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Element 2: Research Process Reflection
Experience Learning Cycle of Kolb (1984)
Concrete Experience
The concrete experience phase is described by directly being involved in a learning process. The study proposed is the sustainability practices and their impact on consumer trust in the UK fashion retail industry, which necessitated the planning and implementation of independent research. A modern issue was chosen, and it was the sustainability communication, transparency, and the phenomenon of greenwashing in the UK fashion retail market.
The paper included the formulation of specific aims and objectives, the comprehensive review of the literature, which was based on the theories of Stakeholder Theory and Signalling Theory, and the mixed-method research design (Rastogi et al., 2025). Thematic analysis was done on the second stage, and a primary survey on 25 respondents was conducted through Google Forms. The analysis of data was later done using descriptive statistics, and the results were associated with the applicable theoretical views. This involved strict time management, thinking and formal academic writing.
Reflective Observation
Looking back at the process, it can be seen that there are strengths and challenges. The theoretical backgrounds allowed a sound conceptual guidance and helped to create a structure of discussion. The correspondence of the literature results and the results of the surveys, especially in regard to the significance of transparency in establishing trust, augmented confidence in the research design.
However, it was evident that there were constraints. Structural complexity was added to the literature review by using an initial integration of various theories (Ronda, 2024). The sample size of the study was too small to be generalised, and the survey data were self-reported, which could have been biased. Besides, even though the respondents reported having positive attitudes towards sustainability, their behavioural commitment was moderate, reflecting the attitude-behaviour gap emphasised in the current literature. This observation added to an insight into the complexity of consumer behaviour.
Abstract Conceptualisation
A more solid conceptual comprehension was developed as a result of critical reflection. It was possible to understand that sustainability communication does not only represent a marketing tool, but it is also a trust-building strategy (Ronda, 2024). Transparency neutralises information asymmetry, thus facilitating Signalling Theory, whereas regular disclosure helps to integrate the relationships among the stakeholders according to the Stakeholder Theory.
There was also greenhushing that was identified as a strategy paradox. Though it might help companies to reduce the risk of being accused of greenwashing, disclosing less can result in increasing scepticism and loss of consumer trust. This understanding helped in the shift of the descriptive analysis to critical analysis of the organisational strategy and reputation management.
Active Experimentation
To apply these lessons in future studies, it will be necessary to increase the sample size and use qualitative interviews of industry professionals to gain a deeper understanding. By using sophisticated statistical methods, the empirical validity will be improved, whereas better piloting of the surveys and better structuring plans will improve the research quality even more.
At the professional level, this project has increased the knowledge on sustainability as a leadership role (Ronda, 2024). It is necessary to maintain stakeholder trust in the long term by providing transparent, evidence-based communication. On balance, the learning cycle developed by Kolb has allowed for critically assessing the research process and developing academic, analytical, and strategic skills.
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