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In recent years the fast fashion industry has grown rapidly, as companies produce trendy clothing at low prices to meet consumer demands. This business model is under scrutiny due to its negative social and environmental impacts (Joy, et. al. ,2012). In response, many fashion brands have begun implementing sustainability strategies to address these concerns and appeal to environmentally-conscious consumers (Lundblad & Davies, 2016).
[bookmark: _GoBack]UK consumers spend over £50 billion per year on clothing (Mintel, 2020). It is becoming increasingly important to understand the impact of fashion brands' sustainability policies on consumer perceptions and buying behavior as awareness about sustainability in the industry grows. This study aims to examine the effectiveness of sustainability strategies used by UK fast fashion companies in influencing consumer choices and attitudes.
This study aims to give insights into how fast fashion companies could effectively communicate their sustainability efforts to engage consumers and encourage more responsible consumption habits. The findings may help brands create sustainable strategies that resonate well with their target audience.
Aim: To examine the impact of sustainability on consumer behavior, fashion brand communication, and the UK fast fashion industry.
Objectives:
1. Identify the sustainability strategies that UK fast fashion brands are implementing.
2. Examine consumer perceptions and attitudes toward fast fashion brands' sustainability initiatives.
3. Assess the impact of sustainability strategies on consumer purchase decisions in the UK Fast Fashion Market.
4. Evaluation of the effectiveness of communication channels and messages used to promote sustainability by brands.
Research questions
1. What are the main sustainability strategies adopted by UK fast-fashion brands?
2. What is the consumer's perception and response to fast fashion brands' sustainability initiatives?
3. How much do sustainability strategies influence consumer buying behavior in UK fast fashion?
4. What are the most effective communication channels and messages to engage consumers in fashion brands' sustainability efforts
[bookmark: _Toc163833420]Literature Review
Fast fashion is the rapid production of low-cost, trendy clothing by large retailers. (Barreti & Panayotova, 2016). This model, while making fashion more accessible, relies on high consumption and rapid product turnover. This leads to significant waste and damage to the environment (Niinimaki and others, 2020). This industry is responsible for 10% of global carbon dioxide emissions and is also the second-largest consumer of water.
Many fast fashion brands are implementing sustainability measures to mitigate the negative impacts of their products. These include using eco-friendly fabrics, reducing waste, and improving conditions for workers in their supply chain (Mukendi & Henninger 2020). H&M Group's Conscious Collection is made up of organic and recycled material (H&M Group 2019), while Zara committed to using only sustainable fabrics by the year 2025.
Research suggests that there is a disconnect between the claims of brands about sustainability and what consumers perceive. The consumer is often skeptical of companies' commitment to sustainability. They see it as a marketing strategy rather than a genuine attempt (Johnstone & Tan, 2015). This "greenwashing", which is a marketing tactic, can hurt brand trust and reputation. (De Jong et. al., 2018).
To engage consumers effectively, brands must ensure that their sustainability initiatives align with their core values and are authentic. Certain consumer segments, notably younger generations, place a greater emphasis on sustainability when making purchasing decisions. (Maloney, et. al., 2014.; Meise, et. al., 2014). Brands can create sustainability strategies to drive loyalty and advocacy by understanding the attitudes of their target audience.
Communication is key to translating the sustainability efforts of brands into consumer engagement. Social media is a powerful tool for promoting sustainable fashion. It allows brands to engage directly with consumers, and create communities around shared values. Influencer marketing is also effective at raising awareness and driving sustainable fashion trends (Kahre, et. al., 2020). Brands must manage their messaging carefully to avoid the perception of greenwashing and superficiality.
The literature offers valuable insights on sustainability in fashion, but more research is needed to examine the UK fast-fashion market and the impact that different sustainability strategies have on consumer behavior. This study is designed to fill this gap and to provide recommendations that can be implemented by fast fashion brands who want to integrate sustainability into their business model and communication.
[bookmark: _Toc163833421]Research Methods and Methodology
This research will adopt a pragmatic philosophy. It recognizes that there are many ways to interpret the world and conduct research (Saunders, et. al., 2018). A pragmatic approach gives flexibility when selecting methods to best answer the research questions. Pragmatism stresses the practical implications of research and emphasizes the importance of using different methods to get a better understanding of the problem. This philosophy is in line with the study's goal to provide actionable insight for fast fashion brands who are looking to integrate sustainability into their communications and strategies.
The research will use an abductive approach, moving between theory and data to find the most plausible explanation for the phenomenon being studied (Dubois & Gadde, 2002). This is a good approach, given the complexity and evolution of sustainability within the fast fashion industry. Abductive reasoning allows the refinement of theories based on empirical observations. This enables the researcher to come up with new insights and explanations. The research can be grounded in UK fast fashion by engaging in a dialogue with existing literature.
The research will be conducted using a mixed-methods approach, which combines both qualitative and quantitative data analysis and collection. The mixed methods approach allows for a better understanding of the problem, by leveraging each method's strengths (Creswell & Creswell, 2018). The quantitative component allows for the measurement of perceptions, attitudes, and behaviors by consumers on a large scale, resulting in generalizable results. The qualitative component offers in-depth insight into the complexities of consumer responses towards sustainability strategies as well as the motivations behind and decision-making process.
The sequential design of the explanation will use quantitative data analysis and collection in the first phase to inform the qualitative phase. (Ivankova, et. al., 2006). The quantitative results can be explored further and explained by qualitative insights. The sequential design allows the researcher to interpret and contextualize quantitative results using qualitative findings (Creswell & Plano Clark, 2011).
A sample of UK consumers who are interested in fast fashion will be surveyed online during the quantitative phase. The survey will assess consumer perceptions, attitudes, and buying behaviors related to sustainability within fast fashion. Participants will be selected using a method of purposeful sampling based on age, gender, and frequency of purchases in fast fashion. To ensure a representative and statistically significant sample, a minimum sample size will be required (Krejcie & Morgan, 1970). The survey will use established scales and measurements from previous research on sustainability fashion consumption (e.g. Lundblad & Davies, 2016; Johnstone & Tan, 2015) as well as new items developed specifically for the research questions. The survey data will then be analyzed in S£S using descriptive and statistical inferences. This includes frequencies, means, and standard deviations.
In the qualitative phase, semi-structured interviews will be conducted with a subset of respondents to a survey who have expressed a high level of interest in sustainable fashion. To achieve data saturation, a purposive sample strategy will be employed again to ensure diversity. Participants' responses, motivations, and experiences will be explored through interviews. The interview guide, which will include open-ended questions, will be developed using quantitative findings and relevant literature. The interviews will either be conducted in person or online, depending on the participant's preferences and logistical concerns. The transcripts of the interviews will be subjected to a thematic analysis (Braun & Clarke 2006) to identify patterns and insights.
A content analysis of a sample UK fast fashion company's websites, social media, and other materials aimed at the public will be conducted to evaluate sustainability strategies and communication. The sample will include fast fashion brands such as H&M and ASOS as well as smaller brands that are known for their sustainability focus. The literature and research questions will be used to develop a coding framework, which will include categories like sustainability initiatives, communication channels, and message framing. The analysis will evaluate the sustainability initiatives that are being promoted, as well as the language and visuals employed, and the brand positioning about sustainability. The research team will establish intercoder reliability by implementing multiple coding techniques and establishing consensus among themselves (Neuendorf, 2017).
The data collection process is expected to last 3 months, followed by 2 more months of analysis and writing up the findings. Ethics will be addressed through the informed consent of all participants, confidentiality, data protection, and minimization of any potential risks and burdens for participants. Before data collection, the ethics approval of the university research committee will be sought. The researcher will engage in reflective practice throughout the entire research process. This includes acknowledging his or her own biases and positionality.
This mixed-methods research will use a pragmatic approach, an abductive approach, and a sequential explanatory design to examine the impact of sustainability on consumer behavior and fashion brand communication within the UK fast fashion sector. The research will combine quantitative and qualitative approaches to gain a nuanced and comprehensive understanding of this phenomenon. This study has practical implications for brands that are looking to engage their consumers in sustainability initiatives.
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This research proposal outlines a plan for investigating the impact of sustainability on consumer behaviors and fashion brand communications in the UK fast-fashion industry. The study uses a pragmatic research design and a mixed-methods strategy to gain a thorough understanding of how fast fashion companies can engage their consumers in sustainability initiatives.
This research may have important implications for companies that are looking to integrate sustainability into their marketing and business strategies. Understanding consumer perceptions and behaviors related to sustainable fashion can help brands create more impactful and authentic sustainability initiatives. This will drive consumer loyalty.
The research can also contribute to the academic literature about sustainability in the fashion sector by providing empirical evidence based on the UK market. Researchers and practitioners could benefit from the study's focus on different communication messages and channels.
This research could contribute to a more sustainable production and consumption pattern.
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