

	SUBMITTED BY; HANIBEN R PATEL
                                STUDENT ID: 2323021
                        PROGRAM: MBA OF BUSINESS
                      ADMINISTRATION INTERNATION BUSINESS
                                                MODULE:
                                DISSERTATION PROPOSAL
                     SUBMITTED TO, PRO. AMARE DESTA
                      SUBMISSION DATE: 14TH MARCH 2025
                     

 







                STRATEGIES OF CORPORATE SOCIAL
           RESPONSIBILITY (CSR) AND THEIR EFFECT ON       BRAND REPUTATION & CUSTOMER LOYALTY: A STUDY         
                 ON THE FASHION INDUSTRY OF THE UK

                                                                                                                                      
Table of Contents
1: Introduction	3
2: Aims,objectives and research questions	3
2.1 Aim	3
2.2 Research Objectives	4
2.3 Research Questions	4
2.4 Expected outcome	4
3: Methodology	4
3.1 Research paradigms	4
3.2 Data collection	5
3.3 Data analysis	5
4: Literature Review	6
4.1 Importance of CSR strategies in contributing to better consumer trust	6
4.3 Relevance of consumer trust contributed by CSR activities in improving customer loyalty for fashion brands	8
4.4 Literature gap	9
5: Limitations	9
6: Ethical considerations	9
7: Timeframe	10
8: Conclusion	11
9: References	12

	



[bookmark: _heading=h.2jxsxqh][bookmark: _Toc192619861]1: Introduction 
Fashion is an artistic pursuit for people to showcase their unique personalities. With globalization and urbanization, the importance of fashion in everyday life has increased significantly. However, the climate impact of footwear and clothing consumption skyrocketed from 1.0 to 1.3 billion tonnes of greenhouse gas emissions over the 15 years to 2015 (Li et al. 2024). The fashion industry makes a noteworthy contribution to climate change which is around 10% of the global emissions (Li et al. 2024). Therefore, the negative impact of the fashion industry needs to be subsided with the adoption of suitable strategies. The adverse impact of climate change has contributed to major negative effects on the planet including the increase in temperature, rise in sea levels, recurrent floods, unprecedented droughts and more. In fact, climate change has caused a rise in the mean global temperature by 1.1 degrees Celsius which is predicted to become 2.5 to 2.9 degrees Celsius by the end of this century (Bell et al. 2024). Therefore, it is high time that fashion brands attempt to change the way they produce items to reduce carbon emissions. 
[bookmark: _heading=h.3j2qqm3]As a consequence of the rampant environmental degradation caused by fashion brands, almost all global fashion brands have started taking corporate social responsibility or CSR seriously. Brydges et al. (2022) highlighted that it is important for current-day fashion brands to communicate their commitment to ethics and social responsibility. Since CSR is not only about climate change, it is also associated with fair trade policies, fair treatment of employees, ethical sourcing of materials, and others, so developing a holistic CSR plan is crucial. Shafiq et al. (2023) also stated that attentiveness towards social responsibility for fashion brands helps in nurturing the trust towards the brand and contributes to enhanced positive reputation. Moreover, Ahmad et al. (2021), stated that brands communicating sustainability become more relevant for younger customers who are highly loyal towards them. Hence- the impact of strategies undertaken for CSR must be investigated for enhancing brand equity and customer loyalty in UK fashion market.
[bookmark: _Toc192619862][bookmark: _heading=h.3whwml4]2: Aims, objectives and research questions
[bookmark: _Toc192619863]2.1 Aim
Using specific strategy, the proposed study focuses on Corporate Social Responsibility (CSR) and its impact on brand image and consumer loyalty in the UK fashion sector.
[bookmark: _Toc192619864]2.2 Research Objectives
· RO1. To analyse the effect of corporate social responsibility (CSR) strategies on UK fashion brands customers’ trust
· RO2. To assess how CSR strategies result positive brand reputation for UK fashion brands
· RO3. To measure the impact of CSR strategies on high customer loyalty for the UK fashion brands
[bookmark: _Toc192619865]2.3 Research Questions
· RQ1. The impact of UK fashion brands CSR tactics on customer trust
· RQ2. Which CSR strategies influence the brand reputation of UK fashion brands?
· RQ3. What is the impact of CSR tactics of UK fashion Brand on Customer Loyalty?
[bookmark: _Toc192619866]2.4 Expected outcome 
The proposed study is expected to find out the impact of corporate social responsibility (CSR) strategies on brand reputation and customer loyalty in the fashion industry of the UK. Therefore, the focus will be on the effect of CSR strategies on consumer trust in these brands. It is expected that the proposed study will be able to showcase the positive impact of CSR strategies on consumer trust for these brands. 
[bookmark: _heading=h.2bn6wsx][bookmark: _Toc192619867]3: Methodology 
Research methodology is one of the most important parts of research as it provides the pathway to conduct research. The research methodology needs to be suitable based on the context of the study. The following aspects will need to be considered while conducting the research. 
[bookmark: _heading=h.qsh70q][bookmark: _Toc192619868]3.1 Research paradigms
The proposed study will attempt to conduct the research with secondary data and qualitative research methods. For this, the proposed study, the interpretivist philosophy will be adopted. This philosophy will be helpful in communicating the relationship between the factors chosen for the study in a detailed way. In addition, Okoli (2023) stated that inductive reasoning in research is crucial to generating new ideas and theories. It is expected that with the thorough analysis in the current study, it will be possible to generate new ideas regarding the UK fashion industry. Therefore, the inductive approach to research will be suitable. This study will also consider the exploratory design of the research. Casula et al. (2021) clearly communicated that the exploratory design of research helps serve as an effective guide for future studies. Therefore, the future ways in which fashion brands in the UK can adopt sustainability in a transparent way can be understood from this study. 
[bookmark: _heading=h.3as4poj][bookmark: _Toc192619869]3.2 Data collection
The proposed research will attempt to collect effective data based on the research context. As per the sources of data, there are two kinds of data, which are primary and secondary.  Casula et al. (2021) stated that secondary data is found in a clean and organised format. As a result, it is suitable to conduct in-depth research with secondary data. However, primary data is raw in nature which takes more time for analysis. On the other hand, based on the type of data, there are two kinds of data, which are qualitative data and quantitative data. Qualitative data is helpful for understanding the human experiences (Lim, 2024). It is not possible to get a real idea of human experiences through quantitative data as it only depicts numbers, which needs further exploration. Therefore, for the proposed study, qualitative data will be more justified compared to quantitative data. The secondary data sources for the study will be journal articles, fashion brand websites, fashion industry reports, government reports and others. 
[bookmark: _heading=h.1pxezwc][bookmark: _Toc192619870]3.3 Data analysis
The secondary qualitative data to be collected for the future study will be analysed with thematic analysis. As per Finlay (2021), thematic analysis is crucial in qualitative research as it provides a structure to the research which helps in comparing and contrasting different results. It is also helpful to understand the hidden meanings that have been collected from secondary sources. In the place of thematic analysis, this study could have used content analysis also. However, Yoosefi Lebni et al. (2023) stated that one of the most severe drawbacks of the process of content analysis is that there is a major room for misinterpretation. As it is dependent on subjective interpretation, there can be false results. Therefore, for the proposed study, thematic analysis will be more justified compared to content analysis. 
[bookmark: _heading=h.49x2ik5][bookmark: _Toc192619871]4: Literature Review 
In the current era, customers in the fashion industry have several options to choose their products due to the existence of several reliable brands. While making a purchase decision, customers focus on certain characteristics of the brands. Climate-conscious and ethical customers are often seen to have a keen interest in buying products from brands that show a consistent commitment to ethics and social responsibility. Therefore, CSR has become an additional competitive advantage for brands that want to have a lasting impression on the minds of consumers. 
[bookmark: _heading=h.2p2csry][bookmark: _Toc192619872]4.1 Importance of CSR strategies in contributing to better consumer trust 
The advent of globalization has made most customers highly aware of the occurrences happening around them. Neumann et al. (2021) highlighted that climate-conscious customers are willing to buy products from fashion brands that have credible sustainability claims. This is due to the fact that consumers have started valuing the efforts of the brand who have sound CSR strategies. Cuesta‐Valiño et al. (2024) also argued that engaging with social responsibility practices leads to increased trust and attachment to a fashion brand. This study has found that for fashion brands, perceptions regarding social responsibility impact brand engagement and improve purchase intention. 
On the other hand, Neumann et al. (2021) highlighted that the attempt of fast fashion brands to adopt sustainability strategy leads to high consumer trust along with the individual feeling of empowerment. In this context, it is important to consider the Triple Bottom Line or TBL theory. As per Grădinaru et al. (2022), TBL emphasizes a sustainability agenda that is focused on a balanced approach of environment, economy and social justice. This study has shown that the introduction of a sustainability strategy allows enterprise to achieve this balance between management of environment, economy, and societal justice. For example, Oguntegbe et al. beginning of a collaboration of the Italian Ministry of Economic Development with IBM and textile establishments to boost sustainability (2023). They released a project named ‘Blockchain for the traceability of made in Italy’ to safeguarding the quality, origin and sustainability of fashion brands in Italy This is a great way to demonstrate commitment to sustainability, which may enhance consumer trust.
4.2 The positive brand reputation for fashion brands from consumer trust engendered by CSR strategies
Customer trust is very important for the success of fashion brands in a competitive market. As per Huo et al. (2022), with the circumstance of simulating comparable brands, customers tend obligatory to opt brands more socially aware. This indicates that customers of today do not settle for low and convenient prices only. This study also highlighted that CSR strategies help in developing positive attitudes among customers and create a brand reputation. In addition, Chen et al. (2021) stated that CSR has the capacity to have a corporate image in the minds of customers as well as a positive corporate reputation. In this context, the corporate reputation becomes a variable gain for the fashion brands. Therefore, it is possible to achieve an effective positive reputation through the help of consumer trust. 
[image: ]
Figure 1: Customers preferring Zara or H&M based on different parameters
(Souce: Jiang, 2022)
In order to communicate the importance of sustainability to fashion brands, they often engage in sustainability advertising. As per Javed et al. (2024), the efforts of CSR increase consumer engagement which leads to an enhanced corporate reputation for Chinese fashion brands. This, in turn, shapes the behaviour of the consumers. As a result, for these brands, sustainability advertising is directly helping with improved reputation. On the other hand, Jiang (2022) claimed that among the two most popular fast fashion brands, H&M and Zara, H & H&M is considered more responsible for CSR compared to Zara. The transparency shown by the brand in CSR communications has contributed to this reputation of the brand even when Zara has better designs and quality. The above figure shows this proposition. 
[bookmark: _heading=h.3o7alnk][bookmark: _Toc192619873]4.3 Relevance of consumer trust contributed by CSR activities in improving customer loyalty for fashion brands 
The trust of the consumers can have a significant impact on the CSR activities of the loyalty of the customers. As per Tiep et al. (2023), the CSR initiatives of fashion brands are critical in improving customer sympathy for fashion brands. This contributes to emotional attachment, loyalty and trust which helps with making purchase decisions. It also helps with retaining the current customers and attracting new customers. Moreover, Chen et al. (2021) also communicated that trust is an important construct in marketing which demonstrates a positive relationship with the loyalty of the customers. The efforts of CSR create a positive image of the brand which leads to high customer loyalty. This is also helpful in making the brand known to the new customers. For example, Bürklin (2019) stated that Patagonia is one of the most sustainable fashion brands in the USA which introduced the 'Worn Wear' campaign. This helped in promoting repairing, reusing as well as recycling outdoor gear and clothing. This brand acts as a great example in the fashion industry which shows the relevance of CSR in enhancing the loyalty of the customers. 
In the context of sustainability, it is imperative to consider the aspect of ethics. D’Avanzo et al (2021) communicated that in Carrrol's pyramid of corporate social responsibility, there is significant importance on ethical responsibilities. Brands need to do what is just, fair and right which can be beyond the legal requirements. Hence, Bastos Rudolph et al. (2023) stated that the efforts of People Tree, a sustainable fashion brand from Japan have been able to show their ethical standards by providing favourable working conditions to the staff. This has led to achieving high customer loyalty in comparison with other fashion brands in Japan. 
[bookmark: _heading=h.23ckvvd][bookmark: _Toc192619874]4.4 Literature gap 
In the current literature review, it is evident that CSR activities have the capacity to improve the trust towards a brand. This enhancement in trust leads to better reputation and loyalty for fast fashion brands across countries. However, it is evident that the UK fashion brands have not been researched thoroughly in this context. Therefore, the proposed study will focus on this specific area to shed light on the CSR activities adopted by fashion brands in the UK and their impact on reputation and brand loyalty. 
[bookmark: _heading=h.ihv636][bookmark: _Toc192619875]5: Limitations 
The proposed study will attempt to shed light on the CSR activities of the fashion brands for the UK only. Therefore, in the results and discussion section, emphasis will be provided only on UK brands. As a result, the proposed study will not be able to provide a detailed overview of the CSR activities of different brands across the globe and their impact on the reputation and loyalty of these brands. Another limitation is that this study will only consider qualitative data for research. Therefore, the study will not be able to provide any numerical insights into the impact of CSR efforts on the overall growth of fashion brands in the UK. 
[bookmark: _heading=h.32hioqz][bookmark: _Toc192619876]6: Ethical considerations 
The proposed research will conduct the entire data collection process with secondary qualitative data. As a result, the study will need to take into account all the ethical considerations associated with it. As the study will analyse the data collected by other research studies, it is important to avoid plagiarism. This study will ensure that the works of all the authors that will be used in the proposed study will be credited. All kinds of data collected from other research articles will be mentioned. The proposed study will also refrain from data fabrication. This will ensure that no amount of made-up data will be used in the study. In addition, this study will also focus on avoiding data falsification. This will ensure that no amount of false information is presented. 
[bookmark: _heading=h.1hmsyys][bookmark: _Toc192619877]7: Timeframe 
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Table 1: Timeline for the research
(Source: Created by author)
[bookmark: _heading=h.41mghml][bookmark: _Toc192619878]8: Conclusion
In the proposed study will focus on determining the effect of CSR by fashion brands in the UK with particular reference to brand reputation and brand loyalty. The chock for the existing investigation will be help for to trust that there is a positive connection between CSR exercises and the brand notoriety and loyalty for the style brands in the UK, in this manner trending this research leads compel to an effective completing. Detailed qualitative research will help with improving the understanding in this regard. As the limitations in the prior studies have been understood through the review of the literature, a methodology has been developed to mitigate such issues in the proposed study. It is expected that the proposed study will be able to portray a close and direct relationship between the factors selected for the study which will ensure further scholarship. 
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