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 Topic Title: The Influence of Sustainability Marketing on UK Generation Z Consumers’ Purchase Intentions Towards Zara

[bookmark: _Toc241344141]INTRODUCTION
Sustainability is an increasingly important issue in the global fashion industry as growing environmental problems have forced businesses to market more responsibly. Sustainability Marketing can be defined as promoting goods and services based on initiatives that are socially and environmentally responsible. (Niinimäki et al., 2020) state that the fashion industry is a major cause of environmental impact through resource use, carbon dioxide emissions and textile waste. As a result, fast-fashion retailers are under pressure to go sustainable.
Generation Z is an important consumer group because they have been exposed to digital marketing, social media and sustainability. Though mindful, not everything will result in purchase behaviour.  There exists a disconnection between consumers’ attitudes to fashion sustainability and their actual consumption choices (McNeill, Moore, 2015). This suggests whether sustainability marketing really affects purchasing intentions or whether other factors, such as price, product quality and fashion trends are more influential.
This study explores how sustainability marketing affects the purchase intentions of Generation Z consumers in the UK regarding Zara. This paper investigates how environmental concerns, brand credibility perceptions and greenwashing scepticism affect consumers’ responses to Zara’s sustainability advertising.
[bookmark: _Toc241344142]Background and Context of Zara
Zara, the multinational clothes manufacturer and retailer, is owned by Inditex which is Spanish. The fast fashion who offers fashionable designs through a model characterised by frequent product launches and quick response to changing trends.
In response to increasing environmental concerns, Zara and its parent company have initiated sustainability initiatives that include preferred textile materials, circularity, emissions reduction and better supply-chain practices (Inditex, 2025). These efforts offer critical insights for understanding how marketing communications about sustainability shape consumer-brand perceptions.
In any case, Zara’s fast-fashion business model could create a conflict between its sustainability team commitments and the impact of frequent clothing production and consumption. (Delmas and Burbano , 2011) mention that when companies confuse customers about their environmental performance and/or the environmental benefits of their products, that is greenwashing. Concerns like these may decrease consumer trust and impact the effectiveness of sustainability.
In the UK context, Generation Z consumers are a relevant group to explore these issues, as their purchasing choices may stem from a cocktail of ecological consciousness, style sensibilities and economic capacities. Examining Zara, therefore, presents a chance to understand the perceptions of sustainability marketing in fast fashion as well as the connection to purchase intention.
Research Aim
To investigate the influence of sustainability marketing on UK Generation Z consumers’ purchase intentions towards Zara, focusing on environmental awareness, brand credibility and perceived greenwashing.
 Research Objectives
1. To examine UK Generation Z consumers’ awareness and perceptions of Zara’s sustainability marketing initiatives.
2. To investigate the relationship between Zara’s sustainability marketing, perceived brand credibility, greenwashing concerns and consumers’ purchase intentions.
3. To assess the influence of sustainability marketing on purchase intentions compared with price, product quality and fashion trends.
Research Questions
1. How do UK Generation Z consumers perceive Zara’s sustainability marketing initiatives?
2. How are perceived brand credibility and greenwashing concerns associated with UK Generation Z consumers’ purchase intentions towards Zara?
3. To what extent does sustainability marketing influence UK Generation Z consumers’ purchase intentions compare with price, product quality and fashion trends?
[bookmark: _Toc241344143] Justification of the Research
This study has been chosen because sustainability is important in the fast-fashion industry today. Fashion retailers often tout their sustainability efforts, but it is unclear whether this will have any impact on consumer purchasing behaviour.
(McNeill and Moore, 2015) found a gap between consumers’ sustainability attitudes and fashion consumption. But additional research specifically concentrating on Zara and the UK generation Z consumers would likely provide a deeper understanding of this.
Academically, this study will enhance the current literature on sustainability marketing, consumer behaviour and greenwashing. The findings have practical implications for fashion retailers to understand the importance of credible sustainability communications as well as identify factors affecting younger consumer’s purchase intention.
[bookmark: _Toc241344144] Literature Review
Sustainable marketing has attracted much academic attention due to the growing concern of environmental damage caused by consumerism. According to Niinimäki et al. (2020) fast fashion has various environmental consequences including textile waste, water use and GHG emissions. The researcher studied the specific criteria and expectations of a selected respondent group of consumers.
A study on sustainable fashion consumption by (McNeill and Moore, 2015) found that environmental attitude and behaviour are at odds.  Consumers value sustainability but still prioritise ‘cheap’ and fashionable clothes.
(Delmas and Burbano, 2011) further assess greenwashing, identifying factors contributing to misleading environmental claims. Their research shows that sustainability marketing requires transparency and credibility. 
(Ajzen’s, 1991) Theory of Planned Behaviour explains the purchase intentions through consumer attitudes, subjective norms and perceived behavioural control. The current study will be based on them to explore the relationship that sustainability marketing has with UK Generation Z consumers’ intention to purchase Zara.
[bookmark: _Toc241344145]Methodology
This research would incorporate the quantitative method, along with a deductive approach, to examine how sustainability marketing affects the purchase intentions of Zara for UK Generation Z consumers. Using a cross-sectional research design will enable the collection of information at one specific time. In the view of (Saunders, Lewis and Thornhill, 2019), a deductive approach enables the examination of existing theories and relationship testing between variables.
The data will be obtained by conducting an online survey that involves 100-150 UK Generation Z consumers aged 18-29 who know Zara. The selection of participants will be done via convenience sampling. The researcher will share the questionnaire on social media and university networks. 
Survey questions include multiple-choice questions and five-point Likert-scale questions to explore the environmental awareness, trust in Zara’s sustainability claims, perception about greenwashing and purchase intentions. The relationship between these variables will be determined by using descriptive statistics, correlation, and regression analysis.
There will be adherence to ethical principles during the research. Participants will be advised about the purpose of the study, their deployment will be voluntary, and the responses will be anonymous and confidential. The findings may not be generalisable because convenience sampling and self-reported data were used.
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