-fashion retail consumers in the UK have positive attitudes towards sustainability issues. The respective attitudes have been highly guided by awareness about environmental concerns and ethical involvement related to fast fashion. This therefore implies a move towards more responsible purchasing as more customers become responsive to sustainable brands.
2. Sustainability practice and relationship with brand perception: Results indicated a marked relationship existing between sustainability practices and brand perceptions among consumers in fast fashion. Brands participating actively in sustainability through using eco-materials, responsible labor, and clear supply chains meet the consumers' radar directly. This positive perception does not only make a brand more loyal but also differentiates the sustainable brand from the less responsible ones, thus supporting Hypothesis 1 regarding the positive relationship between attitude toward sustainability practice and brand perception.
3. Sustainable Initiatives Impact on Purchasing Decisions: The results clearly indicate the linkage of consumers' perception of sustainable initiatives to their purchasing decision. Consumers revealed they would be more likely to buy from sustainable-minded brands, where aspects like quality of product and brand reputation play more roles. This feeds into Hypothesis 2, indicating the existence of a significant positive relationship that stretches between the perception of sustainable initiatives and purchasing decisions on the part of the customers, thereby emphasizing the role of sustainability in molding consumerism and the sustenance thereof within the fast fashion space. Overall, all these findings disclose that sustainability initiatives are extremely critical in creating attitudes, perceptions, and behavioral patterns among the consumers, which emphasizes that fast fashion brands need to go more sustainable to meet the evolving expectations of consumers.

6.3. Conclusions
On the whole, consumer attitudes toward sustainability initiatives in the UK fast fashion retail industry have been positive. New attitudes may be related to increasing concerns over environmental degradation and ethical issues about fast fashion practices. Because the respondents would have a strong preference toward the brands that actively portray sustainability, it seems that there is consumer awareness about the issues surrounding the sustainability along with the motivation to make the ethical purchasing decisions. The bottom line from the results is that the majority would increasingly demand transparency and accountability within the supply chain, and it is vital for the brand to subsequently become more sustainable in practice in meeting the value systems of the consumer. Consumer attitudes, therefore, become a linchpin in driving the brands to sustainability, and this effect influence the dynamics of the market in the fast fashion industry.
However, the findings suggest a huge correlation between the practices of sustainability and consumer perception with regards to the fast fashion sector. The perception of a brand is induced more by the perception of sustainable characteristics, such as using eco-friendly materials and ensuring ethical labor practices, by consumers on behalf of a brand. This positive perception of the brand increases customer loyalty and chances of repeated purchase. The study shows that consumers are attracted to the engagement with a sustainable brand; this gives an edge in a consciousness market. Another point revealed by the research is that when there is a great sustainability ethos, then it not only enhances the brand image but also distinguishes sustainable brands from others who don't understand its importance. Therefore, sustainable concerns have to be embedded in core strategies of fast-fashion retailers to create a robust perception of their brand and satisfy the expectations of their customers.

Sustainable initiatives have a significant influence on consumer purchasing decisions in fast-fashion retailing according to the findings of this study. The findings revealed that consumers tend to select and buy from the brands that have a reputation for actions toward sustainability. Therefore, Hypothesis 2 of the study is supported. Brand reputation, perceived product quality, and ethical sourcing become drivers consumers are willing to pay for. Results have shown that sustainability is not a niche aspect but an important parameter that influences consumer behavior. Brands that convey sustainability can significantly enhance market share and customer base. Thus, the fast fashion industry will benefit by establishing marketing strategies in accordance with the values the consumer employs toward sustainability, thus making sustainable efforts not an add-on but a fuller aspect of the brand's identity and those outreaches to consumers.

6.4. Recommendations of the study
1. Greater visibility in sustainability practices: Fast fashion retailers need to be transparent regarding their supply chain. The brand's openness about the sustainability activities taken, whether it is from ethical materials, carbon footprints, or labor practices, will increase consumer trust with such a brand and its credibility. These efforts at disclosing detailed reporting over sustainability actions should be transparent over websites, social media, and product labels.
2. Sustainable Innovation Investment: Fast fashion brands are driven to invest in fresh sustainable innovation. Using new raw materials like biodegradable fibers or adopting more eco-friendly production processes are some examples. Research and development of more sustainable options not only improve product lines but also bring environmentally aware customers who are now more keen to have positive contributing brands to the planet.
3. Consumer Education and Advocacy: Consumer education is one of the most important engagements that fast fashion brands must pursue for sustainability. Consumers must be educated and aware about the relevance of sustainability in the garment industry, the significance of their roles, and how their purchasing decisions impact the entire value chain, as well as the difference it makes to be sustainable by choosing a sustainable brand. Interactive marketing strategies relating to social media campaigns and collaborations with sustainability influencers allow engagement with the targeted audience to influence consumer behavior for purchases.

4. Sustainability Alliance Partners: There should be collaborations between the fast fashion operators and NGOs and organizations that focus on sustainability in the apparel business. Those collaborations would benefit the fashion brands in the following: insight into sustainability issues that their partners might have; access to services which can enhance their own sustainability initiatives; participation in certification programs and eco-labeling initiatives is another way of providing credence, which may boost consumer trust and loyalty.
5. Changing Market Strategies: Brands need to change their strategies of marketing and give more emphasis on the sustainability practices in promoting a brand. Those brands that want to focus on sustainability through advertisements and advertising materials will easily connect with consumers who give the walk in their shoes to be an environmentally responsible firm. Customizing the message to reflect maximization of sustainability factor will strengthen brand perception and influence the purchase decision of the customer, thereby positioning the brand in favorable competition in the market.
6. Continuous Improvement and the Feedback assessment: Fast fashion retailers can benefit from initiating a feedback mechanism that measures consumer perceptions of sustainability initiatives. Through regular assessment of customer feedback and readjustments to sustainability strategies, brands stay aligned with the shifting expectations and preferences of the customers. It will foster a culture of continuous improvement as sustainability is a core focus in brand operations.

6.5. Further scope for research
There are expanded opportunities for studying through additional research into this area of sustainability in fast-fashion retail. For instance, the effectiveness of new approaches to using digital marketing in promoting sustainability could be studied to find out how campaigns via social media, influencer engagement, and contents placed online influence consumer attitudes and perceptions of sustainability. Further research can be conducted to explore the digital landscape in expanding the boundaries of transparency and educating the consumer on sustainability efforts. With comparative studies across various geographical locations, attitudes among consumers toward sustainability in fast fashion can also be well understood, especially concerning cultural and economic differences. The impacts of sustainability efforts in the long term on the brand's ability to maintain loyalty and retain customers also over time will be useful. It is promising to explore further the intersection of technology and sustainability, such as blockchain, used in supply chains for greater transparency, for instance, to possibly yield innovative solutions to make sustainable fast fashion a reality.
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                                APPENDIX 1- QUESTIONNAIRE
Dear Participant,
I kindly invite you to take part in this survey, which aims to explore consumer attitudes, brand perception, and purchasing decisions within the fast fashion retail industry, particularly concerning sustainability practices. Your responses will help me for better understanding of consumer behaviour and preferences, contributing to valuable insights for academic and industry purposes. The survey will take approximately 10 minutes, and your participation is completely voluntary. All responses will remain confidential and anonymous.
Thank you for your valuable contribution to this research.
Consent Statement:
By continuing with this survey, I confirm that I understand the purpose of this study and voluntarily agree to participate. I also acknowledge that my responses will remain confidential and anonymous.
· I agree
· I disagree
Profile of the respondent 
1. What is your age group?
· 18-24
· 25-34
· 35-44
· 45-54
· 55 and above
2. What is your gender?
· Male
· Female
· Non-binary/Other
· Prefer not to say
3. What is your highest level of education?
· High school
· Undergraduate degree
· Postgraduate degree
· Doctoral degree
· Other
4. What is your average monthly expenditure on fast fashion products?
· Less than £50
· £50-£100
· £100-£200
· More than £200
	Part A. Give your feedback on the Attitudes Toward Sustainability Practices in the Fast Fashion Retail Industry

	Statements
	Strongly disagree (SD)
	Disagree (D)
	Neutral (N)
	Agree (A)
	Strongly agree (SA)

	1. I believe that fast fashion brands should adopt more sustainable practices.
	
	
	
	
	

	2. I consider the environmental impact when purchasing clothing from fast fashion brands.
	
	
	
	
	

	3. I am willing to pay more for clothing from brands that are committed to sustainability.
	
	
	
	
	

	4. I actively seek out fast fashion brands that promote eco-friendly practices.
	
	
	
	
	







	Part B. Give your feedback on the Brand Perception in the Fast Fashion Retail Industry

	Statements
	Strongly disagree (SD)
	Disagree (D)
	Neutral (N)
	Agree (A)
	Strongly agree (SA)

	1. I perceive brands that promote sustainability as being more trustworthy.
	
	
	
	
	

	2. A brand’s sustainability initiatives enhance my overall perception of the brand.
	
	
	
	
	

	3. I associate a brand’s commitment to sustainability with higher quality products.
	
	
	
	
	

	4. Fast fashion brands that focus on sustainability influence my loyalty to them.
	
	
	
	
	



	Part C. Give your feedback on the Purchase Decisions in the Fast Fashion Retail Industry

	Statements
	Strongly disagree (SD)
	Disagree (D)
	Neutral (N)
	Agree (A)
	Strongly agree (SA)

	1. I am more likely to purchase from fast fashion brands that engage in sustainable practices.
	
	
	
	
	

	2. Sustainability-related information provided by a brand influences my purchase decisions.
	
	
	
	
	

	3. I avoid purchasing from fast fashion brands that are not transparent about their sustainability efforts.
	
	
	
	
	

	4. The sustainability reputation of a brand strongly impacts my purchasing decisions.
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Model Summary

Change Statistics

Adjusted R Std. Error of R Square
Model R R Square Square the Estimate Change F Change dft df2 Sig. F Change
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a. Predictors: (Constant), Consumer's Sustainability Attitude
ANOVA®
Sum of
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a. Dependent Variable: Purchase Decision
b. Predictors: (Constant), Consumer's Sustainability Attitude





image11.png
Coefficients™

Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1421 389 3.648 001
Consumer's 585 116 559 5.039 000

Sustainability Attitude

a. Dependent Variable: Purchase Decision





image12.png
Model Summary

Change Statistics

Adjusted R Std. Error of R Square
Model R R Square Square the Estimate Change F Change dft df2 Sig. F Change
1 5287 279 266 50626 279 21.684 1 56 000

a. Predictors: (Constant), Consumer's Sustainability Attitude

ANOVA?
Sum of
Model Squares df Mean Square F Sig
1 Regression 5558 1 5558 21.684 000°
Residual 14353 56 256
Total 19.911 57

a. Dependent Variable: Sustainable Brand Perception
b. Predictors: (Constant), Consumer's Sustainability Attitude





image13.png
Coefficients™

Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1719 384 4.483 000
Consumer's 532 114 528 4657 000

Sustainability Attitude

a. Dependent Variable: Sustainable Brand Perception





image14.jpeg
Untitled form

QUESTIONNAIRE

ntitled Section

Untitled Section

ntitled Section

hitps f/docs google com/forms/u/0/d/17QywpKi-Pvh8C-ckHxTagHShZ180 Ix2esxJekOgymSs/printallresponses 02/10/2024, 9:33pm
Page 1 of 577




image15.jpeg
Dear Participant, *

| kindly invite you to take part in this survey, which aims to explore consumer
attitudes, brand perception, and purchasing decisions within the fast fashion retail
industry, particularly concerning sustainability practices. Your responses will

help me for better understanding of consumer behaviour and preferences,
contributing to valuable insights for academic and industry purposes. The survey
will take approximately 10 minutes, and your participation is completely voluntary.
All responses will remain confidential and anonymous.

Thank you for your valuable contribution to this research.
Consent Statement:

By continuing with this survey, | confirm that | understand the purpose of this study
and voluntarily agree to participate. | also acknowledge that my responses will
remain confidential and anonymous.

@ | agree

i disagree

hitps f/docs.google com/forms,

117QywpKI-Pvh8C-ckHxTagHShZ180 Ix2esx.

JekOgymSsfprintaliresponses 024, 9:33pm

Page 2 of 577




image16.jpeg
Profile of the respondent *

1. What is your age group?

@® 1824
O 2534
O 3544
O 4554

O 55 and above

2. What is your gender? *

@ Male
O Female

O Non-binary/Other

O Prefer not to say

hitps f/docs google com/forms/u/0/d/17QywpKi-Pvh8C-ckHxTagHShZ180 Ix2esxJekOgymSs/printallresponses 02/10/2024, 9:33pm
Page 3 01577




image17.jpeg
3. What is your highest level of education? *

O High school

Undergraduate degree

Doctoral degree

O
@ Postgraduate degree
O
O

Other

4. What is your average monthly expenditure on fast fashion products? *

O Less than £50
® £50-£100
(O £100-£200

O More than £200

hitps f/docs google com/forms/u/0/d/17QywpKi-Pvh8C-ckHxTagHShZ180 Ix2esxJekOgymSs/printallresponses 02/10/2024, 9:33pm
Page 4 of 577




image18.jpeg
5. Give your feedback on the Attitudes Toward Sustainability Practices in
the Fast Fashion Retail Industry

a. | believe that fast fashion brands should adopt more sustainable practices.

@ Strongly disagree (SD)
O Disagree (D)

O Neutral (N)

O Agree (A)

O Strongly agree (SA)

b. | consider the environmental impact when purchasing clothing from fast fashion *
brands.

@ Strongly disagree (SD)
O Disagree (D)

O Neutral (N)

O Agree (A)

O Strongly agree (SA)

hitps f/docs google com/forms/u/0/d/17QywpKi-Pvh8C-ckHxTagHShZ180 Ix2esxJekOgymSs/printallresponses 02/10/2024, 9:33pm
Page 5 of 577




image19.jpeg
¢. | am willing to pay more for clothing from brands that are committed to i
sustainability.

@ Strongly disagree (SD)
Disagree (D)

Neutral (N)

Agree (A)

Strongly agree (SA)

@)
©)
©)
@)

d. | actively seek out fast fashion brands that promote eco-friendly practices. *

O Strongly disagree (SD)
O Disagree (D)

@ Neutral (N)

O Agree (A)

O Strongly agree (SA)

hitps f/docs google com/forms/u/0/d/17QywpKi-Pvh8C-ckHxTagHShZ180 Ix2esxJekOgymSs/printallresponses 02/10/2024, 9:33pm
Page 6 of 577




image20.jpeg
6. Give your feedback on the Brand Perception in the Fast Fashion Retail i
Industry

a. | perceive brands that promote sustainability as being more trustworthy.

O Strongly disagree (SD)
O Disagree (D)

@ Neutral (N)

O Agree (A)

O Strongly agree (SA)

b. A brand’s sustainability initiatives enhance my overall perception of the brand.

O Strongly disagree (SD)
Disagree (D)
Neutral (N)

Agree (A)

OO0 O0Ow®

Strongly agree (SA)

hitps f/docs google com/forms/u/0/d/17QywpKi-Pvh8C-ckHxTagHShZ180 Ix2esxJekOgymSs/printallresponses 02/10/2024, 9:33pm
Page 7 of 577




image21.jpeg
c. | associate a brand’s commitment to sustainability with higher quality products. *

O Strongly disagree (SD)
O Disagree (D)

@ Neutral (N)

O Agree (A)

O Strongly agree (SA)

d. Fast fashion brands that focus on sustainability influence my loyalty to them

O Strongly disagree (SD)
O Disagree (D)

@ Neutral (N)

O Agree (A)

O Strongly agree (SA)

hitps f/docs google com/forms/u/0/d/17QywpKi-Pvh8C-ckHxTagHShZ180 Ix2esxJekOgymSs/printallresponses 02/10/2024, 9:33pm
Page 8 of 577




image22.jpeg
7. Give your feedback on the Purchase Decisions in the Fast Fashion Retail *
Industry

a. | am more likely to purchase from fast fashion brands that engage in
sustainable practices.

(O strongly disagree (SD)
(O Disagree (D)
O Neutral (N)
@® Agree (A

O

Strongly agree (SA)

b. Sustainability-related information provided by a brand influences my purchase *
decisions.
O Strongly disagree (SD)

Disagree (D)

Agree (A)

Strongly agree (SA)

O]
O Neutral (N)
O
O

hitps f/docs google com/forms/u/0/d/17QywpKi-Pvh8C-ckHxTagHShZ180 Ix2esxJekOgymSs/printallresponses 02/10/2024, 9:33pm
Page 9 of 577




image23.jpeg
c. | avoid purchasing from fast fashion brands that are not transparent about their
sustainability efforts.

O Strongly disagree (SD)

Disagree (D)

Agree (A)

O
@ Neutral (N)
O
O

Strongly agree (SA)

*
d. The sustainability reputation of a brand strongly impacts my purchasing
decisions.
O Strongly disagree (SD)
@ Disagree (D)
O Neutral (N)
O Agree (A)
O Strongly agree (SA)
This content is neither created nor endorsed by Google.
Google Forms
https //docs.google.com/forms/u/0/d/17QywpKI-Pvh8C-ckHxTagHShZ180Ix2esxJckOgymSs/printaliresponses 02/10/2024, 9:33pm

Page 10 of 577




image24.jpeg
Untitled form

QUESTIONNAIRE

Untitled Section

Untitled Section

Untitled Section

Dear Participant, *

| kindly invite you to take part in this survey, which aims to explore consumer
attitudes, brand perception, and purchasing decisions within the fast fashion retail
industry, particularly concerning sustainability practices. Your responses will

help me for better understanding of consumer behaviour and preferences,
contributing to valuable insights for academic and industry purposes. The survey
will take approximately 10 minutes, and your participation is completely voluntary.
All responses will remain confidential and anonymous.

Thank you for your valuable contribution to this research.
Consent Statement:

By continuing with this survey, | confirm that | understand the purpose of this study
and voluntarily agree to participate. | also acknowledge that my responses will
remain confidential and anonymous.

@ | agree
O i disagree

hitps f/docs google com/forms/u/0/d/17QywpKi-Pvh8C-ckHxTagHShZ180 Ix2esxJekOgymSs/printallresponses 02/10/2024, 9:33pm
Page 11 of 577




image25.jpeg
Profile of the respondent *

1. What is your age group?

O 1824
O 2534
O 3544
@® 4554

O 55 and above

2. What is your gender? *

O Male
@ Female

O Non-binary/Other

O Prefer not to say

hitps f/docs google com/forms/u/0/d/17QywpKi-Pvh8C-ckHxTagHShZ180 Ix2esxJekOgymSs/printallresponses 02/10/2024, 9:33pm
Page 12 01577




image26.jpeg
3. What is your highest level of education? *

O High school

Undergraduate degree

Doctoral degree

®
O Postgraduate degree
O
O

Other

4. What is your average monthly expenditure on fast fashion products? *

O Less than £50
® £50-£100
(O £100-£200

O More than £200

hitps f/docs google com/forms/u/0/d/17QywpKi-Pvh8C-ckHxTagHShZ180 Ix2esxJekOgymSs/printallresponses 02/10/2024, 9:33pm
Page 13 of 577




image27.jpeg
5. Give your feedback on the Attitudes Toward Sustainability Practices in
the Fast Fashion Retail Industry

a. | believe that fast fashion brands should adopt more sustainable practices.

@ Strongly disagree (SD)
O Disagree (D)

O Neutral (N)

O Agree (A)

O Strongly agree (SA)

b. | consider the environmental impact when purchasing clothing from fast fashion *
brands.

O Strongly disagree (SD)
O Disagree (D)

O Neutral (N)

@ Agree (A)

O Strongly agree (SA)

hitps f/docs google com/forms/u/0/d/17QywpKi-Pvh8C-ckHxTagHShZ180 Ix2esxJekOgymSs/printallresponses 02/10/2024, 9:33pm
Page 14 01 577




image28.jpeg
¢. | am willing to pay more for clothing from brands that are committed to i
sustainability.

Strongly disagree (SD)

Disagree (D)

Neutral (N)

Agree (A)

Strongly agree (SA)

® OO OO

d. | actively seek out fast fashion brands that promote eco-friendly practices. *

O Strongly disagree (SD)
O Disagree (D)

O Neutral (N)

O Agree (A)

@ Strongly agree (SA)

hitps f/docs google com/forms/u/0/d/17QywpKi-Pvh8C-ckHxTagHShZ180 Ix2esxJekOgymSs/printallresponses 02/10/2024, 9:33pm
Page 15 of 577




image29.jpeg
6. Give your feedback on the Brand Perception in the Fast Fashion Retail i
Industry

a. | perceive brands that promote sustainability as being more trustworthy.

O Strongly disagree (SD)
O Disagree (D)

O Neutral (N)

@ Agree (A)

O Strongly agree (SA)

b. A brand’s sustainability initiatives enhance my overall perception of the brand.

O Strongly disagree (SD)
Disagree (D)
Neutral (N)

Agree (A)

O ® OO0

Strongly agree (SA)

https://docs.google.com/forms/u/0/d/17QywpKI-Pvh8C-ckHxTagHShZ1801x2esxJckOqymSs/printaliresponses 02/10/2024, 9:33pm
Page 16 01577




image30.jpeg
c. | associate a brand’s commitment to sustainability with higher quality products. *

O Strongly disagree (SD)
O Disagree (D)

O Neutral (N)

O Agree (A)

@ Strongly agree (SA)

d. Fast fashion brands that focus on sustainability influence my loyalty to them

O Strongly disagree (SD)
O Disagree (D)

O Neutral (N)

@ Agree (A)

O Strongly agree (SA)

hitps f/docs google com/forms/u/0/d/17QywpKi-Pvh8C-ckHxTagHShZ180 Ix2esxJekOgymSs/printallresponses 02/10/2024, 9:33pm
Page 17 01577




image31.jpeg
7. Give your feedback on the Purchase Decisions in the Fast Fashion Retail *
Industry

a. | am more likely to purchase from fast fashion brands that engage in
sustainable practices.

(O strongly disagree (SD)
(O Disagree (D)
O Neutral (N)
@® Agree (A

O

Strongly agree (SA)

b. Sustainability-related information provided by a brand influences my purchase *
decisions.
O Strongly disagree (SD)

Disagree (D)

Agree (A)

Strongly agree (SA)

O
@ Neutral (N)
O
O

hitps f/docs google com/forms/u/0/d/17QywpKi-Pvh8C-ckHxTagHShZ180 Ix2esxJekOgymSs/printallresponses 02/10/2024, 9:33pm
Page 18 of 577




image32.jpeg
c. | avoid purchasing from fast fashion brands that are not transparent about their
sustainability efforts.

Strongly disagree (SD)
Disagree (D)

Neutral (N)

Agree (A)

® OO0 0O

Strongly agree (SA)

*
d. The sustainability reputation of a brand strongly impacts my purchasing
decisions.
O Strongly disagree (SD)
O Disagree (D)
O Neutral (N)
@ Agree (A)
O Strongly agree (SA)
This content is neither created nor endorsed by Google.
Google Forms
https //docs.google.com/forms/u/0/d/17QywpKI-Pvh8C-ckHxTagHShZ180Ix2esxJckOgymSs/printaliresponses 02/10/2024, 9:33pm

Page 19 01577




image33.jpeg
Untitled form

QUESTIONNAIRE

Untitled Section

Untitled Section

Untitled Section

Dear Participant, *

| kindly invite you to take part in this survey, which aims to explore consumer
attitudes, brand perception, and purchasing decisions within the fast fashion retail
industry, particularly concerning sustainability practices. Your responses will

help me for better understanding of consumer behaviour and preferences,
contributing to valuable insights for academic and industry purposes. The survey
will take approximately 10 minutes, and your participation is completely voluntary.
All responses will remain confidential and anonymous.

Thank you for your valuable contribution to this research.
Consent Statement:

By continuing with this survey, | confirm that | understand the purpose of this study
and voluntarily agree to participate. | also acknowledge that my responses will
remain confidential and anonymous.

@ | agree
O i disagree
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Profile of the respondent *

1. What is your age group?

O 1824
@® 2534
O 3544
O 4554

O 55 and above

2. What is your gender? *

O Male
@ Female

O Non-binary/Other

O Prefer not to say
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3. What is your highest level of education? *

O High school

Undergraduate degree

Doctoral degree

®
O Postgraduate degree
O
O

Other

4. What is your average monthly expenditure on fast fashion products? *

@ Less than £50
O £50-£100
(O £100-£200

O More than £200
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5. Give your feedback on the Attitudes Toward Sustainability Practices in
the Fast Fashion Retail Industry

a. | believe that fast fashion brands should adopt more sustainable practices.

O Strongly disagree (SD)
O Disagree (D)

O Neutral (N)

@ Agree (A)

O Strongly agree (SA)

b. | consider the environmental impact when purchasing clothing from fast fashion *
brands.
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O Neutral (N)

@ Agree (A)

O Strongly agree (SA)
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¢. | am willing to pay more for clothing from brands that are committed to o
sustainability.
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6. Give your feedback on the Brand Perception in the Fast Fashion Retail i
Industry

a. | perceive brands that promote sustainability as being more trustworthy.

O Strongly disagree (SD)
O Disagree (D)

O Neutral (N)

@ Agree (A)

O Strongly agree (SA)

b. A brand’s sustainability initiatives enhance my overall perception of the brand.

O Strongly disagree (SD)
Disagree (D)
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Agree (A)

O ® OO0

Strongly agree (SA)
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c. | associate a brand’s commitment to sustainability with higher quality products. *

O Strongly disagree (SD)
O Disagree (D)

O Neutral (N)

@ Agree (A)

O Strongly agree (SA)

d. Fast fashion brands that focus on sustainability influence my loyalty to them

O Strongly disagree (SD)
O Disagree (D)

O Neutral (N)

@ Agree (A)

O Strongly agree (SA)

hitps f/docs google com/forms/u/0/d/17QywpKi-Pvh8C-ckHxTagHShZ180 Ix2esxJekOgymSs/printallresponses 02/10/2024, 9:33pm
Page 26 0f 577




image40.jpeg
7. Give your feedback on the Purchase Decisions in the Fast Fashion Retail *
Industry

a. | am more likely to purchase from fast fashion brands that engage in
sustainable practices.

(O strongly disagree (SD)
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Strongly agree (SA)

b. Sustainability-related information provided by a brand influences my purchase *
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c. | avoid purchasing from fast fashion brands that are not transparent about their
sustainability efforts.

O Strongly disagree (SD)

O Disagree (D)
O Neutral (N)
@ Agree (A)
O

Strongly agree (SA)

*
d. The sustainability reputation of a brand strongly impacts my purchasing
decisions.
O Strongly disagree (SD)
O Disagree (D)
O Neutral (N)
@ Agree (A)
O Strongly agree (SA)
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Dear Participant, *

| kindly invite you to take part in this survey, which aims to explore consumer
attitudes, brand perception, and purchasing decisions within the fast fashion retail
industry, particularly concerning sustainability practices. Your responses will

help me for better understanding of consumer behaviour and preferences,
contributing to valuable insights for academic and industry purposes. The survey
will take approximately 10 minutes, and your participation is completely voluntary.
All responses will remain confidential and anonymous.

Thank you for your valuable contribution to this research.
Consent Statement:

By continuing with this survey, | confirm that | understand the purpose of this study
and voluntarily agree to participate. | also acknowledge that my responses will
remain confidential and anonymous.

@ | agree
O i disagree
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Dear Participant, *

| kindly invite you to take part in this survey, which aims to explore consumer
attitudes, brand perception, and purchasing decisions within the fast fashion retail
industry, particularly concerning sustainability practices. Your responses will

help me for better understanding of consumer behaviour and preferences,
contributing to valuable insights for academic and industry purposes. The survey
will take approximately 10 minutes, and your participation is completely voluntary.
All responses will remain confidential and anonymous.

Thank you for your valuable contribution to this research.
Consent Statement:
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Dear Participant, *

| kindly invite you to take part in this survey, which aims to explore consumer
attitudes, brand perception, and purchasing decisions within the fast fashion retail
industry, particularly concerning sustainability practices. Your responses will

help me for better understanding of consumer behaviour and preferences,
contributing to valuable insights for academic and industry purposes. The survey
will take approximately 10 minutes, and your participation is completely voluntary.
All responses will remain confidential and anonymous.

Thank you for your valuable contribution to this research.
Consent Statement:

By continuing with this survey, | confirm that | understand the purpose of this study
and voluntarily agree to participate. | also acknowledge that my responses will
remain confidential and anonymous.
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