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[bookmark: _Toc]1. Introduction and Research Rationale
Sustainability has become a major strategic issue in the UK fashion retail sector. Environmental claimsEnvironmental claims in fashion retail are becoming more common in conveying responsible business conduct, including recycled materials, circular fashion, less waste, ethical sourcing, repair service and reduced carbon production. These allegations matter since customers, government agencies and the general population are now demanding that fashion companies take care of the environment and social issues. But the rise of sustainability communications has also raised alarm about greenwashing. Greenwashing means the state of actions when organisations downplay, oversimplify, conceal or distort their performance with regard to the environment to seem more sustainable than they are (de Freitas Netto et al., 2020). This is of particular concern to fashion retail, where the commitment to excessive consumption, speediness, supply chains, and pressure on the environment are linked with the industry.
The topic is quite relevant in the UK context. The Competition and Markets Authority (CMA) has issued specific guidance for fashion retailers on how to comply with consumer law when making environmental claims (Competition and Markets Authority, 2024). Here is an indication that sustainability communication has ceased to be simply a marketing concern. It is, as well, a legal, ethical and reputational concern. The businesses in fashion need to clarify the green claims that are true, realistic and based on evidence, and not misleading. The report on WRAP UK Textiles Pact also demonstrates that the UK textiles and fashion data is facing the strain to transition to more circular and sustainable models (WRAP, 2024). Simultaneously, Mintel (2025) states that buyers in the UK have become more focused on the durability, quality and sustainability in fashion. Thus, retailers should have a way of communicating the sustainability in a manner that creates trust and not distrust.
The issue is that sustainability assertions may both serve as opportunity and risk begetters. On the one hand, strong assertions may enhance brand image, justify consumer trust and stimulate more responsible consumers to make a purchase. Neumann, Martinez and Martinez (2021) claim that, in the fast fashion setting, trust is at the heart of influencing purchase intention. Equally, Rausch and Kopplin (2021) demonstrate that the purchase behaviour of sustainable clothes is sensitive to consumer intention; however, it also involves trust, information, and perceived barriers. Revealing on the flip side, unclear, over-dramatised, or insufficiently supported assertions may hurt brand trust. Research indicates that greenwashing, as perceived, can drive the decline in green brand equity, buying interest, and trust in consumers (Akturan, 2018; Szabo and Webster, 2021; Zhang et al., 2018). This implies that sustainability communication should be done with care.
The study is of use since consumer trust is a great business asset. Brand reputation holds potential in the world of fashion retail in the area of loyalty, word-of-the-mouth, customer attractiveness and readiness to work with green products. Nevertheless, customers might have problems in determining the authenticity of sustainability pronouncements. According to Fella and Bausa (2024), consumers might struggle to recognise greenwashing, prompting uncertainty and confusion. Li, Cavender and Lee (2025) also demonstrate that consumers communicate fashion greenwashing via social media actively, which means that people start to be increasingly sceptical. Thus, better evidence-based knowledge of the impact of green claims on trust and reputation is required by UK fashion retailers.
A secondary qualitative design will be used in this research. It is appropriate since one can research the issue based on existing scholarly sources, industry reports, policy documents and evidence related to the retailer. It does not involve primary survey and interviews. This renders the study achievable within a restrictive academic time. It is also appropriate in Level 7 requirement to exhibit critical interaction with literature, methodology, ethical awareness and research design. A secondary qualitative approach will enable the researcher to undertake comparisons between academic arguments and policy and industry evidence. It is also appropriate because the study focuses on meanings, interpretations, claims, trust and reputation rather than numerical measurement.
[bookmark: _Toc1]2. Research Aim, Objectives and Questions
Research Aim
To critically examine how sustainability claims and greenwashing concerns influence consumer trust and brand reputation in the UK fashion retail sector through secondary qualitative analysis of existing published evidence sources.
Research Objectives
To examine academic and industry debates on sustainability claims, greenwashing and consumer trust in UK fashion retail. 
To analyse secondary documents to identify how transparent environmental communication affects brand reputation and customer confidence. 
To develop evidence-based recommendations for UK fashion retailers to strengthen credible sustainability communication and reduce greenwashing risks. 
Main Research Question
How do sustainability claims and greenwashing concerns influence consumer trust and brand reputation in the UK fashion retail sector?
Sub-Questions
What types of sustainability claims are commonly discussed in fashion retail literature and UK industry reports? 
How does perceived greenwashing affect consumer trust, purchase intention and brand reputation? 
How can UK fashion retailers communicate sustainability claims more credibly and transparently? 
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[bookmark: _Toc3]3.1 Sustainability in Fashion Retail
Sustainable fashion is a broad and contested concept. Henninger, Alevizou and Oates (2016) argue that sustainable fashion does not have one simple definition, because it can include environmental, social, ethical and economic dimensions. It can be called organic materials, fair labour, sustainable clothing, recycling, repair, resale, minimise waste, slow fashion and responsible consumption. This is a challenge to fashion retailers in terms of communication. When a brand mentions something in general like green, conscious or eco-friendly and nothing is said on what all this means, the consumer might misinterpret it or perceive greenwashing.
The conflict between the aspects of sustainability and consumption also influences fashion retail. According to Mukendi et al. (2020), sustainable fashion research has numerous themes, among them consumer behaviour, ethical production, circularity, and marketing communication. Nonetheless, the fast fashion model is grounded on high turnover within the products, low prices and consumption. This may go against the sustainability objectives. According to Adamkiewicz et al. (2022), the problem of greenwashing within the sustainable fashion sector is major since the brands can promote social responsibility and sustain business strategies that promote excessive consumption. This brings a disconnect between the sustainability communication and the real sustainability performance.
One of the answers to this challenge has been revealed circularly. Vehmas et al. (2018) refer to consumer attitudes and communication in the context of a circular fashion and present the fact that it requires consumers to have clear information about the recycling process, reusing, and prolonging the life of products. Circularity is also an important priority for the UK textile sector (WRAP, 2024). Nonetheless, circular fashion communication should be believable. In case the retailers advertise repair, resale or recycled materials without clear indications, the indications might be viewed as symbolic but not substantive. So, sustainability communication needs to describe what was done, what evidence is available, and what the restrictions are.
[bookmark: _Toc4]3.2 Consumer Trust and Brand Reputation
Sustainable fashion marketing is the focus of consumer trust. Trust makes consumers believe that claims made by a brand are honest, reliable and real-life. Neumann, Martinez and Martinez (2021) demonstrate that trust has a role to play in purchase intention in the fast fashion setting. According to their research, consumers might be better inclined to sustainability when it seems that the brand is responsible indeed. This is significant since sometimes sustainable fashion products are associated with credence qualities. Consumers will have a hard time finding out whether a garment is indeed sustainable, ethically produced or more environmentally friendly. They have to be dependent on brand information, third-party evidence and perceived credibility.
The interpretation of sustainability claims by consumers also influences brand reputation. De Jong, Huluba, and Beldad (2020) discovered that various greenwashing types may negatively impact corporate reputation. According to their study, environmental lies and half-lies have the potential to hurt perceptions of an organisation. This is important to UK fashion retailers as reputation can be used as a competitive edge. Loss of consumer confidence, a regulatory action forced on a retailer by a regulator and a denunciation in the media may be easily caused by a retailer perceived as being deceptive. Conversely, a genuine retailer can also build their reputation, although their path towards sustainability has not been fully achieved yet.
There is also the attitude-behaviour gap that is associated with consumer trust. According to Diddi et al. (2019), young customers might have positive intentions towards sustainable clothes and still not buy sustainably. Rausch and Kopplin (2021) also demonstrate that there is a disconnection between intention and behaviour in sustainable clothing consumption. This gap can be attributed to several difficulties, among them being price, convenience, style preferences, lack of information and mistrust. Thus, the problem of credible communication is not a minor one. It can aid in minimising uncertainty and provide more sustainable purchasing choices.
[bookmark: _Toc5]3.3 Greenwashing and Consumer Scepticism
Greenwashing has become a major theme in sustainability marketing research. de Freitas Netto et al. (2020) identify different concepts and forms of greenwashing, including misleading claims, selective disclosure, vague language and symbolic communication. These types are very applicable to the fashion retail setting since most of the fashion assertions entail extensive supply networks and engineering facts of the environment. As an example, a product can have an element of recycled fibres and other effects on the environment in the production, transport and disposal processes. Consumers will be misled in cases where there is a claim with only one positive aspect without looking at the broad effects.
The influence of greenwashing on consumer behaviour may occur in several ways. The result of Akturan (2018) revealed that green brand equity and purchase intention could decrease owing to greenwashing. Another significant result of Zhang et al. (2018) shows that the perception of greenwashing has a negative impact on the intentions to green purchasing, and green word-of-mouth and green concern are significant factors. These studies indicate that greenwashing not only influences immediate product assessment. It also may affect the way consumers discuss the brands and whether they are willing to purchase them in the future.
On greenwashing, Szabo and Webster (2021) claim that the perceived greenwashing influences environmental and product perception. This implies that once consumers notice there is a possibility of greenwashing, they might appraise the sustainability of the brand and the product as a whole in a bad light. Similarly, Schmuck, Matthes and Naderer (2018) demonstrate that the imposture of green advertising can impact the reaction of the consumers with the help of both emotional and rational stages. Sustainability claims, thus, can be convincing, but can also backfire as they appear to be deceptive.
Recent studies indicate that consumers are more knowledge of greenwashing of fashion. Li, Cavender and Lee (2025) investigated fashion greenwashing social media conversations and discovered that consumers talked about scepticism, empowerment and fast fashion marketing as the links between fashion greenwashing and social media. This is significant since criticism through social media can go viral. A doubtful claim of sustainability may turn into a reputational risk in case it is questioned by consumers in social circles. Consequently, retailers in the fashion industry need not only to become compliant with the law but also to focus on the interpretation by the consumers.
[bookmark: _Toc6]3.4 UK Regulatory and Industry Context
The applicability of this research is enhanced by the regulatory framework in the UK. According to the CMA guidance, the fashion retail environmental claims need to meet the consumer law requirement (Competition and Markets Authority, 2024). Claims must be factual, understandable, particular and with evidence. This holds significance since fashion marketing tends to make use of appealing words and pictures. Nevertheless, when this communication creates the illusion that consumers have about environmental benefits, it can be deemed as misleading.
The CMA guidance should be considered especially relevant since it is about the sectors. It acknowledges that fashion retailers typically claim materials, ranges, collections of products, recycling programs, and sustainability goals. This implies that UK fashion companies need to reassess the manner in which they convey environmental statements. The guidance also suggests that greenwashing is not a moral issue. It is a compliance risk, too.
The reasons as to why transparency is important are also reported in the industry. Fashion Revolution (2025) aims at climate and energy-related transparency of fashion brands. This is emphasised in its work, which underscores the significance of disclosure in supply chains and climate action. Transparency does not necessarily equate to sustainability, but it provides consumers, regulating bodies and other stakeholders with a vehicle for evaluating brand claims more critically. The UK textile industry also displays signs of developments in terms of circularity, carbon regulation and waste, as illustrated by WRAP (2024). These reports indicate that the statements of sustainability must be linked to action that can be measured.
Mintel (2025) argues that consumers in the UK fashion market are becoming more concerned with sustainability and durability. This also provides a chance for retailers to gain a reputation by practising true sustainability. Nevertheless, it also causes the threat of greenwashing to the brands that employ sustainability as a marketing trend without sufficient evidence. Consequently, this paper will discuss how sustainability communication can facilitate trust and mitigate falsehoods.
[bookmark: _Toc7]3.5 Research Gap
The literature demonstrates that greenwashing, sustainable fashion, and consumer trust have been extensively debated. Nevertheless, secondary qualitative research tackling the relationship between these issues in the UK fashion retail industry is yet to be done. Numerous studies apply the concept of greenwashing in general or within the international setting (Akturan, 2018; Zhang et al., 2018; Szabo and Webster, 2021). Sustainable fashion consumption and trust are considered in other studies (Neumann, Martinez, and Martinez, 2021; Rausch and Kopplin, 2021). Nevertheless, the UK policy environment, particularly the CMA guidelines, provides a certain necessity to investigate the way sustainability claims are to be perceived concerning consumer trust and brand reputation.
The study will fill this gap by synthesising academic and industry evidence. It will not make any effort to quantify consumer behaviour. Instead, it will interpret existing evidence to identify key themes, tensions and implications for UK fashion retailers. This renders the study appropriate for a secondary qualitative research proposal.
[bookmark: _Toc8]4. Research Paradigm and Methodology
An interpretivist research paradigm will be used in this study. Interpretivism will be favourable since the research will be based on meanings, perceptions and interpretations and not a pure measurement. Socially constructed are consumer trust, brand reputation and greenwashing issues. Their reliance is on the manner in which consumers perceive brand claims, the manner in which regulating agencies establish misleading communication and the effect of sustainability action within businesses. Thus, the research requires a paradigm that would enable critical analysis of writings, arguments and evidence published.
The ontological standpoint of this research is relativist. This implies a view of social reality as influenced by social viewpoints. A sustainability claim can take the form of a valid report of a gain by a fashion retailer. The consumer might find the same assertion to be ambiguous or misguided. A regulator can determine the claim to be clear, accurate and substantiated. The research problem revolves around these various interpretations. The research will not presuppose that sustainability communication has a single meaning. Rather, it will analyse the construction of meanings based on academic literature, industry reports and policy documents.
The epistemological stance is interpretive and subjectivist. Development of knowledge will be attained by writing and analysis of secondary materials. Patterns, themes and discussions in the selected documents will be interpreted by the researcher. This suits a secondary qualitative study as no primary data collection will be done in gathering the evidence, but through published materials. According to Saunders, Lewis and Thornhill (2019), the research design needs to correspond to the research question, philosophical position and method. Seeing that this research asks the question of how sustainability claims and greenwashing issues moderate trust and reputation, a qualitative interpretation is the best method as compared to a strictly quantitative one.
The research approach will be secondary qualitative research. This implies that the paper will utilise the available academic, policy and industry literature as data. It will include peer-reviewed journal articles on greenwashing, consumer trust, sustainable fashion and purchase intention. It shall also have UK policy and industry focus reports, including the CMA guidance, WRAP report, Fashion Revolution report and the Mintel report. Such an approach is suitable as the topic has a good representation in the existing literature and does not demand primary access to the consumers or retailers.
The method of research will be inductive. Through the inductive method, themes are drawn out of the data instead of a prior test hypothesis. Creswell and Creswell (2023), indicative of qualitative research, is often gained via exploration and interpretation. Among the themes that might be addressed in the study are transparency, consumer scepticism, regulatory compliance, reputation risk, purchase intention, social media criticism and circular fashion communication. The selected literature and documents will be analysed in terms of themes, which will be identified and developed using thematic analysis.
Document analysis will also be applied in the analysis of the study. Textual evidence will be policy reports, industry reports and academic articles. According to Yin (2018), documents have the potential to become useful in case-oriented and qualitative inquiry as they offer reliable evidence, which could be re-reviewed several times. Documents will assist the researcher in this proposal to comprehend how regulators, industry bodies and academic researchers frame sustainability claims.
[bookmark: _Toc9]5. Methods and Tools for Data Collection
The research will be based solely on secondary data. No use of surveys, interviews and focus groups will take place. This becomes appropriate since available evidence can be used to tackle the research topic. It also circumvents the real issue of capturing the fashion retail managers or consumers over a short period of time. Sources chosen will also entail methodological books, peer-reviewed journal articles, industry or policy reports.
Academic sources will be collected from databases such as Google Scholar, university library databases, Emerald, Elsevier, Taylor & Francis, SAGE, Springer and Wiley. Search terms will include “greenwashing fashion retail”, “sustainable fashion consumer trust”, “green claims brand reputation”, “greenwashing purchase intention”, “circular fashion communication”, “UK fashion sustainability” and “environmental claims consumer law fashion”. The search will focus mainly on sources published within the last ten years. This is important because sustainability communication and greenwashing regulation have developed quickly.
The chosen peer-reviewed papers will give scholarly depth. As a case in point, de Freitas Netto et al. (2020) will assist in the conceptual insight into greenwashing. To facilitate fashion-specific discourse on greenwashing, Adamkiewicz et al. (2022) will be involved. Neumann, Martinez and Martinez (2021) will justify the examination of trust and purchase intention in fast fashion. Li, Cavender and Lee (2025) will prove helpful discussion of consumer awareness and social media controversy. Such sources will aid the research in developing a good theoretical and empirical base.
The UK context will be provided in the industry and policy reports. Legal expectations regarding fashion environmental claims will be understood using the CMA guidance ( Competition and Markets Authority, 2024). The circularity and development of the UK textile sector will be learned through WRAP (2024). Transparency and climate disclosure will be supported with the discussion in Fashion Revolution (2025). The attitude of the consumer and market trends in the sustainability of fashion in the UK will be discussed with the help of Mintel (2025).
A literature matrix will be used as the main data management tool. The columns will consist of author, year, type of source, country or context, purpose of the research, methodology, central findings, usefulness to trust, usefulness to reputation and potential theme. This will assist in systematising evidence. It will additionally decrease the possibility of using a random citation. This can be done using Microsoft Excel or Word.
These criteria will include publications published between 2016 and 2025; are directly related to sustainability claims, greenwashing, consumer trust, brand reputation, sustainable fashion or research methodology; are credible academic or policy sources or industry; are in English; and can be qualitatively analysed secondarily. Exclusion criteria will include non-credible blogs, unsupported opinion pieces, outdated sources, sources unrelated to fashion or greenwashing, and sources without clear author or publication details.
[bookmark: _Toc10]6. Data Analysis Strategy
The study will use thematic analysis. Thematic analysis is suitable because it helps identify patterns across qualitative sources. Braun and Clarke are commonly associated with thematic analysis, but since their article is not included in the provided reference list, this proposal will draw on the broader qualitative guidance of Leavy (2020), Creswell and Creswell (2023), and Saunders, Lewis and Thornhill (2019). The process will involve familiarisation, coding, theme development, review and interpretation.
First, the researcher will read all selected sources carefully. During familiarisation, notes will be made on how each source discusses sustainability claims, greenwashing, consumer trust and brand reputation. Second, initial codes will be created. Possible codes may include “vague claims”, “consumer scepticism”, “trust formation”, “reputation damage”, “regulatory pressure”, “transparency”, “circular fashion”, “purchase intention” and “social media criticism”.
Third, similar codes will be grouped into broader themes. For example, codes about vague claims, selective disclosure and lack of evidence may form a theme called “greenwashing risk in sustainability communication”. Codes about credibility, transparency and verification may form a theme called “trust-building through evidence-based claims”. Codes about purchase intention, loyalty and consumer confidence may form a theme called “consumer trust and brand outcomes”.
Fourth, the themes will be reviewed against the research question. The researcher will check whether each theme directly explains how sustainability claims and greenwashing concerns influence consumer trust and brand reputation. Finally, the findings will be interpreted in relation to the UK fashion retail context. This means that academic evidence will be connected to CMA guidance and UK industry reports.
The analysis will also use source triangulation. This means comparing evidence from academic articles, policy reports and industry reports. For example, academic research may show that greenwashing reduces purchase intention (Zhang et al., 2018), while CMA guidance may show why retailers need evidence-based claims (Competition and Markets Authority, 2024). This comparison can strengthen the analysis because it connects theory with practice.
[bookmark: _Toc11]7. Evaluation of the Chosen Method
The analysis will employ thematic analysis. Thematic analysis is suitable because it helps identify patterns across qualitative sources. Braun and Clarke are commonly associated with thematic analysis, but since their article is not included in the provided reference list, this proposal will draw on the broader qualitative guidance of Leavy (2020), Creswell and Creswell (2023), and Saunders, Lewis and Thornhill (2019). This will be done through a familiarisation, coding, development of the themes, review and interpretation.
To begin with, the researcher will thoroughly read the chosen sources. Through familiarisation, it will record notes on the way each source talks about sustainability claims, greenwashing, consumer trust and brand reputation. Second, original codes will be developed. Potential codes can be vagueness, scepticism by consumers, formation of trust, cutback, regulatory influence, transparency, circularity, purchase motive and social media criticism.
Third, there will be broader themes on which similar codes will be clustered. The example plays key codes such as vague claims, selective disclosure, and a lack of evidence as a theme, which might be denoted as the greenwashing risk in sustainability communication. Themes, such as trust-building through evidence-based claims, may be made of codes regarding credibility, transparency and verification. There might be a theme known as consumer trust and brand outcomes that consists of codes regarding purchase intention, loyalty and consumer confidence.
Fourth, the themes will be checked against the research question. The researcher will confirm that every theme is thematic relating on how the sustainability claims and greenwashing issues can directly explain the effect on consumer trust and brand reputation. Lastly, the research will be interpreted with the UK fashion retail scenario. It implies that there will be academic evidence relating to CMA guidance and UK industry reports.
Triangulation of sources will also be applied to the analysis. This is in the form of comparing academic articles, evidence, policy reports and industry reports. As an illustration, a scholarly study might highlight that greenwashing lowers the intention to buy (Zhang et al., 2018), and a CMA guideline may indicate why retailers require evidence-based assertions (Competition and Markets Authority, 2024). This analogy can reinforce the analysis since it relates theory and practice.
8. Assessment of the Elected Technique.
There are a number of strengths associated with the secondary qualitative method. First, it can be done. UK consumers of fashion or retail managers would need to be recruited, consent, data collection and ethics into primary research. This can be challenging within the assignment time. These access problems are avoided by secondary research. Second, it enables the researcher to employ extensive evidence which is credible. A robust academic and industrial literature is already available on the topic, such as greenwashing research, sustainable fashion research and reports in UK policy.
Third, secondary qualitative research is one that aids critical analysis. It enables the researcher to contrast various perspectives. Industry reports can focus on progress, or academic research can focus on consumer scepticism or the risk of greenwashing. This underpins Level 7 critical thinking as the researcher is able to assess contradictions and gaps. Fourth, the technique is not very expensive to conduct financially since the majority of the sources are either available in university databases or public websites.
Nevertheless, there are also shortcomings of the approach. It does not gather new consumer sentiments. As such, it is incapable of directly quantifying the existing consumer attitudes in the UK. It also relies on the quality of sources that are available. Certain industry reports can be told in either a positive or non-revealing manner. The claims on the sustainability of the company can also be selective. This poses a threat of bias. According to Saunders, Lewis and Thornhill (2019), researchers are advised to evaluate the relevance and credibility of sources of data. This research will thus employ the use of source examination and triangulation in minimising bias.
The other constraint is that secondary qualitative research is not able to establish causality. It can demonstrate that, in current literature, greenwashing is correlated with decreased trust and purchase intention, but does not statistically establish that the claim by a particular UK retailer led to a particular reputation consequence. This is agreeable since the research question is explorative and interpretive. The point is to comprehend patterns and implications, without testing a causal model.
[bookmark: _Toc12]8. Resource Implications
The study resource requirements are affordable. The main resource is time. The investigator will take time to locate the sources, filter them, read them, compile a literature matrix, code the content, generate themes and draft the proposal. Since the research will be based on secondary data, it will not incur any expense in hiring the participants, travelling to the venue, transcription of the interviews or use of survey software.
Through the university library, the researcher will be required to access academic databases. It might need paid access to some of the industry reports, including Mintel (2025). If complete access is not available, the researcher may rely on summaries made available and complement them with open-access materials like the CMA guidance, WRAP and Fashion Revolution. It will be enough to write, take notes and organise data using Microsoft Word and Excel. It can also be beneficial to reference software (Zotero or Mendeley, etc.), though not mandatory.
Close time management will be needed in the study. One of the pitfalls is gathering excessive sources and losing track. To control this, the researcher will employ the rules of inclusion and exclusion. The other risk is that it is overly dependent on the general sources of sustainability. In order to prevent this, the focus of the study will be on sources that are directly correlated with fashion retail, greenwashing, trust and reputation.
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	Research Activities
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6
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	Week 9
	Week 10
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	Set inclusion and exclusion criteria.
	
	
	
	
	
	
	
	
	
	

	Collect academic journal articles.
	
	
	
	
	
	
	
	
	
	

	Collect policy and industry reports.
	
	
	
	
	
	
	
	
	
	

	Record source details for Harvard referencing
	
	
	
	
	
	
	
	
	
	

	Screen sources and remove weak materials
	
	
	
	
	
	
	
	
	
	

	Organise sources in a literature matrix
	
	
	
	
	
	
	
	
	
	

	Code sources using thematic analysis
	
	
	
	
	
	
	
	
	
	

	Group codes into main themes
	
	
	
	
	
	
	
	
	
	

	Write methodology section
	
	
	
	
	
	
	
	
	
	

	Write the ethics, limitations and resources sections.
	
	
	
	
	
	
	
	
	
	

	Complete the full proposal draft.
	
	
	
	
	
	
	
	
	
	

	Proofread, edit and check citations.
	
	
	
	
	
	
	
	
	
	

	Final formatting and submission preparation
	
	
	
	
	
	
	
	
	
	



[bookmark: _Toc14]10. Ethical Considerations
The ethical risk of this study is low because it does not involve human participants. No interviews, surveys or personal data will be collected. Hence, informed consent, the harming of participants, and confidentiality issues are minimised. However, secondary research still requires ethical responsibility.
To begin with, all sources should be cited correctly. The researcher should ensure that he or she does not plagiarise by always giving credit to all ideas, findings and arguments borrowed from published work. Throughout, Harvard referencing will be used. Second, the researcher has to be fair in representing sources. Applying findings out of context or blowing them out of proportion, whatever a researcher states, would be unethical. As an illustration, research that talks of general greenwashing may not be brought forward as direct evidence about all UK fashion retailers unless the source has provided the evidence.
Third, the researcher should not level baseless charges against certain companies. The term greenwashing is delicate as it presupposes the deceptive behaviour. Thus, the paper must consider the concept of greenwashing and the regulatory issue using both academic and policy resources. In case they use concrete examples of a company, they have to be grounded in professional papers and be documented.
Fourth, the bias of the researcher should be addressed. Sustainability is a value subject, and the researcher might hold a personal view that fashion retailers should do better to save the environment. But in scholarly research, one must keep things in moderation. The study must acknowledge that other retailers might be indeed doing better at sustainability practices, but others might be poor communicators or selective in communication. This issue will be recognised with the help of reflexivity.
[bookmark: _Toc15]11. Limitations
There are several limitations of this study. First, it relies on secondary sources. This means it cannot capture new consumer opinions or current retailer practices beyond what is already published. Second, there are a few industry reports that can be incomplete or commercially limited. Third, the study may include international journal articles because peer-reviewed UK-specific fashion greenwashing studies are limited. Nevertheless, the studies are still pertinent, as they elucidate consumer trust, greenwashing and sustainable fashion behaviour.
The other weakness is that brand reputation can hardly be quantified with the help of secondary qualitative analysis. The research can analyse the impact that greenwashing can have on the reputation, but does not allow for proper numerical estimates of the degree of reputation loss. In addition, the concept of sustainability is not universal among the different fashion retailers, and hence, results might not be consistent across the entire luxury, fast fashion, online fashion and second-hand fashion companies.
These shortcomings will be addressed by triangulating sources, taking care and having a clear scope. The research will not attempt to make general findings. Instead, it will offer a critical summary of existing evidence and effective advice on UK fashion retail communication.
[bookmark: _Toc16]12. Significance of the Study
The suggested research work has both theoretical and practical implications. On the academic front, it will unite the information on sustainable fashion, greenwashing, consumer trust and brand reputation. It will demonstrate the interrelation between these sectors in the UK retail of fashion. This is useful since most greenwashing research is broad, whereas fashion sustainability research can be disjointed research between consumer behaviour, circularity and marketing communications.
In practice, the research can assist fashion retailers in comprehending the danger of unclear sustainability assertions. It may demonstrate why transparency, evidence and consistency matter to create trust. The results can also guide marketing groups, sustainability officials, as well as brand managers to create more plausible communication plans. The study can assist policymakers and regulators in appreciating the need to issue explicit directions to safeguard consumers and promote fair competition.
The social significance of the study is also present. Market consumers require trustworthy information to make wise decisions. When the sustainability claims are inaccurate, consumers will no longer trust a single brand and sustainable fashion in general. This can undermine the movement in the right direction of more responsible consumption. Thus, sustainability communication should be enhanced concerning the reputation of the company, as well as broader sustainability objectives.
[bookmark: _Toc17]13. Conclusion
The paper being proposed is concerned with the impact of sustainability assertions and greenwashing issues on consumer confidence and brand image in the UK fashion retail market. The subject is up to date, pertinent and befits a secondary qualitative research. This body of literature demonstrates that believable sustainability communication may reinforce trust and purchase intention, whereas perceived greenwashing may impair consumer trust and reputation. The importance of the topic to the fashion retailers is particularly due to the UK regulatory environment, with CMA guidance playing a crucial role in it.
The use of the proposed interpretivist and secondary approach to qualitative research is suitable since the research will involve studying meanings, claims and perceptions. Thematic analysis will enable the researcher to come up with important trends in academic, policy and industry sources. The limitations notwithstanding, the study is possible, ethical and scholarly worthy. It can offer valuable guidance to fashion retailers that would like to communicate their sustainability with more truthfulness, clarity, and effectiveness.
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