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[bookmark: _Toc172711579]Research Title:
“Sustainable Marketing Practices and their Impact on Brand Loyalty within the Fashion Industry.”
[bookmark: _Toc172711580]1. Introduction
[bookmark: _Toc172711581]1.1 Background of the study
The Fashion Industry is one of the most important and influential industries worldwide, but it has been one of the most damaging to the environment and society (Abbate et al., 2024). A growing awareness of problems like pollution, waste, and non-ethical use of labour acts as a spur to fashion brands and compels them to become sustainable. Sustainable marketing has therefore been identified as an effective way of solving the challenges by advocating for the use of materials that are friendly to the environment, sourced from the right channels with clear information on the supply chain (Ray and Nayak, 2023). Some of the best examples of brands that have invested in this space include Patagonia, a brand that has been vocal about saving the environment, and Stella McCartney who has been an advocate for animal rights (Gubbay, 2022). The study reveals that consumers are developing heightened awareness of the role their consumption plays in harming the earth and its inhabitants, thus increasing the interest in sustainability communications (Thorisdottir and Johannsdottir, 2020). This shift has major repercussions for the concepts of brand loyalty and brand alignment. There is also an emotional connection between organisations and customers when revealing and explaining sustainability strategies positively driving customer engagement. There is still relatively little knowledge about the effects of such initiatives, particularly on the audience in fashion, and the role of brand loyalty in this context. This research will address this gap by assessing the impact of sustainable marketing on consumers’ loyalty to provide a resource to both scholars and marketers.
[bookmark: _Toc172711582]1.2 Problem Statement
The fashion industry is currently facing many challenges regarding environmental issues and ethical concerns, for which there is much demand for sustainable practices (Adamkiewicz et al., 2022). Despite this rise in sustainability, there is still a significant knowledge gap on how these sustainable marketing strategies affect brand loyalty. Prior studies mainly concentrate on the environmental and ethical implications of sustainability initiatives, but there are few studies on the consequences on users’ behaviour and brand loyalty (Sharma and Apu, 2020). This research will fill this gap by exploring the impact that sustainable marketing strategies have on brand loyalty within the fashion context. Due to increasing consumer knowledge and their appreciation for brands that are committed to sustainability, there is a need to find out which pillars are best for consumer engagement and retention (Abbate et al., 2024). The outcome of this research will be beneficial for fashion brands, as it will help them identify the ways where their marketing strategies can be improved to resonate with the consumer’s values and lead to higher brand equity (Thorisdottir and Johannsdottir, 2020). Based on the relationship between sustainable marketing strategies and brand consumption this study would help in filling the existing gap in the literature and provide scholarship and operational recommendations to the brands intending to pursue both profitability and sustainability (Gubbay, 2022). The results will be useful in identifying the directions for the further development of sustainable fashion brands and consumer-oriented marketing strategies.
[bookmark: _Toc172711583]1.3 Research Significance 
As sustainability has emerged as a major factor in consumer decision-making, it will be a valuable contribution to understanding how sustainable marketing practices impact brand loyalty in the fashion industry both from a theoretical perspective and practical application (Tanveer et al.,2021). This research will provide suitable insights and information regarding practices associated with sustainable consumption. Overall customer loyalty will help fashion brands in formulating and implementing suitable marketing strategies that will be favourable not only for the companies but also for the consumers as well (Abbate et al., 2024). Through the identification of important factors influencing brand loyalty related to sustainability, the research will provide valuable information about how fashion brands can improve upon their standings, maintain customer loyalty, and ultimately secure sustainable commercial success in the long run (Thorisdottir and Johannsdottir, 2020). The study will enhance the current knowledge on sustainable marketing by extending current literature with new insights and providing a comprehensive insight into consumers’ behaviours considering sustainability (Gubbay, 2022). This will not only prove useful for fashion brands as they would have a stronger market position but also help the industry propagate a more sustainable form of functioning. The research will contribute to the increase of sustainable fashion consumption and decrease of unsustainable fashion consumption, and it will help to change the structure of the fashion industry by making companies use environmentally and ethically friendly strategies and policies to meet consumers’ increasing demand for responsible brands’ behaviours.
[bookmark: _Toc172711584]1.4 Research Aim
To explore the impact of sustainable marketing practices on brand loyalty across the fashion industry, recognising key strategies that foster customer retention and long-term brand commitment.
[bookmark: _Toc172711585]1.5 Research Objectives
· To understand the notion of Sustainable Marketing Practices on Brand Loyalty within the Fashion Industry.
· To determine the current Sustainable Marketing Practices employed by the leading fashion brands.
· To identify key drivers of brand loyalty associated with sustainable marketing.
· To evaluate customer insights and recognition of sustainable marketing practices and their correlation with brand loyalty with fashion customers.
[bookmark: _Toc172711586]1.6 Research Questions
· What is the notion of Sustainable Marketing Practices on Brand Loyalty within the Fashion Industry?
· How do the leading fashion brands employ the current Sustainable Marketing Practices?
· What are the key drivers of brand loyalty associated with sustainable marketing?
· Discuss the customer insights and recognition of sustainable marketing practices and their correlation with brand loyalty with fashion customers.


[bookmark: _Toc172711587]2. Literature Review
[bookmark: _Toc172711588]2.1 Notion of Sustainable Marketing Practices on Brand Loyalty within the Fashion Industry.
According to Choi, (2023), marketing sustainability in the fashion industry is achieved through the marketing of products where consideration of the environment and social impacts is integrated, consumers and companies are informed, and ethics is embraced. These practices can go a long way in influencing the loyalty of customers to a brand given that consumers are now becoming conscious of their purchases, especially in matters concerning sustainability. For instance, Patagonia and Stella McCartney have targeted special awareness campaigns to customers based on their environmental protection and social responsibility policies. Research has found that consumers are likely to stick to a brand that fits their personality and values, especially in the environment. Some elements of sustainable marketing, which are relevant to consumers are transparency in supply chains, the use of sustainable materials in products and services, and adherence to fair labour standards. Choi, (2023), has shown also that such actions do not only help attract new clients but also develop the loyalty of the existing ones by creating trust feelings. Sustainable marketing can indeed create a competitive advantage for brands and create a unique selling proposition for companies to appeal to an increasing number of consumers who are becoming more environmentally conscious. Constant and effective communication of sustainable practices not only ensures that consumers remain loyal to the brands but also leads to enhanced, sustainable performance and strategic success and thus a better fashion industry (Choi, 2023).
[bookmark: _Toc172711589]2.2 Current Sustainable Marketing Practices employed by the leading fashion brands.
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Figure 1: Most popular sustainable fashion brands worldwide from January 2020 to February 2023, based on average monthly search volume.
(Source: Bianchi, 2023)
At present, the leading fashion brands are employing several sustainable marketing strategies that correspond to consumers’ preferences for eco-friendly clothing items (Ray, Subhasis, and Nayak, 2023). They include the utilisation of eco-friendly and recycled materials, advocating for workers and farmers, providing provenance information, and minimising carbon emissions by embracing ecological production and distribution procedures. This has been adopted by various brands including H&M, Adidas, and Levi’s through issues like recycled clothing, environment-friendly production lines, and pledges toward minimal use of water in processes. Most of these efforts also address the conscious consumers and boost brand image as well as offering firms a competitive edge in a market driven by sustainable factors. According to a Statista report, Patagonia, an American outdoor clothing company, was the most searched sustainable fashion brand online, having an average of 3 million global monthly searches in the period from January 2020 to February 2023. Reformation was ranked second with an average monthly web search of 896 thousand (Bianchi, 2023).
[bookmark: _Toc172711590]2.3 Key drivers of brand loyalty associated with sustainable marketing.
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Figure 2. Leading brand loyalty drivers among consumers worldwide in 3rd quarter 2023.
(Source: Faria, 2024)
A cross-sectional survey conducted by Faria in 2023 showed that key determinants of customer loyalty were the availability of good products and services, good customer service support, and low costs. The same survey stated that close to 6 out of 10 consumers rated the value of high-quality products or services as a top priority. This further means that businesses this year will be required to work on their quality offerings in a bid to retain and gain consumers. On the other hand, the viewpoint discussed by Chen et al., (2021), reveals the relationship between different dimensions of CSR and customer trust and corporate image which can be implemented in sustainable marketing in the fashion industry. Analysing the effect of CSR activities on corporate image, it was concluded that economic, legal, and ethical initiatives improve company image to a greater extent than philanthropic ones. It was found that economic, legal, and philanthropic CSR activities have a positive impact on customer trust, while ethical CSR does not have any such influence. The findings indicate that customer trust fully mediates the economic and legal CSR initiatives and corporate image perceptions (Chen et al., 2021). This means that the analysis of economic, legal, and philanthropic sustainability within the fashion industry creates trust amongst customers and increases brand loyalty, which is vital for creating a long-term, sustained brand image.
[bookmark: _Toc172711591]2.4 Customer insights and recognition of sustainable marketing practices and their correlation with brand loyalty with fashion customers.
A study conducted by Kam, (2022), highlights the sustainable design practices in fashion that affects the brand loyalty of the consumers as it meets their feelings and preferences and enhances the environmental impact simultaneously. It distinguishes sustainable design as “eco-friendly materials,” “functional durability design,” “reuse and remanufacturing,” and “emotional durability design,” and “technology for sustainable fashion.” The study uses case studies and interviews to point out the strategies and outline how these practices respond to consumer needs and contribute to brand development through sustainable design solutions (Kam, 2022). It also underlines the importance of learning sustainable knowledge to enable designers to employ and enhance these practices. Kam, (2022) also offers a checklist that may help designers to embed sustainability into designs with a view of enhancing brand loyalty in the fashion industry. The Theory of Planned Behaviour (TPB) will be used to analyse the relationship between sustainable marketing and consumer loyalty towards brand fashion. This is because it offers a detailed guide on the influence of perceived behavioural control, attitude, and social norms that affect the buying decisions of consumers on sustainable fashion brands (Canan Saricam and Nazan Okur, 2019). According to TPB, behavioural intention depends on attitude towards the behaviour, perceived norms, and perceived control. The TPB is useful in the conceptual area of sustainable marketing and brand loyalty since; It explains how consumers’ attitude towards sustainable consumption, perceived social pressure, and perceived control affects their brand loyalty towards fashion brands (Brandao and Costa, 2021). 
Concerning the advantages, The TPB model possesses a high level of predictive validity for consumers’ behaviours so it will assist in effectively explaining and predicting the impact of sustainable marketing practices on consumer brand loyalty. It embraces several psychological aspects, afford an overall viewpoint of consumer decision making patterns. The use of the model has evidence from empirical studies conducted in different settings hence implying credibility and reliability in the study (Canan Saricam and Nazan Okur, 2019). In context with disadvantages, applying TPB can be more challenging because the matrices of perceived control, attitudes and subjective norms must be determined through proper empirical measurements. Another limitation of the model is that it implies that the main driver of behaviour is the level of intention, while other factors such as the constant shift in consumer preferences regarding fashion products may not be fully captured. The TPB model could require changes and adjustments to a certain cultural and industrial environment, thus raising questions about external validity.
[bookmark: _Toc172711592]3. Research Methodology
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Fig. Saunder's Research Onion Framework.
(Source: Created by author)
Research methodology describes the method that has been adopted in the research and the means through which required data was gathered and analysed regarding the research issue at hand. This research will follow the Saunders research onion framework to improve the quality of the information and findings and chooses appropriate methods for data collection and analysis (Mardiana, 2020). This will enhance the validity and reliability of the research and relate each stage to enhance the analysis of the information gathered in the accomplishment of the study objectives. The first of the layers of the Saunders framework uses the philosophy of positivism to explain the causal nature of the variables and thereby accurately predict how the scope of the marketing endeavours will lead to improvement in sales and growth. The second layer defines the deductive approach that will work in conjunction with the first and will be used to test hypotheses. Respondent observation will therefore be done in a deductive manner to ensure relevant information is obtained. A quantitative method will be employed in the study to address factual and numerical information that will give detailed information and manipulate existing data to produce meaningful data. The second-last layer involves the use of descriptive analysis to characterise new patterns and basic features in data sets acquired using questionnaires from about 100 employees within the fashion sector. The study will involve the use of a stratified random sampling technique to increase the variability in the selection of the respondents. The access to the employees will be through collaborating with the companies who will agree to complete the survey voluntarily using e-mails and LinkedIn platforms. Participants will be required to complete an online survey that will be developed using Google Forms, to include 20 closed-ended questions. The respondents will be given 2 weeks to complete the survey. Quantitative data will be analysed using SPSS and Excel, which will help to generate the graphs and figure to show the data collected. This approach will help improve the validity and reliability of data needed to determine the link between sustainable marketing practices and brand loyalty. The last layer of this framework provides information that the primary data collection method will be leveraged in this study as it will assist in gathering real-time information from the primary sources. This will include employees as target participants concerning sustainable marketing practices and their implications on brand loyalty within the fashion industry sector. In context with research ethics, ethical consideration will incorporate obtaining informed consent from the respondents, ensuring anonymity and confidentiality, and avoiding any form of bias. The research will also comply with significant ethical guidelines to protect every respondent's right and maintain the integrity of the study as well. 
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