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Introduction
Fast fashion has been a crucial aspect in the contemporary clothing industry, with a focus on low-cost fashions produced rapidly based on changing trends. In the context of the UK fast fashion industry, major brands like H&M have developed major market share in the UK region through providing affordable and trendy products aligned with changing trends. However, the business model of these fast fashion companies is constantly being scrutinized for their environmental and social impacts (Niinimäki et al., 2020). In this context, there are various issues that they promote, including excess waste, water pollution, unethical labour practices, and further developing consumer concerns regarding sustainable fashion approaches. For example, UK-based fast fashion brands like PrettyLittleThing include 89% new plastics in their products, followed by Boohoo including 84% plastic and ASOS with 65% (Timesofindia, 2021). In response, retailers like H&M have introduced a variety of sustainability strategies, including recycling initiatives, eco-friendly product lines, and ethical sourcing programs. As consumers are becoming more aware of the negative impact of these practices by the brands, brands have started introducing new approaches, like including eco-friendly materials and transparency initiatives (Tubic et al., 2024). 
The fact that H&M is the central company in this research due to its simultaneous status of a fast fashion frontrunner and proclaimed environmental sustainability pioneer. Being one of the most accessible and influential fashion retailers in the UK, initiatives of H&M have a great influence on the perceptions and behaviours of consumers in regard to sustainable consumption. Although existing literature extensively explores H&M’s sustainability initiatives such as its use of recycled materials, circular fashion programs, and eco-labeling most studies remain descriptive, focusing on what H&M does rather than how consumers interpret and respond to these efforts in relation to the brand’s underlying supply-chain credibility. This research introduces an innovative angle by connecting sustainable supply-chain transparency with consumer perception and behavioural response in the UK market. As a result, there are uncertainties among consumer perceptions on sustainability claims and whether these are actually aiming to change their purchase behaviour (Sharma, 2021). Thus, understanding this gap is essential for H&M to align its sustainability strategies with consumer behaviours and expectations. 
Aim
The primary aim of this study is to evaluate UK consumers’ perceptions and behaviours toward sustainability strategies adopted by fast-fashion retailers, with a particular focus on H&M. The research seeks to understand how effectively H&M’s sustainability initiatives such as supply-chain transparency, circular fashion programs, and sustainable material usage shape consumer trust, brand loyalty, and purchase intention in the UK market context.
Research objectives
· To analyze consumer awareness for sustainability strategies adopted by UK fast fashion retailers like H&M
· To evaluate ways in which sustainability initiatives of H&M affect consumers’ purchasing behaviours
· To identify key challenges affecting influence and behaviour of consumers towards sustainable fashion that H&M is assuring 
· To offer recommendations for H&M to ensure increased consumer trust in sustainability claims, encouraging a shift to sustainable purchasing.
Research questions
· What is the level of awareness among UK consumers regarding sustainability in fast fashion with H&M?
· How do specific supply-chain attributes presented in H&M’s communications influence perceived credibility and purchase intention?
· What factors moderate the link between supply-chain-backed claims and consumer behaviour?
· What practical measures can H&M adapt to ensure an increase in consumer trust in sustainability claims and drive sustainable consumption?
[bookmark: _heading=h.yrn4xxqzpm98]Literature review
The context of fast fashion has rapidly expanded across the globe, with a focus on rapidly changing trends and low prices. This industry massively contributes to carbon emissions globally, making it a crucial industry to be analyzed. Recent industry analysis shed light on the context that, regardless of some higher quality initiatives, the fast fashion business model is still developing major waste and environmental damage (Mckinsey, 2023). Considering these types of various and vast amount of scrutinies, there are various fast fashion retailers across the globe who have launched sustainability initiatives like take back initiatives, recycled or organic materials use, material innovations, supply code of conduct, and sustainability reporting (Sheikh and Bhasmathil Mekkattu, 2025). Yet various reports showcase that it is crucial to not only have a sustainability initiative but also its system-level impacts. Yet there is a major gap remaining among these companies. For example, Boohoo majorly has synthetic fibers in their total garment production with 69% in 2024, compared to 64% in 2022, showcasing a major gap between their commitments and claims with realities (Trunk et al., 2024). Further, this gap can be identified in various other studies, also with consumers increasingly reporting their environmental concerns and positive behaviours for sustainable fashion. However, their purchasing behaviour is often influenced through price, aesthetics, social signalling, and other factors (Cairns et al., 2022).
The UK retail sector revealed that affordability and style are still key aspects in purchase drivers. This, in turn, showcases potential rapid and continuous demand for fast fashion, regardless of the raised awareness (Zhang et al., 2021). However, greenwashing and consumer scepticism have also become major concerns. Şenyapar (2024) stated that greenwashing-related ambiguous and or overstated sustainability claims can hinder consumer trust and develop chances of backlash. In the UK, the Competition and Markets Authority (CMA) has targeted fashion brands for misleading environmental claims. A media report has singled out H&M among brands with a high share of unsubstantiated claims, framing consumer scepticism within a regulatory environment that increasingly penalises vague or exaggerated sustainability communications. Inadequate transparency not only hinders the motivational approach of sustainability messaging but can also increase consumer criticism (Badhwar et al., 2024). 
In the aspect of brand-led change, approx. 66% of clothing items sold in 2024 is made of recycled or more sustainability sourced materials, which is higher than the 11% over the past year (Just-style, 2024). Moreover, Meta-patterns show limited WTP premiums for certified or recycled-content garments unless other valued attributes (style fit, durability, brand identity) are simultaneously present. This is structurally challenging for H&M where sustainability claims must coexist with a low-price promise (Butler, 2022). Regardless of the vast availability and rising level of literature on fast fashion sustainability, there is still a gap in straightforward studies with a keen focus on UK consumers and their perceptions and behaviours in relation to retailers’ sustainability measures. Also, there is a gap in existing works that has considered the survey method for analysing the perceptions of consumers in the context of H&M. 

Methodology
Approach
This study will aim to adapt the mixed-method research approach. This will combine primary quantitative data with secondary qualitative insights to comprehensively analyse consumer behaviour and perceptions toward H&M’s sustainability initiatives in the UK fast fashion market. A quantitative measure is beneficial for this research. It is because this method will allow for objective measuring of consumer awareness, behaviours, and attitudes towards fast-fashion sustainability while providing a structured approach (Mohajan, 2020). Subsequently, primary data will be collected through an online survey using Google Forms, targeting UK-based consumers aged 18 years and above who have previously purchased or are aware of H&M’s sustainability initiatives (Maseeh, 2023). Besides the quantitative survey, the study will also critically examine the secondary qualitative data found in sustainability reports, policy documents, and other reliable third-party articles like regulatory reports, NGO reviews, and industry studies of H&M. The thematic analysis method will be realized through a critical approach to identify patterns, contradictions, and levels of transparency in the H&M sustainability claims and practices in the supply-chain.
Sample size and ethics
This research will include 51-55 consumers from the UK region, in the age group of 18 and above. However, it will be ensured that this chosen sample consists of customers who have made any recent purchases from the fast fashion brand, H&M or are planning to purchase due to its claims on sustainable fashion consumption. A purposive sampling method will be utilized for gathering the respondents of this survey. According to Tajik et al., (2024), this approach ensures that only relevant participants are selected for the survey in relation to the topic. On the other hand, secondary data will be sampled and gathered from reputable academic journals, market reports, H&M’s sustainability reports, and government publications. This includes the inclusion criteria of collecting information from sources published on and after 2021 to ensure use of updated information. Such data will provide contextual depth and support analysis for the research questions, helping to evaluate broader industry trends, consumer expectations, and the brand’s sustainability performance over time. 
Collection of data and analysis method
The data collection process for this study will combine primary quantitative data and secondary qualitative data. This is to ensure a comprehensive understanding of consumer perceptions and behaviours toward sustainability initiatives in the UK fast fashion sector, with a specific focus on H&M. The primary quantitative data will be collected using surveys. It will be designed using Google Forms and distributed through email. The data will be exported to Microsoft Excel for further analysis. The analysis will include transforming the gathered responses into visualized graphs and charts. Secondary data, on the other hand, will be accessed from journal articles, industry reports, and official publications to give a background of interpretation of the primary findings. Such sources as the official Sustainability Reports of H&M, reports of McKinsey named State of Fashion, publications of Competition and Markets Authority (CMA) about greenwashing in fashion, and academic literature on consumer behaviour, ethical consumption, and sustainability of supply chain will also be regarded as key ones.
Ethical considerations
To ensure ethical alignment, all data gathered from responses will be stored and handled properly in a secure manner. The access will be limited to the researcher while ensuring data are utilized for only academic research purposes. Based on the study by Hwang (2023), a consent form will be provided before conducting the survey to ensure all individuals are well aware of the research purpose and their rights for voluntary withdrawal. The study will also focus on aligning with ethical guidelines to ensure proper approaches to research are undertaken and no violations are made. 
[bookmark: _heading=h.i3cwg888mfqs]Expected findings
It is expected that the findings will showcase a majority of the UK consumers to be aware of sustainability issues in the UK fashion industry. Despite this, it is not crucially influencing their purchasing behaviours. The results from the survey are expected to statistically reveal that consumers have positive attitudes towards environmentally friendly practices, with a focus on affordability, convenience, and style of fast fashion. This research may further show that some participants can have skepticism about the authenticity of the sustainability claims of fast fashion companies in the UK. This can further shed light on the wider concern for greenwashing, in which companies majorly focus on exaggerated claims of sustainability approaches. These findings are supposed to be backed by secondary data, according to which despite the greater investment of companies in sustainability reporting and transparency, the lack of trust in fashion brands is weak. Industry studies and reports by Competition and Markets Authority (CMA) might bring into the spotlight the regulatory risks and reputational risk that greenwashing presents. Furthermore, the analysis can indicate that the disruptions in trade after Brexit have touched on the efficiency and sustainability promise of the H&M supply chain because the adjustments in tariffs on imports and sourcing logistics jeopardize the brand in keeping the cost very low and at the same time offering ethical production.
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Regardless of the major potential of this study, there are various potential limitations that need to be considered. First, the use of a small sample size of 51 to 55 can potentially hinder the generalizability of the findings. While it provides crucial insights, the results may not be effective and wide enough to consider and represent the complete UK population. Furthermore, the use of purposive sampling can introduce potential biases and limit further generalizability. The focus on only a quantitative approach, although it can provide first-hand in-depth data, can also lack in terms of considering the theoretical understanding of the influencing factors. Furthermore, the self-reported data in surveys can also develop social desirability aspects, as participants can showcase themselves as more environmentally conscious than they actually are. Eventually, the keen focus on the UK region can further hinder the consideration of consumers outside of this region and understanding the topic context in a wider manner, further hindering the applicability of the research findings to the international fast fashion aspect. Regardless of these potential limitations of the study, this research can provide crucial insights to the fast fashion industry operating major brands in the UK. The results will further provide an actionable path for these brands in the industry to not only change consumer perception toward sustainability fashion.
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This proposal y has focused on analyzing the crucial aspects of consumer behaviour and perception for sustainability strategies of one of the popular UK-based fast fashion brands, H&M. The proposal has shed light on utilizing a quantitative survey-based design for analyzing consumer behaviours, followed by qualitative data collection to ensure quality theoretical perspectives. Through the small-scale survey with Excel-based analysis, the researcher aims to analyze how consumers consider sustainability initiatives of fast fashion retailers in the UK. This mixed method is estimated to focus on factors that influence their purchasing decisions and challenges that hinder their sustainability behaviour. Based on the preliminary literature review, it can be said that although consumers are becoming more aware of the sustainability issues, especially in fast fashion, their behaviour is often contradictory to practical approaches. The research will contribute to the understanding of this gap in the UK fast fashion context, especially in the case of H&M and provide practical recommendations for retailers in the region to enhance their engagement with sustainability. Through considering a quantitative study and graphical analysis of consumer survey responses, this research will be able to provide first-hand data in relation to the topic context while developing an understanding of how sustainability can become more meaningful and effective in the fast fashion industry of the UK.
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