

LCLM6005- Independent Project


[image: ]
Programme: BA (Hons) Leadership and Management Skills in the Workplace
Module: Independent Project
Module code: LCLM6005
Topic: Sustainability Practices and Their Effect on Consumer Trust in UK Fashion Retail Industry
Student Name: Hirsova Livia
Student ID: 2238099



Abstract
Introduction: The introduction chapter has highlighted the research aim and objectives which have guided the research findings. The research background has discussed the importance of sustainable initiatives in the UK fashion retail industry. Retailers need to maintain effective communication on sustainability to gain customer trust. The chapter has also discussed the scope and significance of this research. 
Literature review: The research study has focused on the triple bottom line framework, stakeholder theory, legitimacy theory, signalling theory, Carroll’s pyramid of CSR, and corporate reputation theory. Sustainability communication has now become a focus of corporate strategy in the world of fashion. Similarly, the UK consumer concern regarding environmental factors has risen considerably. The stakeholders, like consumers, regulators, investors, and advocacy groups, are important when it comes to the perception of sustainable communication in the fashion industry. A well-organised and evidence-based approach to communication is essential to ensure transparency in sustainability communication.
Methodology: The research design adopted in this study is a mixed-method research design in order to know how the sustainability practises and communication can influence consumer trust in the UK fashion retail industry. Chapter 3 explained the research design whereby the secondary thematic analysis and the primary survey research were used to explore the consumer perception and their behavioural responses. These are systematic data collection and analysis, aspects taken in the methodology to develop systematic data collection and analysis by incorporating literature coding and structured questionnaire design. 
Results and Discussion: The results and findings, which were provided by Chapter 4, indicated that sustainability appears to be becoming relevant to consumers, and brand statements' credibility is still low. Transparency and associated green labels and honesty in communication turned out to be significant as regards customer engagement and buying rate, whereas greenwashing was a reputational threat. 
Recommendations, Conclusions and Limitations of the research: Chapter 5 provided recommendations, conclusions and limitations of the research, indicating that transparency, confirmed communication, and access to sustainability are a strategic priority to retailers. Another learning that was realised by the chapter was the flaws of the approach taken and future research tracks to gain more insight about the evolving consumer expectations as well as sustainability communication practises in the fashion industry.
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[bookmark: _omjfcxob1xbc]CHAPTER 1: Introduction
[bookmark: _amcs32nlcnef]1.1 Introduction
The aim of this chapter is to understand the research background and identify the research problems. The dissertation wheel evaluates the associated business risks with green hushing in the UK fashion retail industry. It will also develop the research aim, objectives and questions which will be the foundation of the entire dissertation. The dissertation structure and significance of this paper will also be highlighted here. 
[bookmark: _2t1w3zc7v6q]1.2 Research Background
Sustainability has a strong impact on the UK retail sector, which has transformed business practices, operations, marketing and customer-centred approaches. The ambitious net-zero goal for 2050 has been applied by the UK government, which has increased the demand for ethical products in the UK. It has also shifted the UK fashion retail industry as 85% of UK retailers have implemented sustainability practices in their business operations. According to Mockutė (2026), ethical concern, changing customer demand and rising environmental awareness have a direct influence on sustainability practices in the UK fashion industry. Unethical labour practices, textile waste, increasing carbon emissions, and other issues are the key challenges for fashion brands. However, many UK fashion retailers, including Burberry, ASOS and others, have already implemented circular economy models to reduce wastage. They also use eco-friendly materials in production and packaging as well as enhance supply chain efficiency (Postlethwaite et al., 2025). 
Businesses often face significant challenges and hurdles to implement sustainable initiatives such as it increases the overall financial cost. High investment and infrastructure development costs, lack of skilled knowledge and organisational resistance can affect stakeholder relationships. Hilton (2025) has highlighted that instead of greenwashing, businesses are performing greenhusing which is basically becoming silent about sustainable approaches. The effectiveness of sustainable initiatives depends on transparency and the communication process with business stakeholders. Consumers and investors need to be informed about the sustainable choices as well as environment-friendly business practices. According to Botea-Muntean and Constantinescu (2023), greenhushing is the denial or refusal of a business organisation to publicise its ESG information. Reports have highlighted that nearly 85% of investors prefer to invest in sustainable businesses and 81% of consumers prefer sustainable brands (Gatti, 2024). The lack of communication about sustainable initiatives can affect stakeholder relationships. When companies deliberately under-communicate their sustainable achievements, it can create confusion and trust issues among stakeholders. 
[bookmark: _yx29b5uf1ag5]1.3 Research Problem
Many UK fashion retailers have implemented various sustainable strategies, such as Primark, Burberry, M&S and ASOS. They have implemented a circular economy model to promote the use of recycled items. Ethical sourcing, reducing carbon footprint, eco-friendly packaging and other sustainable initiatives can highlight the social values of brands (Connor-Crabb et al., 2025). Authentic and long-term sustainability commitment motivates customers to make repeat purchases. It also creates an emotional want, which can increase competitive advantages and profitability for businesses. 
However, maintaining effective communication about this sustainable initiative is important to gain stakeholder trust. Gatti (2024) has highlighted that limited disclosure about sustainability information and initiatives can affect brand reputation and consumer trust. Lack of transparent communication can affect customer loyalty. Businesses need to maintain transparent reporting about sustainable initiatives and their performance as well as third party certificates to develop brand reputation in the global market. Greenhusing or avoiding clear communication also can increase the risk of greenwashing. Customers, investors, and shareholders can be misinterpreted by the business's financial reports. As per the view of Botea-Muntean and Constantinescu (2023), greenhusing is a new concept that highlights the risk of poor communication. The key research problem in this dissertation is to understand different communication strategies in the UK fashion retail industry and their impact on stakeholder relationships. Understanding the concept of green husing is important to develop practical communication approaches for businesses. 
[bookmark: _qbappsst9xiz]1.4 Research Aim and Objectives 
Aim 
· To understand the potential business risks related to communicating sustainability practices and maintaining transparency to increase stakeholder trust. 
Objectives
· To demonstrate different communication strategies in the UK fashion retailers and greenhushing about their sustainability initiatives.
· To identify stakeholder reaction and attitude towards sustainability-related communication. 
· To create practical approaches to implementing transparency in sustainability communication and business reputation for UK fashion retailers while avoiding the negative impacts of non-disclosure.
[bookmark: _yplbw2ixswki]1.5 Research Questions
1. What are the sustainable business practices of UK fashion retailers? 
2. What is the concept of green husing regarding stakeholder engagement and trust? 
3. What can be actionable measurements for UK fashion retailers to reduce non-communicated potential reputation damage?
[bookmark: _mw42qq98tbd0]1.6 Significance and Scope of the Research
The report will evaluate how sustainable communication strategies can develop consumer trust and how ineffective communication can create reputational damage for the UK fashion retail industry. The research findings will highlight current communication strategies in the UK fashion retail sector and highlight their effectiveness. The significance of this dissertation is to demonstrate how effective communication is a critical factor of business success and helps to develop consumer trust (Connor-Crabb et al., 2025). According to the Triple Bottom Line Theory, three core pillars of sustainability are environmental, economic, and social. The research will help to understand these three areas and can help businesses to make sustainable initiatives, considering these. Fashion industry retailers have implemented various communication strategies such as ethical marketing, eco-friendly product packaging, publishing sustainable reports and authentic storytelling to promote their sustainable initiatives (Gatti, 2024). Third-party certificates and multi-channel marketing also have a vital impact on developing customer trust. The research is significant to understand the influence of sustainability communication on stakeholder relationships. It can help retailers to avoid reputational damage and regulatory compliance. 
The scope of this research is very high as the research findings can help small and medium-sized fashion retailers to make more transparent communication strategies. Considering the research findings, future studies can also identify the role of technology in sustainability communication and stakeholder response. The paper will highlight how different communication channels such as digital communication, marketing, and brand storytelling can impact customer mindset as well as create emotional bonds with them. 
[bookmark: _xds7yt5kvvk8]1.7 Chapter Summary
This chapter has created the foundation of the overall dissertation by highlighting the research problem and research background. The research problem has highlighted why effective communication about sustainable initiatives is important to gain stakeholder trust and customer loyalty. This chapter has also included the research aim, objectives and questions which will guide the research findings. Therefore, the significance and the future scope of this research have been demonstrated here. 
[bookmark: _u2rav1bmqcvi]CHAPTER 2: Literature Review
[bookmark: _e0hhtvvzj5st]2.1 Introduction 
This chapter will review industry and academic literature related to CSR, sustainability communication, and green hushing within the UK fashion retail industry. This chapter will examine the key theoretical frameworks, such as Triple Bottom Line, Stakeholder Theory, Legitimacy Theory, Signalling Theory, Carroll’s Pyramid of CSR, and Corporate Reputation Theory. The theoretical framework, conceptual framework, and literature gap will be expressed in this chapter. This chapter will evaluate existing research on how companies communicate sustainability, how stakeholders respond to disclosure, and practical approaches to implementing transparency. 
[bookmark: _er7v4imccmlq]2.2 Theoretical Frameworks 
Triple Bottom Line (TBL) Framework: This framework focuses on three dimensions of business performance, including economic, social, and environmental. According to Nogueira et al. (2023), organisations need to consider their impact on the planet and people to develop their competitiveness. The UK fashion retail industry concentrates on implementing fair labour practices, developing proper waste management, and strengthening financial sustainability. It supports long-term company success by properly balancing social responsibility, economic outcomes, and environmental sustainability. Nogueira et al. (2023) stated that this framework is applied to maintain the corporate social responsibility of companies by considering the expectations of ESG (Environment, Social and Governance). As mentioned by Mio et al. (2022), transparent sustainability practices help stakeholders to understand the performance of the company across all dimensions. However, the companies face issues in developing stakeholder awareness if they adopt green husing and limit information disclosure (Mio et al., 2022). 
[image: ]
Figure 1: Triple Bottom Line Framework 
(Source: Author)
Stakeholder Theory: According to this theory, organisations need to consider the expectations and interests of stakeholders rather than concentrating only on shareholders. According to Valentinov (2023), customers, employees, investors, communities, and suppliers are the key stakeholders of the UK fashion retail industry. As mentioned by Mio et al. (2022), this theory states that long-term organisational success relies on maintaining strong stakeholder relationships. Valentinov (2023) argued that the lack of information disclosure about the sustainability business performance of the company weakens the stakeholder confidence and their engagement. The transparent sustainability communication assists the UK fashion retail industry in strengthening stakeholder engagement. This theory is used to provide a strong foundation for companies to examine how sustainability communication affects stakeholder engagement.
Signalling Theory: This theory highlights how companies communicate information to eliminate gaps between external perception and internal knowledge. Sustainability reports and ESG disclosures express the responsibility and ethical commitment of the company. According to Friske et al. (2023), credible signals assist investors and customers in expressing positive judgments about the company. Sustainability communication signals a sustainable commitment of the UK fashion retail industry towards social, economic, and environmental standards. Friske et al. (2023) stated that the implementation of green husing practices weakens the signalling of the company towards sustainability commitment. Adeoye (2024) explained that it increases uncertainty and reduces trust, which leads to poor organisational outcomes. Hence, this theory is used by companies to develop effective signalling through transparency and accuracy. Measurable performance indicators and verified information disclosure develop the organisational credibility. 
Legitimacy Theory: This theory states that companies need to operate their business based on social expectations and values in terms of developing their long-term growth. According to Adeoye (2024), organisations maintain legitimacy by aligning their communications and actions with societal norms. Stakeholders’ concern about sustainability has developed in the UK fashion industry. Hence, organisations need to develop their responsible behaviour and transparent reporting to maintain legitimacy. Adeoye (2024) explained that the legitimacy theory is used by organisations to develop sustainability communication in terms of developing their accountability. It helps the UK fashion retail industry to demonstrate public approval of sustainability and strengthen customer trust over time. 
Carroll’s Pyramid of CSR: This model explains corporate responsibility at four levels, which are legal, ethical, economic, and philanthropic. This model expresses that business organisations need to maintain profitability, legal frameworks, ethical business practices, and social responsibilities to attain long-term growth. According to Kusyk et al. (2024), this includes sustainable sourcing, fair wages, and community engagement in the UK fashion retail industry. Transparent communication of these responsibilities develops stakeholder trust and supports long-term business reputation. Kusyk et al. (2024) explained that the model expresses that economic responsibility develops the organisational foundation as businesses need to be profitable to sustain in the market. Legal responsibility helps companies to comply with regulations, and ethical responsibility helps companies to act fairly. According to Adeoye (2024), the philanthropic responsibility of the company focuses on voluntary contributions to develop community well-being. This model supports the UK fashion industry to develop fair labour standards, responsible sourcing, community development and environmental protection contexts as a long-term business sustainability. 
[image: ]
Figure 2: Carroll’s Pyramid of CSR
(Source: Kusyk et al., 2024)
Corporate Reputation Theory: This theory highlights how stakeholders develop collective perceptions about the company based on its previous actions, performance, and communication. According to Yan et al. (2022), consistent behaviour and credible information disclosure of the UK fashion retail industry develop their corporate reputation over time. According to the Corporate Reputation Theory, sustainability communication develops a competitive advantage for the company and strengthens consumer trust. Yan et al. (2022) argued that inconsistent messaging and weak information disclosure damage corporate credibility and reduce consumer trust. The corporate reputation of the UK fashion retailers is directly connected with transparency and ethical business performance. 
[bookmark: _y67vh998qcw8]2.3 Conceptual Framework
[image: ]
Figure 3: Conceptual Framework 
(Source: Author)
[bookmark: _4vucrl4nhkov]2.4 Thematic Analysis 
Different communication strategies in the UK fashion retailers and greenhushing about their sustainability initiatives.
Sustainability communication has now become a focus of corporate strategy in the world of fashion. Similarly, the UK consumer concern regarding environmental factors has risen considerably. Historically, firms used sustainability marketing and corporate social responsibility reporting to show support for ethical and environmental practices. However, with growing criticism of inflated or false sustainability claims often called greenwashing, some retailers are turning to a more conservative way of communicating called greenhushing. According to Lee et al. (2024), greenhushing can be defined as the intentional under-reporting or under-disclosure of sustainability initiatives to prevent regulatory emission, reputational, or greenwashing charges. The European Commission states that about 53% of environmental claims by businesses in Europe were ambiguous, deceptive, or unproven (Hu et al., 2023). This further increased regulatory control. Several fashion retailers have been hesitant to report sustainability programs without thorough checks.
Communication strategies have also been dictated by the regulatory environment in the UK. The UK Competition and Markets Authority also established the Green Claims Code that obliges businesses to make truthful, clear, and evidence-based environmental claims in 2021 (Hu et al., 2023). This regulatory framework has forced fashion retailers to review their communication practices on sustainability. Rather than promoting sustainability in general, most companies have narrowed down their communication to verifiable measures of supply chain transparency, carbon emissions, and the use of recycled materials. Meanwhile, the fashion industry is a major polluter. According to a study, the fashion industry generates more than 92 million tonnes of textile waste each year around the globe, and it generates about 10% of all carbon emissions in the world (Costantini and Costantini, 2022). Consequently, the pressure on retailers to be greener is growing, without the ability to be misleading. As a result, businesses have taken different approaches, such as elaborate reporting on sustainability, selective disclosure, or limited publicity. According to the scholars, greenhushing is an aspect of risk strategic management and not the absence of commitment to sustainability (Çetiner and Tunca, 2022). However, critics state that too much silence can make the industry less transparent and stifled in achieving sustainable collective progress.
Stakeholder reaction and attitude towards sustainability-related communication. 
The stakeholders, like consumers, regulators, investors, and advocacy groups, are important when it comes to the perception of sustainable communication in the fashion industry. According to Lee et al. (2024), their perception of sustainability communication affects corporate reputation, trust, and buying behaviour. Consumers are demanding that fashion brands give them clear information regarding environmental and ethical practices. A survey shows that 73% of consumers are willing to transform their consumption patterns to be more environmentally friendly (Lee et al., 2024). Younger demographics like Generation Z show their preference for sustainable brands significantly. Jung et al. (2024) state that this change has motivated retailers in the UK fashion market to incorporate sustainability stories in brand identity. Nevertheless, certain consumers mistrust greenwashing due to the increase in scandals. Studies indicate that consumers feel cheated when companies make unspecific environmental assertions, which weakens brand trust (Costantini and Costantini, 2022). As a result, certain retailers decide to reduce communication until claims have been confirmed.
Sustainability communication strategies are also affected by investors. Environmental, social, and governance (ESG) indicators are a significant inclusion in investment decision-making. Increasingly, institutional investors require transparent disclosure on supply chain management, carbon emissions, and labour practices. According to Blazkova et al. (2025), ESG-aligned investments represent more than 100 trillion dollars in assets under management across the globe. This means that investors take corporate sustainability performance seriously. Stakeholders' attitudes are also influenced by regulatory authorities and interest groups. The Changing Markets Foundation has criticized fashion brands, stating that their sustainability marketing is deceptive, with examples of environmental claims not being supported. This publicity raises reputational risk on the side of retailers and leads to the development of greenhushing as a counter-attack communicative tool.
Practical approaches to implementing transparency in sustainability communication and business reputation for UK fashion retailers while avoiding the negative impacts of non-disclosure.
A well-organised and evidence-based approach to communication is essential to ensure transparency in sustainability communication without the dangers of greenwashing or greenhushing. Academic and industrial literature has suggested a number of practical solutions to overcome this challenge. The most common recommendation is standardised sustainability reporting frameworks. The Global Reporting Initiative offers internationally accepted principles that help companies to report environmental and social performance in a uniform and quantifiable way (Jung et al., 2024). Standardised reporting decreases ambiguity and improves credibility due to the ability of the stakeholders. This helps to compare sustainability performance among companies.
Similarly, the Science Based Targets campaign urges businesses to establish quantifiable carbon emission reduction goals aligned with climate science. Companies can show seriousness to sustainability and reduce the chances of misleading statements by reporting confirmed targets and progress. Studies have shown that companies implementing science-based targets enjoy increased stakeholder confidence and enhanced corporate image. According to Blazkova et al. (2025), another important strategy of fashion retailers is supply chain transparency. A significant part of environmental and social effects is caused by the manufacturing and sourcing processes, reporting supplier information and labour conditions; all these can enhance responsibility. The industry has also created initiatives like the Sustainable Apparel Coalition that have designed frameworks like the Higg Index to assess the environmental performance of supply chains.
The organisations can also achieve credibility by clear and balanced communication. Companies are communicating more progress, challenges, and limitations instead of portraying sustainability as an attained objective. Such a strategy is more realistic when it comes to narrating the sustainability transformation and minimises the chances of being accused of exaggeration. Studies have shown that stakeholders would react better if companies recognise both the successes and the areas of improvement (Blazkova et al., 2025). Lastly, cooperation in the fashion business can promote integrity and collaborative development. Partnerships between retailers, NGOs, and regulators facilitate common standards and knowledge sharing. These coordination efforts foster accountability and facilitate the creation of industry sustainability standards.
[bookmark: _5ei7hrg94o8h]2.5 Literature Gap 
The existing literature has examined sustainability disclosure and greenhushing, but limited research concentrates on sustainability disclosure and consumer trust in the UK fashion retail industry (Blazkova et al., 2025). Few empirical research studies have analysed the strategic reasons for implementing sustainability initiatives. There is insufficient exploration of reputation management and sustainability standards in current academic research. 
[bookmark: _8j0235fpbebh]2.6 Summary 
[bookmark: _6fj01ch62t7b]This chapter has enlightened the significance of transparent sustainability communication in developing corporate reputation and stakeholder trust. The theoretical frameworks have focused on the Triple Bottom Line framework, stakeholder theory, legitimacy theory, signalling theory, Carroll’s pyramid of CSR, and corporate reputation theory. Previous research studies have expressed that credible disclosure develops a competitive advantage, whereas limited communication leads to reputational risks. The literature gap has been explored in this chapter with the conceptual framework. 
[bookmark: _emhpx6yoz5jy]

[bookmark: _7eok9t1e41j7]CHAPTER 3: Methodology 
[bookmark: _dc9d40fnmzhz]3.1 Introduction 
The chapter presents the methodology of the research that has been adopted in analysing the sustainability practise and its influence on consumer trust in the retail fashion industry in the UK. In the analysis of the response of stakeholders to greenhouse practises, the research will aim to get an insight into the potential business risk associated with sustainability communication and transparency. The chapter discusses the research philosophy, research approach, research method and strategy, data collection processes, data analysis methods, ethical considerations, limitations, and lastly provides a conclusion as to how the approach to the methodology design. The type of selected mixed-method approach was made with the aim of offering a detailed understanding of not only the theoretical perspectives but also the sentiments of the stakeholders.
[bookmark: _nxuwqtkw1g27]3.2 Research Philosophy 
The philosophy of research may be referred to as the assumptions that are applied in the process of producing and perceiving knowledge in a study. According to Saunders, Lewis, and Thornhill (2019), research philosophy shapes the decisions that are connected to the methodology because it determines how researchers view reality and how to construct the knowledge. The study is based on the philosophy of positivism that emphasises the practical consequences and resolution of the problems by integrating various methods of research. This research would be best suited to positivism because sustainability communication is a measurable behaviour, and so is consumer trust, both tied to behaviours coupled with perceptions. Pandey and Pandey (2021) state that pragmatic research allows the freedom of selecting methods which prove most appropriate to the research question.
[image: ]
Figure 4: Research Onion
(Source: Saunders et al., 2019)
[bookmark: _zcb4xgtc0dnd]3.3 Research approach
The research adopts a deductive approach to study, which involves the development of a study based on the available theories and then conducting empirical research regarding the same. To Saunders et al. (2019), deduction presupposes the collection and analysis of data occurring due to theoretical implications. The first one was the analysis of the secondary literature aimed at understanding the sustainability communication practises in the context of the fashion retail industry and their potential effects on the credibility of the stakeholders. Then the data about the primary survey was collected to test the hypothesis whether the attitudes of the stakeholders will be aligned with the theoretical hypotheses. The deductive approach will ensure the logical consistency of the research objectives with the empirical data and will be applicable to confirm the viable perspectives of academia in a contemporary industry setting.
[bookmark: _nfdde7npn1s2]3.4 Research Method and Strategy
To take one step further in the research, the mixed research design was used in order to enhance the credibility and the richness of the research. Mixed-method research is a research method which combines both quantitative and qualitative elements with the aim of providing a more elaborate explanation of research issues. In his article, Nanthagopan (2021) underlines that mixed-method research strengthens the validity of research since it can be possible to triangulate the results. The research plan suggests both the secondary research, characterised by the bibliographical review and the primary one, characterised by the structured survey. Bibliographical reviews are regarded as a research methodology by Ocaña-Fernandez and Fuster-Guillena (2021), who claim that they synthesise the existing knowledge and make some conceptual associations between the studies.
The independence of the survey strategy selected is due to the possibility of gathering standardised answers from a relatively large number of participants within a relatively short time. The approach assists in measuring the customer perceptions in sustainability as communication practises in the fashion retail sector.
[bookmark: _92o79v1uyvho]3.5 Data Collection
The data were collected using secondary and primary data in order to be methodologically comprehensive. Secondary data were obtained through the methodological studies and academic publications that were found in the reference framework. The process of stakeholder trust, the sustainability practices, and communication issues were identified through the literature review. Based on the research design, Taherdoost (2021) argues that secondary data helps to establish both theoretical and methodological advice.
Primary data collection was conducted through an online survey that was conducted with the assistance of Google Forms. The survey was targeted at 25 respondents who were supposedly fashion consumers who were aware of shopping for retail clothing products. Nguyen et al. (2021) argue that stratified sampling is the most effective way of maximising the accuracy of the results, as all groups of persons will be included in the sampling plan.
[bookmark: _8qp904po5cy6]3.6 Analysis of Data
The analytical methods used in the analysis of the data collected entailed the quantitative and qualitative data analysis processes. Survey responses were analysed by using descriptive statistical analysis, i.e., frequency distribution and percentage comparison. Saunders et al. (2019) argue that descriptive statistics can be used to analyse the structured survey data since they need to clearly see the pattern and trend of behaviour through this aggregation.
They methodically analysed some of their secondary data through thematic interpretation of literature in order to establish common themes with respect to sustainability communication, transparency risks and stakeholder trust. The synthesis of bibliography made it possible to bring the theoretical knowledge together with the empirical findings and to explain the findings within a more comprehensive academic context (Ocaña-Fernández and Fuster-Guillén, 2021). 
[bookmark: _kj8h7i1vygqr]3.7 Ethical considerations
During the process of conducting the research, the ethics were followed in order to safeguard the participants and give credibility to the research. There was no form of pressuring the respondents to participate in the survey, and they were informed of the intended purpose of the research prior to giving consent. No distinguishing and identifiable information was being collected, and anonymity and confidentiality were guaranteed.
Taherdoost (2021) argues that the management of ethical data is also fundamental in guaranteeing that there exists trust between the researcher and the subjects. Information gathered was not utilised in forms other than academics, and information was stored in a secure location to prevent unauthorised access or misuse. The good academic ethics of the study were in compliance with transparency, honesty and good management of data.
[bookmark: _fzf3rdzf8oro]3.8 Summary 
This chapter brought into the limelight the methodology used in the research study in the exploration of the sustainability practises in the UK fashion retail industry and consumer trust. It relied on pragmatic philosophy, a deductive research approach and a mixed approaches design where they principally included surveying along with the research as the bibliographical review. The study objectives were related well to data collection and analysis processes and were done in a manner that was ethically acceptable. 


[bookmark: _rscsnxyh85up]CHAPTER 4: Results and Discussion 
[bookmark: _dlk96skhzjzq]4.1 Introduction
The chapter discloses the results and findings of the secondary and primary research methods that were used to determine sustainability practises and their effects on consumer trust in the UK fashion retail industry. The information obtained in the literature analysis is used to perform thematic analysis, and the findings of the empirical research in the form of a consumer survey are integrated into this analysis. The current chapter is aimed at discussing the role of sustainability communication, transparency and greenwashing practices in the perception of the stakeholders and their impact on their affective buying behaviour. These two types of research will provide the most frequently used conceptual themes in the academic literature. Primary research will evaluate the attitudes toward sustainability communication among consumers. When the two findings are combined, a complete picture of business risks and opportunities that accompany sustainability transparency is obtained.
[bookmark: _f52wp30wm0x]4.2 Thematic Analysis (Secondary Method)
	Themes
	Codes
	Subcodes

	Theme 1: Sustainability Practices in UK Fashion Retail
	Environmental responsibility, ethical sourcing, circular fashion
	Carbon reduction, sustainable materials, recycling initiatives

	Theme 2: Sustainability Communication Strategies
	Transparency, disclosure methods, reporting practices
	Sustainability reports, eco-labels, digital communication

	Theme 3: Greenhushing and Communication Risks
	Under-communication, fear of criticism, reputational risk
	Legal concerns, consumer scepticism, misinformation avoidance

	Theme 4: Stakeholder Trust and Engagement
	Consumer perception, credibility, behavioural response
	Trust formation, purchase intention, brand loyalty


Table 1: Thematic Analysis Table
(Source: Self-Developed)
Theme 1: Sustainability Practices in UK Fashion Retail
To implement sustainability practices has been a strategic agenda, the fashion retail industry in the UK has decided to embrace the sustainability practises to address the requirements of the environmental pressures, regulatory demands, and transformed customer values in the past five years. It has been discovered that sustainability is increasingly gaining momentum in terms of environmental compliance in addition to ethical sourcing, responsible manufacturing and sustainable supply-chain management. According to Hasan and Shehun (2022), the global apparel retailers are integrating the suggested sustainable supply-chain management aimed at mitigating the negative impact on the environment and increasing operational accountability.
The transition to a more environmentally friendly practise is reflective of the trend that the industry is experiencing towards becoming more environmentally concerned. As Abbate et al. (2024) remark, the repositioning of the textile and apparel organisations towards circular production systems, where the most important issues are material recycling, reuse, and lifecycle, is becoming a departure from the old and linear model of production. The changes outlined above are a pointer that sustainability is currently becoming a business practise and not a peripheral marketing strategy.
The process of sustainability adoption has a positive impact on consumer engagement as well, according to UK-oriented research. According to Mascarenhas (2025), online fashion retailers in the UK that have managed to convert their operational strategies to sustainable operations have better interactions with customers and a positive attitude towards the brand. However, it is being implemented not across the industry. The majority of the retailers are undertaking partial efforts to sustainability that do not entail a wholesome change of their production systems; there is an imbalance between the goals of sustainability and the outcome.
This difference introduces scepticism among consumers. As noted by Papadopoulou et al. (2022), consumers are increasingly becoming aware of the topic of sustainability, a topic that leaves them questioning whether fashion brands are actually exercising sustainability in an ethical manner or merely talking about it. Consequently, the legitimate operational change is in conformity with sustaining credibility. Moreover, sustainability practises are also related directly to long-term competitiveness. The stakeholders not only increase organisational legitimacy through the sustainable sourcing and production, but also make it environmentally friendly. Therefore, the sustainability practises may be considered as an environmental responsibility tool and a reputation management strategic tool.
Theme 2: Sustainability Communication Strategies
One of the necessary themes has become the communication strategies, which influence the attitude towards the sustainability work of consumers. Sustainability communication is organisational efforts to communicate with the environment and social activities through reporting, content of a marketing strategy, certifications and online platforms. The communication problem is put under the scope of the attainment of the eventual sustainability of the operations in the confidence of the concerned parties.
As demonstrated by Soe and Datta (2024), corporate social responsibility based on communication matters majorly in consumer purchase intention in the UK fashion industry. Open reporting also gives individuals the opportunity to make judgments on brand legitimacy and the seeming ambiguity of the sustainability assertions. Similarly, Forenges and Sieling (2023) state that when going green, transparency is among the primary factors of green trust because articulated communication improves the integrity of the perceived organisation upon transition. Digital platforms are increasingly defining sustainability. The brands can use the websites and social media to share their sustainability stories, which are easily digestible. Nevertheless, Badhwar et al. (2024) warn that, in case the sustainability communications align with the overly broad advertisements that consumers are not always able to interpret as a greenwashing practise, but the facts are not clear, or they cannot be checked.
The third-party certifications and sustainability reports are also important in terms of enhancing credibility. The independent validation is presented by the validated reports and helps consumers to distinguish the actual sustainability activities from the marketing communications. Fobiri et al. (2026) further mention that regular and substantive communication, as opposed to hopeful branding messages, should form the core strategies of trust-building. Another significant feature presented in the literature is having a communication balance. A very technical sustainability report may render them less accessible, and the simplified piece of promotional material may lead to a lack of authenticity. The communication should therefore be straightforward, sincere and continuous contact with the stakeholders rather than a single contact with them.
Theme 3: Greenhushing and Communication Risks
One of the recent trends in the construction of sustainability communication is greenhushing, which can be defined as the situation under which organisations consciously withhold or avoid talking about sustainability activities. This is one of the popular strategies adopted because there is a fear of being attacked, they will be regulated, and they may be charged as a greenwashed company.
Badhwar et al. (2024) argue that the growing social awareness about greenwashing has put increasing pressure on the sustainability claims, including the fact that some companies have decreased communication. The presence of unintended reputational outcomes of greenhushing may have been considered as an unwanted consequence of the silence applied by the organisations as a risk-management tool, but thematic-based research has shown that such practise does have such undesired outcomes. However, Rastogi et al (2025) state that the credibility of the ESG performance depends on the availability and transparency of information. Where sustainability information has not been reported or has been reported sparingly, an assumption of poor performance can be made by consumers. Consequently, attempts to practise a reputational risk reduction may affect the stakeholder scepticism in a negative way.
There is also greenwashing, and this is an indicator of organisational lack of clarity in reporting imperfect sustainability progress. Sustainability changes can result in companies that are in transit, making them feel scared to declare partial achievements. However, as Hur and Faragher-Siddall (2022) note, the demands of younger consumers in the United Kingdom become stricter regarding honesty in the aspects of success and difficulties, and that is why being more open than closed may be more efficient. In addition, the reduced disclosure results in an information imbalance between organisations on the one hand and the stakeholders on the other hand. The absence of good sustainability information leaves consumers without credible information on ethical performance, and this erodes the relationship of trust. An opinion emerges that greenwashing then is a short-term defensive mechanism, which may lead to weakening stakeholder engagement in the long term.
Theme 4: Stakeholder Trust and Engagement
The main outcome of sustainability practise and communication strategy is the trust of the stakeholders. In the case where trust is established, the relevant parties develop a feeling of continuity between the organisational behaviour and espoused values. Fobiri et al. (2026) claim that transparency, accountability, and authenticity are the driving forces behind consumer confidence in a sustainable fashion market.
Empirical evidence has established that the sustainability programmes indeed are significant in consumer loyalty and consumer behaviour intention. The Sarfraz et al. (2025) examination confirms that sustainable practises contribute positively to consumer loyalty in the UK fast fashion market and most importantly, when the purported sustainability is perceived as being true. Rastogi et al. (2025) also report that ESG transparency enhances consumer trust and relationship with brands in the long run. This means that sustainability communication directly impacts the behavioural response rather than brand perception, with the consumer being increasingly more grounded in morality when making a buying decision.
However, there is also an attitude-behaviour gap in the literature. According to Ronda (2024), the high levels of sustainability issues have been raised so far by consumers, but the purchase behaviour in reality does not always reflect the intention to make an ethical decision due to the price elasticity and convenience. This restates the importance of good communication in reducing uncertainty and encouraging ethical consumption. The engagement is particularly critical regarding the aspect of authenticity. Consumers have accepted a response, which is positive to companies faced with challenges in the area of sustainability, along with success, since such candour implies that the companies are responsible. Accordingly, the extent of stakeholder trust may be concluded, not only in the sustainable accomplishment, but also in the transparent principles of communication that would show the good intentions of organisations.
[bookmark: _9c44o2rzjgv9]4.3 Analysis of Survey Results
Q1. Importance of Sustainability When Purchasing Fashion Products
	Option
	Response
	Percentage
	Number of Participants

	A
	Very important
	36%
	9

	B
	Moderately important
	44%
	11

	C
	Not important
	20%
	5

	Total
	
	100%
	25


The first question was examining the importance of sustainability in the consumer buying behaviour within the UK fashion retail setup. The results reveal that sustainability plays a significant, but not the only, role in consumer behaviour. The fact that three-quarters of the respondents (56 out of 80) responded that sustainability is very or moderately relevant during a purchase of fashion products is an indication that the issue of environment and ethical issues is now part of the consumer consciousness. However, the extent of significance of sustainability was greatest among the 36 per cent of the respondents who identified sustainability as important in the sense that, as much as sustainability contributes to the decision-making process, it is not necessarily the driving force behind the purchase behaviour. 
The styles, convenience, quality, and even price are all still viewed as some of the conventional factors which influence the consumption of fashion. The remaining 20 per cent of the participants who considered sustainability to not be significant cite the fact that they believe in the perpetuation of traditional consumption patterns involving the participants who are either interested in price or fashion, but not in morality. 
Q2. Trust in Sustainability Claims Made by UK Fashion Retailers
	Option
	Response
	Percentage
	Number of Participants

	A
	Highly trust
	28%
	7

	B
	Somewhat trust
	56%
	14

	C
	Do not trust
	16%
	4

	Total
	
	100%
	25


The second question established the consumer trust in the claims of sustainability that are made by fashion brands. The findings show moderate and serious levels of trust. Though a great majority of 56 per cent of the people surveyed claimed to have some trust in sustainability claims, just a quarter of them claimed to have high confidence in brand communications. This is the sign of such a discrepancy that consumers remain unsure and may be sceptical about the authenticity of sustainability communications. This caution is arguably a reflection of increased awareness of society of the events that transpire in the fashion industry in the context of greenwashing, whereby the statement of sustainability has been found wanting or unsubstantiated by facts. The consideration that 16% out of the respondents who reported a lack of trust in sustainability statements is a serious reputational risk to such fashion retailers since the lack of trust can affect the brand credibility and intent to buy. 
Q3. Frequency of Checking Sustainability Information Before Buying Clothing
	Option
	Response
	Percentage
	Number of Participants

	A
	Always
	20%
	5

	B
	Sometimes
	68%
	17

	C
	Never
	12%
	3

	Total
	
	100%
	25


The third question dealt with the frequency of accessing the sustainability information before making the purchase choice by consumers. The results are that consumer behaviour in regard to sustainability information does exist, albeit unevenly. The majority of the respondents (68 per cent) responded that they occasionally read sustainability information, which demonstrates that they are not ethically engaged in consumption behaviour but rather situationally engaged. They have merely indicated that 20 per cent will scrutinise the sustainability data first, they have bought the product, and this could mean that their proactive sustainability analysis is presently being undertaken in a limited segment of the extremely aware category of customers. 
Q4. Type of Sustainability Communication That Builds the Most Trust
	Option
	Response
	Percentage
	Number of Participants

	A
	Transparent sustainability reports
	32%
	8

	B
	Eco-labels or certifications
	52%
	13

	C
	Brand advertising campaigns
	16%
	4

	Total
	
	100%
	25


The fourth question evaluated which sustainability communication strategy is the most effective in raising consumer trust. The results indicate that there is a specific tendency towards communication strategies that are checked separately. The eco-labels and certifications were the most credible form of communication that was identified by the researchers as the one chosen by half of the respondents, which implies that the third-party authentication lowers the cynicism level significantly. The fact that certifications are available provides objective assurance because a message is sent that the claims of sustainability have already been checked by people who are outsourced, and this enhances the perceived credibility. Transparent sustainability reports turned out to be the most chosen by the participants (32 per cent), which means that consumers would value transparent information disclosure and responsibility so long as the information they require is reported in a readable manner. 
Q5. Reaction to Limited Sustainability Information
	Option
	Response
	Percentage
	Number of Participants

	A
	My trust decreases
	32%
	8

	B
	It does not affect my opinion
	52%
	13

	C
	I am unsure
	16%
	4

	Total
	
	100%
	25


The fifth question covered consumer response as the brands are able to publish restricted sustainability disclosure. The outcome shows both favourable and unfavourable responses of consumers, but reveals that the likelihood of reputational risks can be faced in non-disclosure. More than one-third of the respondents answered that their trust dwindled when the news about sustainability was small, which confirmed that the absence of transparency can damage a brand's reputation. However, 52 per cent of the respondents replied that this lack of knowledge will not affect their decision, meaning that, regardless of the fact that some consumers will not be eager to evaluate the transparency of sustainability when they are making a purchasing decision. This finding is an expression of consumer attitude multiplicity, whereby there is a consciousness accompanied by the automatic behavioural connotations. 
Q6. Opinion on Communicating Both Sustainability Achievements and Challenges
	Option
	Response
	Percentage
	Number of Participants

	A
	Yes
	36%
	9

	B
	Maybe
	52%
	13

	C
	No
	12%
	3

	Total
	
	100%
	25


The sixth question explored the consumer expectation regarding the honest and balanced sustainability directing, including the release of their attainments as well as challenges. The majority of the respondents were receptive to transparency. Though again 36% had a clear sign of being driven to open communication, 52% of them selected maybe, meaning they will be open to communicating information as long as it is communicated in a good manner and appears credible. Only a quarter of them (12) perceived non-transparent disclosure, which implies that there were fewer objections towards the truthfulness of sustainability reporting. 
The results indicate that authenticity is emerging as a significant factor for customers rather than perfection. Rather than presuming the effective functioning of brands regarding sustainability, participants appear to be satisfied with ongoing improvement processes in the event that organisations are embodied by realism and honesty in regard to the present state and limitations. 
Q7. Awareness of Greenwashing or Reduced Sustainability Communication
	Option
	Response
	Percentage
	Number of Participants

	A
	Fully aware
	32%
	8

	B
	Slightly aware
	56%
	14

	C
	Not aware
	12%
	3

	Total
	
	100%
	25


The seventh question was a measurement of consumer awareness of the brands that do not discuss sustainability in a typical way, the phenomenon that is also referred to as greenwashing. The results demonstrate that the respondents are moderately aware of the issues. The majority of the respondents (56 per cent) mentioned that they had slight knowledge about the practise of greenhousing, with 32 per cent of the respondents saying that they were fully aware. It will mean that the sustainability communication arguments will be more visible in the mainstream narrative, in particular, in the media discourse of sustainability and ethical fashion. 
Q8. Influence of Transparent Sustainability Communication on Future Purchasing Decisions
	Option
	Response
	Percentage
	Number of Participants

	A
	Yes, strongly influence
	52%
	13

	B
	Influence somewhat
	44%
	11

	C
	No influence
	4%
	1

	Total
	
	100%
	25


The eighth question was a measure of the effect of transparent sustainability communication on consumer purchasing behaviour. The findings indicate that the buying intention and transparency have a positive correlation. The majority of 96 per cent of the respondents indicated that clear communication on sustainability would have an intensely or moderately damaging influence on their buying behaviour. Transparency was important in determining consumer behaviour, as participation in the study revealed that only one respondent said that it did not have any influence. These findings suggest that sustainability communication is not merely informational, but it is also a strategic variable that affects consumer loyalty and brand preference. It appears that transparency makes the process less ambiguous and more reliable, and more likely to lead to ethical buying decisions. 
The business relevance of transparency and responsibility in the case of fashion retailers is pointed out by this observation. Through communication, competitive advantage can be achieved simply by virtue of the alignment of organisational values with the evolving consumer expectations, which ultimately comes in handy in creating long-term relationships and brand credibility.
[bookmark: _xn4ulu6ep1g9]4.4 Discussion 
The study conclusions demonstrate that the UK fashion retailing industry is most likely to be interconnected in terms of the concept of sustainability practises, transparency in communication and trust to stakeholders. Thematic results are added to the discussion as well as the goals of the research, exploring the impact of the sustainability communication on consumer attitude and organisational reputation. The analysis confirms that, firstly, sustainability practises ceased to be the side effects or the appendix of the strategy of the fashion retail operations. And following the presentation by Hasan and Shehun (2022), the introduction of a sustainable supply chain is a crucial step towards a responsible system of production. According to thematic results, individuals are viewing the brands in terms of ethical performance more and more, which validates the thesis of Mascarenhas (2025), who argued that with the introduction of the concept of sustainability, the interaction with customers is enhanced.
However, the implementation gaps in the industry also exist to a large extent, as the research defines. Change in operations is also gradual, even though the retailers communicate the desire to be sustainable. As expressed by Abbate et al. (2024), such incongruity is portrayed as one of the most critical issues in the industry where sustainability assurances are larger than real outcomes. This uncertainty can result in reputational risk, whereby buyers are increasingly becoming sustainability conscious and are also seeking a visible reaction. Thus, even though communication is an intervening variable between practise and perception of organisations, it is imperative. The findings coincide with those of Soe and Datta (2024), who demonstrate that the effect of the communication of CSR on purchase intention is high. This can be attributed to the fact that with clear reporting, this implies less guesswork, and the consumers can easily convert the sustainability claims into reasonable indicators and not marketing culture.
In the meantime, the communication strategies must be moderate regarding accessibility and authenticity. The sustainability communication of advertisements, complemented by no evidence, leads to a stronger scepticism, which also matches the findings offered by Badhwar et al. (2024) on the topic of greenwashing. The consumers appear extremely cynical towards exaggerated claims of sustainability, which suggests that good intentions can be more effective in creating a sense of trust than honesty. Greenhushing is one of the lessons that have been identified as important in this study. Whilst the organisations are able to reduce communication on sustainability to an acceptable degree to achieve a certain level of latitude, the use of thematic analysis demonstrates that silence is confusing to the stakeholders. Rastogi et al. (2025) argue that transparency is the basis of the formation of an ESG trust, and therefore, less disclosure may have an unwanted adverse effect on the credibility.
The discovery above is linked directly with the aim of the research, as it is concerned with the business risks involved in sustainability communication. Greenwashing is a paradox; organisations have attempted to lessen reputational risk and, as a result, have significant information gaps that fuel consumer distrust. Hur and Faragher-Siddall (2022) also prove that younger consumers in the UK value openness and accountability, which contributes to the lack of perfection in the sustainability performance. The other significant area of discussion is the question of the trust of the stakeholders as a response to the correspondence between the action and communication. As demonstrated by Sarfraz et al. (2025), in the event of a sense of authenticity, sustainable practises will increase loyalty among consumers. Thematic findings endorse the concept that trust is not generated through the folds of sustainability claims but apprehended resemblance between organisational behaviours and communication.
The other serious outcome of the study is the perpetuation of the attitude-behaviour gap as reported by Ronda (2024). Although the sustainability preferences are high, the customers continue purchasing products according to their prices and convenience. It also means that the de-complicating the information provided by the sustainability communication must address the real, practical consumer benefits to be made in order to convert the ethical attitudes into behaviour change. As regards managerial implications, the findings point to transparency being geared towards an opportunity rather than a reputation-related threat. Fobiri et al. (2026) guess that the trust-building tools are premised on the transparency and participation of the stakeholders in the long term. Once fashion retailers display both successes and weaknesses in the open markets, they might enhance credibility and conjunctive exclusivity in the competitive markets.
Besides, sustainability communication should not be an episodic process. Customers are increasingly requiring networked communication that exhibits learning and improvement of the organisation. This practise reduces the tenets of performative sustainability and long-term relationship development improvement. Overall, the discussion has indicated that the sustainability practises that lack proper communication cannot be sufficient to build trust. On the same note, there may be an abhorrence of operational tangible change, and this may be linked to the danger of losing reputation in a situation of communication. The most effective one is setting the implementation of sustainability, transparency, and stakeholder engagement.
[bookmark: _xknk2lcbzmy3]4.5 Summary
This chapter adopted both the secondary thematic analysis and primary survey research that examined the issue of sustainability communication in the UK fashion industry of retailing. The thematic analysis depicts that four themes may also be identified, which are sustainability practises, communication strategies, greenhouse gas risks and stakeholder trust. The data collected in the surveys supported these themes because it showed that the level of consumer trust was medium, with a preference towards verified sustainability communication, and the effectiveness of transparency on the buying behaviour. The synthesis of the primary and secondary data is a comprehensive piece of evidence to establish the credibility of the concise and authentic delivery of sustainability as paramount to maintaining consumer confidence and reducing the reputational threats. The following chapter will discuss these findings in relation to the existing theory and will come up with practical recommendations.


[bookmark: _t6a9uvco02r7]CHAPTER 5: Recommendations, Conclusion and limitations of the research
[bookmark: _33qw3k2vaiym]5.1 Recommendations
Depending on the end of the secondary thematic analysis and primary survey conclusion, several useful suggestions will be given to the UK fashion retailers who desire to achieve consumer confidence in their items by communicating their sustainability. First, retailers believe that sustainability is a marketing trend that the company must cease emphasising transparency as the key communication tool. The study indicates that customers are sensitive to truth-telling and should desire that possible challenges encountered to be spoken about. Therefore, considering that sustainability in plans is supposed to be attained, and the communication of measurements, updated on the progress, restrictions would provide a more believable brand.
Second, the research highlights third-party checking systems, such as certifications and eco-labels. Independently established sustainability statements will be more convincing among consumers than the more established promotional statements. Retailers are therefore encouraged to collaborate with reputed certification bodies and put known sustainability initiatives in the packaging of commodities and on web pages. The plan will contribute to the reduction of scepticism and the eradication of the concerns of greenwashing.
The other recommendation is that the sustainability information should be simplified for the consumers. The findings of the survey indicate that the proportion of consumers who regularly access the sustainability information is below that of those who lack the information, which in turn makes one suppose that there are obstacles to it, whether they are access or complexity. Retailers should also issue briefs on sustainability, graphical aids, and simplified templates for reporting so that consumers can make informed decisions with minimal time when making a purchase.
[bookmark: _98s3kphwhyt4]5.2 Conclusion
The aim of the study was to take into consideration the practice of sustainability and its effect on consumer trust in the UK fashion retailing industry, with a special emphasis on transparency, communication strategies, and so-called greenwashing. The findings indicate that sustainability has taken the strength of influencing the consumer in his/her buying decision-making, even though it does not necessarily prevail over the traditional factors applied in consumer purchase price and style. The population is increasingly turning ethical with regard to the fashion stores, although they do not ascribe absolute and unreligious confidence to their sustainability declarations. The article confirms that one of the tools used in the improvement of consumer confidence is transparency. The thematic and survey analyses reveal that consumers would desire verifiable and evidence-based communications, particularly certifications and transparent reporting. More positive views are treated to veritable communication, e.g. revealing of obstacles, ongoing unfreezing effort, etc., as compared to idealistic sustainability reports. These findings point to the fact that the needs of consumers are shifting towards authenticity and not perfection.
In addition, the study reveals the growing use of knowledge in greenwashing in the fashion industry. Owing to the increased information received by consumers, silence and low disclosure can be troubled by reputational risks, such as exaggerated sustainability reports. As can then be seen, transparency is not just an ethical requirement, but also a strategic one in business. On the whole, the research culminates in the discovery of the effect of sustainability communication on the trust and purchase behaviour of the stakeholders. The findings indicate the essence of balance, credibility and access to communication on sustainability. The fashion retailers in the UK that implement the idea of transparency into their practises of efficient communication are more likely to raise the level of consumer confidence and safeguard the brand image in the long run.
[bookmark: _5v5j94fiwfxh]5.3 Limitations
This research has several limitations that should be considered as much as the value that can be acquired. One of the factors is the limitation that relates to the primary research, and it touches on the sample size. The survey has only involved 50 individuals, and this restricts the extent to which they can be generalised to the larger population of consumers within the UK. Perhaps, the sustainability orientations of consumers can be rather varied in terms of the demographic factors such as age and the level of income, the background of the culture and the purchasing habits that were not examined in detail in this paper. The other weakness is associated with the self-reported data. The real purchasing behaviour is not through an actual conduct of surveys, but their articulated attitudes provided in the survey. Social desirability bias is likely to make the consumers manifest positive attitudes towards sustainability, yet in reality, their actual purchasing behaviour may still be guided by price and convenience.
The secondary literature was crucial in the research application with regard to thematic analysis. Although academic literature provides some form of theoretical gravity, it does not necessarily have the capability of capturing the dynamism and practices in the industry, and the most recent practises used by organisations in the fashion industry. This was also limited by time to conduct the qualitative interviews with the professionals in the industry, which would lead to a greater understanding of the corporate decision-making regarding sustainability communication. Finally, the study by the researchers is very compact in its focus on the UK fashion retail business, which limits the potential to generalise the results to other geographic markets or retail industries. Sustainability environment and regulatory worlds vary in position across borders, and consequently, the results cannot be generalised.
[bookmark: _mxpx1yp7mmlx]5.4 Future Scope
[bookmark: _GoBack]The future research can be conducted in several meaningful ways in the study. A bigger scale quantitative study that considers the various demographic groups that lie across the various regions of the UK would have provided more representative information with regard to the consumer attitudes and behaviour. It would also be more beneficial to carry out a comparative examination between the two age groups or the two income groups in issues related to priorities on sustainability by consumers in different segments.
The future studies may also include the so-called qualitative technique (interviews or focus groups with the professionals in the fashion industry, the sustainability managers, marketing professionals, etc.).  The second prospective potential area of study is a longitudinal research on the fluctuating consumer trust over the years, in which sustainability regulation, media coverage and environmental consciousness are still being adopted. Observation of change in behaviour rather than attitude alone would provide more plausible results on the success of the sustainability communication campaign in the medium term.
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[bookmark: _ty0oqw3b9u8]Appendix
[bookmark: _vm5jyd5s78em]Survey Questions 
Q1. How important is sustainability when purchasing fashion products?
A. Very important
B. Moderately important
C. Not important
[image: ]
Q2. How much do you trust sustainability claims made by UK fashion retailers?
A. Highly trust
B. Somewhat trust
C. Do not trust
[image: ]
Q3. How often do you look for sustainability information before buying clothing?
A. Always
B. SometimesC. Never
[image: ]
Q4. Which type of sustainability communication increases your trust the most?
A. Transparent sustainability reports
B. Eco-labels or certifications
C. Brand advertising or marketing campaigns
[image: ]
Q5. How do you feel when brands provide limited information about their sustainability practices?
A. My trust decreases
B. It does not affect my opinion
C. I am unsure
[image: ]
Q6. Do you believe fashion brands should communicate both sustainability achievements and challenges openly?
A. Yes
B. Maybe
C. No
[image: ]
Q7. How aware are you of brands reducing or avoiding sustainability communication (greenwashing)?
A. Fully aware
B. Slightly aware
C. Not aware
[image: ]
Q8. Would transparent sustainability communication influence your future purchasing decisions?
A. Yes, strongly influence
B. Influence somewhat
C. No influence
[image: ]



Page 2 of 2
image1.png
Prifysgol Cymru
¥ Drindod Dew Sant

J University of Wales
Trinity Saint David




image2.png
Economic
performance
(Profit)

Environmental
Performance
(Planet)

Triple
Bottom
Line
Theory

Social
performance
(People)





image3.png
Economic Responsibilities





image4.png
Preliminary Literature reviewals




image5.png
Data collection
and data analysis

Strategy (ies)





image6.png
Q1. How important is sustainability when purchasing fashion products?
25 responses

@ A. Very important
@ B. Moderately important
@ C. Not important





image7.png
Q2. How much do you trust sustainability claims made by UK fashion retailers?
25 responses

@ A. Highly trust
@ B. Somewhat trust
@ C. Do not trust





image8.png
Q3. How often do you look for sustainability information before buying clothing?
25 responses

@ A. Always
@ B. Sometimes
@ C. Never





image9.png
Q4. Which type of sustainability communication increases your trust the most?
25 responses

@ A. Transparent sustainability reports
@ B. Eco-labels or certifications

@ C. Brand advertising or marketing
campaigns





image10.png
Q5. How do you feel when brands provide limited information about their sustainability practices?
25 responses

@ A. My trust decreases
@ B. It does not affect my opinion
@ C.lamunsure





image11.png
Q6. Do you believe fashion brands should communicate both sustainability achievements and

challenges openly?
25 responses

® A. Yes
@ B. Maybe
@ C.No





image12.png
Q7. How aware are you of brands reducing or avoiding sustainability communication

(greenwashing)?
25 responses

@ A. Fully aware
@ B. Slightly aware
@ C. Not aware





image13.png
Q8. Would transparent sustainability communication influence your future purchasing decisions?
25 responses

@ A. Yes, strongly influence
@ B. Influence somewhat
@ C. Noinfluence





