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[bookmark: _Toc225606929][bookmark: _Toc225634924]Abstract
The fast fashion market is currently in a rising conflict between commercially driven sustainability discourse and escalating consumer and regulatory pressure. This study will explore the extent to which perceived greenwashing, as a concept that is construed to mean that the consumer side appreciates that the environmental assertions of a brand are deceptive or unsubstantiated, influences brand loyalty among UK fast fashion consumers. This research will adopt an interpretivist philosophical paradigm, grounded in an inductive approach. It will involve semi-structured interviews alongside a new method of brand communication audit, in which respondents will be assessed on the live sustainability pages of specified UK fast-fashion brands during the interview. The thematic analysis will be performed through the purpose-adapted variant of the reflexive thematic analysis, called the Greenwashing Perception and Trust Fracture (GPTF) framework, which will trace participants' accounts onto a two-dimensional typology proposed to identify two distinct types of greenwashing perception: incidental and systematic. Moral foundations theory will also be incorporated into the study as a new theoretical perspective to investigate the effect of moral intuitions on the degree of loyalty reactions to perceived deception. As projected, the expected results will yield a unique theoretical input into the greenwashing and brand loyalty literature, come up with testable propositions that can be used in a quantitative study in future, and offer practical advice to the brand managers in the UK and policy makers in their regulatory framework.
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[bookmark: _Toc225634925]1.0 Introduction
[bookmark: _Toc225606931][bookmark: _Toc225634926]1.1 Contextual Background
The fashion and textiles industry in the global economy has become one of the most environmentally significant sectors of the contemporary economy, generating substantial water use, chemical and microplastic discharge, and carbon emissions. It is present within the United Kingdom, where fast fashion consumption is structurally embedded, even with increasing ecological consciousness; WRAP (2024) reported that the demand for cheap, quickly shifting clothing and the pressure it exerts on the UK market of the second-hand clothes is present and that it does not absorb the quantity of the discarded fast fashion products. Unsustainable fashion and textiles have become the core of the international zero-waste agenda established by the United Nations Environment Programme, indicating that the sector should no longer consider environmental action a domestic issue but an object of global governance (UNEP, 2025). It is in this context that large UK fast fashion players, such as H&M, Zara, ASOS, and Boohoo, have massively invested in reporting their sustainability status, adopting assertions of recycled fabrics, carbon-neutrality commitments, and circular design (both online and offline). These communications have been subject to prolonged questioning, however, concerning their sincerity and evidential foundations, resulting in a business landscape where sustainability marketing is both everywhere, commercially important, and highly disputed.
[bookmark: _Toc225606932][bookmark: _Toc225634927]1.2 Statement of the Research Problem
Although the literature has reviewed the environmental impact of fast fashion and the processes of theoretical marketing behind the concept of greenwashing, a more commercially significant issue that is not fully covered is how consumer perception of greenwashing, or the perception of knowing that sustainability claims are false or unfounded, influences brand loyalty in the UK fast fashion setting. The extant research examined greenwashing as a source of decreased purchase intention and green scepticism in a generalised consumer context. Still, the modified impact on loyalty, which incorporates attitudinal commitment, repeat purchase behaviour, and brand advocacy, remains underdeveloped in theory, particularly for the UK fast-fashion consumer. This is an acute gap that is justified by the fact that the enforcement measures of the UK Competition and Markets Authority against ASOS, Boohoo, and Asda show that greenwashing is not an issue of reputational risk only, but a commercial practice that is subject to legal proceedings and the immediate results of the loyalty (Gov.UK, 2024). This paper specifically targets this issue, placing UK fast-fashion consumers as the unit of analysis, brand loyalty as the dependent variable, perceived greenwashing as the antecedent, green brand trust as the mediator, and regulatory awareness as the moderator.
[bookmark: _Toc225606933][bookmark: _Toc225634928]1.3 Significance of the Research
Academically, the proposed study fills a very specific gap: the lack of a thorough study of how perceived greenwashing interferes with brand loyalty within the UK fast-fashion context, and the original lack of a theoretical typology that presents ways of perceived greenwashing in consumer cognition in a qualitatively different manner. Most existing empirical studies have been conducted in East Asian or a generalised Western context and have investigated purchase intention, rather than loyalty, as the outcome construct. The paper also presents a new theoretical approach to the research, namely, the moral foundations theory, as new theoretical frameworks were not used in the study before. In practice, the results will be of direct interest to the managers of the UK fast fashion brands interested in evidence-based knowledge of the commercial cost of sustainability miscommunication, to ESG practitioners interested in designing a credible environmental communication framework, and to the policymakers of the UK regulatory agencies interested in examining the sufficiency of the existing systems of green claims disclosure.
[bookmark: _Toc225606934][bookmark: _Toc225634929]1.4 Definition of Key Terms
This research is based on three basic constructs. Greenwashing is interpreted, in line with Spaniol et al. (2024), as the organisational act of promoting products or the firm itself as more environmentally responsible than they actually are, based on selective disclosure, false images, or unproven assertions. The perceived greenwashing further brings this to the consumer cognition level: it refers to a consumer's subjective evaluation that the brand's environmental communication is misleading or overstated, regardless of the brand's actual intent (Koch and Denner, 2025). Brand loyalty is a sustained psychological devotion of a consumer to a brand and the behavioural tendencies that define attitudinal, conative, and advocacy behaviours.
[bookmark: _Toc225606935][bookmark: _Toc225634930]1.5 Research Aim
This study critically analyses the perceived greenwashing/brand loyalty nexus in the UK fast-fashion market to develop an original theoretical typology of perceived greenwashing and a dynamic model of loyalty erosion grounded in the moral foundations theory, green brand trust theory, and the consumer scepticism theoretical frameworks.
[bookmark: _Toc225606936][bookmark: _Toc225634931]1.6 Research Objectives
Obj. 1: To conduct a study of how the consumers of UK fast fashion are appreciating and classifying greenwashing in live brand sustainability communications and differentiate between incidental and systematic perception modes.
Obj. 2: To investigate how the perception of the effect of greenwashing recognition affects consumer trust in fast fashion brands, particularly focusing on the integrity, competence, and benevolence dimensions.
Obj. 3: To explore the relationship between the erosion of trust attributable to greenwashing perception and the subsequent attitudinal commitment, repeat purchase intention and brand advocacy.
Obj. 4: To determine the moderating impact of regulatory awareness, in this case, CMA enforcement action knowledge, on consumer reactions to perceived greenwashing and the direction taken by the process of disloyalty.
[bookmark: _Toc225606937][bookmark: _Toc225634932]1.7  Research Questions
RQ1: What are the ways in which the consumers of the UK fast fashion identify and classify greenwashing in brand sustainability communications, and what are the cognitive criteria that they use to develop perceptions of greenwashing?
RQ2: How and why does the attitude towards greenwashing undermine consumer confidence in fast fashion brands?
RQ3: What is the nature of trust erosion due to greenwashing perceptions, in terms of changes in attitudinal, conative, and advocacy brand loyalty?
RQ4: How and to what degree does consumer greenwashing perception, regulation, intervention, and awareness mediate consumer reactions to perceived greenwashing?
[bookmark: _Toc225606938][bookmark: _Toc225634933]2.0 Literature Review
[bookmark: _Toc225606939][bookmark: _Toc225634934]2.1 Theoretical and Conceptual Foundations: Towards a Novel Typology
The greenwashing scholarship has been characterised by an excessive proliferation of concepts in the theoretical landscape without adequate theoretical consolidation. In a thorough concept analysis, Spaniol et al. (2024) came up with seventeen different definitions of greenwashing, between intentional deceit and implicit miscommunication, concluding that there is no common definition. This non-consensus is interesting because fragmentation between organisational, marketing and consumer behaviour perspectives produces results that are often not comparable. Koch and Denner (2025) respond to this with their need-for-balance model which conceptualises greenwashing as a cognitive dissonance between perceived environmental performance and claimed promises, and is focused on the interpretation of that commitment by the consumer rather than the intention of the corporate.
Bernini and La Rosa (2023) also place the notion of greenwashing into the framework of corporate legitimacy theory and suggest that such falsified environmental claims undermine the epistemological basis on which consumers judge sustainability. This is the point of view that explains the vehement reaction of environmentally minded consumers whose identity is linked to plausible environmental rhetoric. This observation contributes to the incorporation of moral foundations theory that was formulated by Haidt and others, and argues that moral judgements are based on intuitive rules, like fairness and harm. On this application, it expects perceived greenwashing to invoke moral responses and not necessarily solely economic judgment.
Based on these premises, this research paper advances the concept of the Greenwashing Perception Framework (GPTF) with its split into incidental and systematic perception. It presents four hypotheses: P1, incidental perception results in short-term withdrawal; P2, systematic perception results in long-term disloyalty; P3, transition is prompted by perceived intentionality; and P4, regulatory awareness hastens this transition.
[bookmark: _Toc225606940][bookmark: _Toc225634935]2.2 Critical Review of Existing Empirical Research: Contradictions and Resolutions
The empirical research on the influence of greenwashing in consumer behaviour is widespread but characterised by the unresolved contradictions that need to be approached with a sense of criticalness. Schmuck et al. (2018) developed the affect-reason-involvement model, which shows that more analytic processing is associated with highly involved consumers who display more negative attitudes towards greenwashing messages. Nevertheless, internal validity is increased when they rely on experimental exposure to artificial advertisements, as opposed to ecological validity, because the participants might examine claims more critically than in the consumption situations. This weakness is overcome in the current research by applying real-life brand communications as a stimulus.
Green scepticism was one of the mediating mechanisms identified by Nguyen et al. (2019), where the findings showed that the perceptions of greenwashing mitigate purchase intention through the generalised doubt. Sun and Shi (2022) also revealed that the relationship is mediated by environmental values, and the stronger the environmental commitment of the consumers, the stronger the relationship. However, the two studies rely on self-reported Likert scale assessments, which casts doubt on the possibility of respondents being an accurate representation of their actual evaluative behaviour. Fella and Bausa (2024) affirm the inability of such measures to hold with the consistency and context-sensitive detection of greenwashing by consumers. This restriction forms the basis of the qualitative approach chosen in this case, which focuses on perceptions constructed in practice.
In fast fashion, Lu et al. (2022) utilised perceived risk theory and found that greenwashing perception triggers functional and psychological risk, decreasing the purchase intention. The sample of their Chinese students, however, does not allow them to be generalised to UK settings that are influenced by regulatory frameworks like the Green Claims Code of the CMA. There is little research on regulatory awareness and regulatory perception.
Ha (2022) and Li and Sun (2022) study the mechanisms of trust disruption. The results of Ha (2022) and Li and Sun (2022) indicate that greenwashing harms brand equity by producing sequential effects on image, satisfaction, trust, and perceived intentionality, respectively. These results confirm the hypothesis that intentionality influences the disruption of loyalty. Still, they are constrained by relying on surveys and hypothetical conditions, which do not provide insight into consumer logic.
Another paradox is associated with digital media. Fang (2024) found both amplifying and attenuating effects of social media on perceptions of greenwashing, but the relationship between social media and perceptions of greenwashing remained persistently negative (Lopes et al., 2023). In this paper, the inconsistency is resolved by postulating that effects vary with consumers' adoption of an incidental or systematic mode of perception.
Lastly, there are recent studies that focus on the results of loyalty. Daou et al. (2025) associate greenwashing with the worsening of relationships; Senan et al. (2025) correlate it with the hate of a brand, especially among environmentally conscious customers. Recovery conditions are noted by Paramitha et al. (2025), but regulatory awareness has not been fully studied.
[bookmark: _Toc225606941][bookmark: _Toc225634936]2.3 Contextual Review: The UK Fast Fashion Regulatory Environment
The UK has a rather informative experience in observing the greenwashing-loyalty relationship beyond the commercial dimension of the sector. The UK has experienced a major revolution in the way it regulates environmental marketing claims, and nothing of the same can be directly equated with most East Asian contexts, where most previous research has been carried out. The Green Claims Code of the CMA (2021) introduced enforceable evidential standards, and the results of subsequent investigations into ASOS, Boohoo, and Asda led to enforcement outcomes that needed to be substantiated or withdrawn (GOV.UK, 2024a; GOV.UK, 2024b). This creation introduces institutional legitimacy as a foreign element that shapes consumer confidence. It proposes that the perception of incidental to systematic greenwashing might be increased faster with regulatory validation, as it facilitates consumer scepticism legitimisation.
This uniqueness is supported by Costantini and Costantini (2022), who discovered that the UK apparel sustainability communications are rather ambiguous and immeasurable. Government UK (2024) also highlights inefficiencies in the structure of textile consumption, whereas UNEP (2025) emphasises the global significance of credible sustainability communication.
On the consumer side, WRAP (2024) and Hong et al. (2024) describe a gap between values and actions, where sustainability issues coexist with ongoing consumption of fast fashion. The studies by Guerreiro and Pacheco (2021) demonstrate that loyalty is mediated by green trust, and Mandaric et al. (2022) demonstrate the practical effects of credible sustainability claims.
[bookmark: _Toc225606942][bookmark: _Toc225634937]2.4 Identification of the Research Gap
Although there is extensive literature on greenwashing and its implications for consumers, three related gaps remain, underscoring the importance of the proposed study. First, empirical studies have mostly focused on purchase intention rather than brand loyalty as a multi-dimensional construct comprising attitudinal commitment, repeat purchase, and advocacy (Badhwar et al., 2024; Do et al., 2025). Furthermore, Fella and Bausa show that consumers' capacity to detect greenwashing is not very robust, a situation-specific phenomenon that questions the usefulness of quantitative self-report measures, which were not sufficiently taken into account in the next research (2024). Second, the literature remains geographically skewed. Zhang et al. (2021) discuss the consumer attitudes in the UK but fail to research the impact of greenwashing. Arimany Serrat et al. (2025) pinpoint the European regulatory environment without attaching it to the results of consumer loyalty, and Wren (2022), Bailey et al. (2022), Adamkiewicz et al. (2022), and Olli Sahimaa et al. (2023) concentrate on the problems of structural sustainability without mentioning a UK-based consumer loyalty angle. Third, all studies fail to suggest a typology of greenwashing perception or incorporate the moral foundations theory. No current literature (Del et al., 2025; Vassalo et al., 2024; Denisova, 2021; Li et al., 2025; Rahaman and Khan, 2024; Peleg Mizrachi and Tal, 2024) studies such dimensions, which also speaks in favour of a qualitative, interpretivist study.
[bookmark: _Toc225606943][bookmark: _Toc225634938]3.0 Research Methodology
[bookmark: _Toc225606944][bookmark: _Toc225634939]3.1 Research Philosophy and Researcher Positionality
The present research follows an interpretivist research philosophy, according to which social reality is subjectively created by individuals' meanings and experiences. This stance, especially, is quite suited, considering that perceived greenwashing is not an objective quality of brand communication but a cognitive and affective interpretation that depends on cultural, social, and regulatory backgrounds. Explanations of these subtle processes are made possible through an interpretivist method, which a positivist approach would have overlooked, as it emphasises quantifiable relationships. Dahlmann et al. (2019) show that the environmental commitments are perceived based on complex stakeholder perceptions and Nekmahmud et al. (2022) emphasise the depth of trust and identity in green consumption, which is why it is important to carry out a qualitative inquiry.
Positionality of the researchers are also noted vehemently. The researcher has proximity to the topic in that she is a consumer with environmental concerns, but has a risk of being biased in her interpretation. There are three dimensions: environmental identity, which can give preference to some narratives, consumption position, which can make assumptions about the participants, and institutional positioning, which can make the findings managerial. Reflexive journalling, different sampling, peer debriefing, and continuing positionality memos will be used to manage these risks and achieve balance during the analysis.
[bookmark: _Toc225606945][bookmark: _Toc225634940]3.2 Research Approach
The research uses an inductive approach, grounded in empirical data, and moves to theory rather than testing an existing hypothesis (Bickman et al., 2009; Leavy, 2020; Saunders, 2019). Considering that the correlation between perceived greenwashing and brand loyalty in UK fast fashion has not undergone an in-depth qualitative investigation, a deductive method will subject the phenomenon to theoretical frameworks to identify missing dimensions that have yet to be reflected in the literature. The epistemologically consistent option for a study based on interpretivism, therefore, is the inductive approach, which maintains the openness of participants' meanings and experiences to make a theoretical contribution, such as the empirical validation or refinement of the proposed GPTF typology. Aspects of abductive reasoning will be integrated into the analytical phase as the participants' emergent accounts are plotted onto and used to reform the GPTF framework.
[bookmark: _Toc225606946][bookmark: _Toc225634941]3.3 Methodological Choice and Research Strategy
The qualitative methodological design has been utilised in this study. Qualitative techniques are suitable when the research purpose is to produce contextually and interpretively subtle knowledge of human experience, rather than to quantify the strength of a relationship within a population. The particular research methodology is phenomenological, which aims to meet the experiences and interpretations of the phenomenon of perceived greenwashing and its impacts on their brand relationships by participants. Both Santos et al. (2023) and Santos et al. (2024) mention the high situational dependence of the effects of greenwashing depending on the context of stakeholders and relations, which supports the idea that context-sensitive tools should be used to enable the participants to explain what situations, under which their loyalty and trust reactions are possible. The quantitative survey design was considered and dismissed because it would not enable the investigation of the mechanisms by which consumers derive their greenwashing perceptions and the qualitative differences between perception modes, as the GPTF typology suggests.
[bookmark: _Toc225606947][bookmark: _Toc225634942]3.4 Critical Evaluation of the Methodology
The semi-structured qualitative interview, which is designed in a semi-structured form with an inculcated brand communication audit, has four strengths in the research context. First, it allows access to the subjective reasoning mechanisms by which participants legitimise sustainability claims, the criteria, experiences, and intuitions that yield greenwashing perceptions. Second, the relaxed structure enables real-time investigation of unexpected themes, the non-linearity of the consumer rationale of sustainability. Third, brand communication audit presents an elicitation methodology that bases the perception on real, in-life brand content, overcoming the ecological validity constraint that has been found in the laboratory-based greenwashing research, such as that presented by Schmuck et al. (2018). Fourthly, purposive sampling will be used to ensure that all the respondents have first-hand experience in the recent purchasing of fast fashion in the UK, which will maximise the relevance of the context. The main limitation of the design is non-generalisability; the results will only give interpretative information, but will not be able to statistically generalise to the population of consumers of fast fashion in the UK. Another limitation is the possibility of social desirability bias in participants' descriptions of loyalty behaviour. A final measure to overcome this limitation is the use of live brand materials and questions in the behavioural episode, which will use a specific response as a reference point rather than an abstract attitudinal stance. A mixed-methods approach was deemed a parallel source of data to test propositions elicited from the qualitative inquiry; it was determined that this was beyond the scope of a single proposal study and is presented as a suggested research topic for the future.
[bookmark: _Toc225606948][bookmark: _Toc225634943]3.5 Data Collection: Semi-Structured Interviews and Brand Communication Audit
Semi-structured individual interviews will be used as the primary source of information because of the use of video conferencing as the primary means of data collection and the duration of the interview, which will be approximately fifty to seventy minutes. The long time slot has been used to fit the internal brand communication audit, which is a significant methodological aspect of the research. In this part, which will last between fifteen and twenty minutes, participants will be exposed to live sustainability pages for three UK fast-fashion companies: ASOS, H&M, and Boohoo. Such brands represent varying levels of regulatory risk: ASOS and Boohoo are covered by CMA enforcement, while H&M is managed under a different set of circumstances, which can be compared. The participants will be requested to read aloud the material, and the interpretation and emotional response may be observed in real time when reading. This method is a modification of protocol analysis and has been used to account for the formation of perceptions rather than retroactive reporting. Iesini et al. (2023) and Vangeli et al. (2023) affirm the relevance of the contextual analysis. The interview guide is presented in Appendix A and has five phases: rapport and purchase context, sustainability awareness, audit and think-aloud, regulatory awareness and loyalty reflection. Tapes will be recorded during interviews with consent, transcribed word-for-word, and member-checked. The secondary sources of data will be used to support contextualisation and triangulation.
[bookmark: _Toc225606949][bookmark: _Toc225634944]3.6 Sampling Strategy and Target Population
The sample will be an adult population of consumers in the UK who have made a purchase from a major fast-fashion company (H&M, Zara, ASOS, Boohoo, or Primark) in the last year and have a general understanding of sustainability in the fashion industry. The researcher will use purposive sampling as the main recruitment method, with snowball referrals from those recruited in the first instance. This combination will give the best chance of recruiting participants who can speak in depth about their experience with consumption and sustainability awareness. It is suggested to use fifteen to twenty participants, and thematic saturation, or the point at which adding new conceptual information from participants stops, is the operative criterion of adequacy. As stated by Sneideriene and Legenzova (255), the interpretive complexity of environmental claim evaluation demands the use of qualitative methods that can reach the reasoning involved in consumer judgements; Persakis et al. (255) also point out that consumer-level responses to greenwashing are highly contextualised and cannot be interpreted by quantitative tools alone. The sample will aim to be diverse in age, gender, frequency of consumption, and geographic location within the UK, not because they are statistically representative, but because they will have as many greenwashing perception experiences as possible, which can then be thematically grouped. Respondents employed in marketing the fashion industry will not be involved to remove any professional bias in the assessment of sustainability claims.
[bookmark: _Toc225606950][bookmark: _Toc225634945]3.7 Data Analysis: The GPTF Analytical Framework
Data analysis will be conducted through a purpose-adapted form of reflexive thematic analysis, referred to in this paper as the Greenwashing Perception and Trust Fracture (GPTF) analytical framework. The theoretical and contextual needs of this study align with standard reflexive thematic analysis, as described by Braun and Clarke (2006), in three particular ways. First, the initial coding stage is organised according to the two-dimensional GPTF typology, and the codes clearly focus on the differentiation between incidental and systematic perception modes, the routes between them, and the consequences of loyalty. This is done to make the analytical process sensitive to the original theoretical contribution of the study without deductively closing the data because the accounts of participants can lead to the creation of new dimensions or amend the typology. Second, a moral foundation coding layer is provided as a second analysis pass through all transcripts, determining what moral foundations, care/harm, fairness/reciprocity, loyalty/betrayal, sanctity/degradation, seem the most relevant in the accounts of the participants in the perception of greenwashing. Third, brand communication audit data analysis is performed as a separate corpus, with particular interest in the real-time reasoning chains members produce during think-aloud sequences and special consideration of these chains as a window into the construction of perceptions rather than their recall.
The analysis will follow six successive steps, that is, becoming familiar with the entire transcript corpus through the repetitive reading process; the formation of initial codes, based on the GPTF and moral foundations dimensions, and their subsequent thematic search and sorting; the analysis of candidate themes in the context of the entire dataset; the definition and naming of the finalised themes; and the writing of the analysis as a coherent interpretive story. Reflexivity will be foregrounded at all stages, and reflective journal keeping of the decisions to be made in the analysis and their reasons given. The validity of the analytical direction is proven by Wang et al. (2025), who provide an example of a deep learning-based method of creating a corporate greenwashing index, where background-specific analytical frameworks are created, and Nugraha et al. (2024), who show the possibility of building actionable conceptualisations through qualitative thematic analysis using consumer perception data. NVivo will be used to classify, encode, and manipulate the dataset in the entire corpus of transcripts.
[bookmark: _Toc225606951][bookmark: _Toc225634946]3.8 Ethical Considerations
There are five ethical dimensions, which will be considered in detail. The informed consent will be done first, all the participants will be informed before the data collection using a Participant Information Sheet (PIS) which will include the purpose of the research, procedures such as the brand communication audit and think-aloud, the expected time commitment, the rights of participant, the benefits and risks they will expect and the procedures of the data handling. The PIS will clearly tell the participants that the interview will involve assessment of actual brand sustainability material, and their verbal and observable answers will be noted. Before every interview, written digital consent will be obtained. Second, participants have an irrevocable right to withdraw at any time; this will be stipulated in the PIS and reiterated orally at the beginning of each interview. Third, it will be confidential, and participants will receive pseudonyms; all identifying information will be excluded during transcription. The principle that will apply will be confidentiality and not anonymity because the researcher will know the identity of the participants through the process of recruitment. Fourth, data collection, storage, and processing will be carried out fully in accordance with the UK GDPR. Tapes and transcripts of the interviews will be kept in encrypted and password-only folders that only the lead researcher has access to, and stored not longer than five years, and then safely destroyed. Fifth, the safety of the researcher will be ensured with an exclusively video-conferencing mode of data collection, in which the researcher will notify a responsible colleague about every interview schedule, all communication with the participants will be done using a university-registered email address, and there should be an exit strategy in case any interview proves distressing or hostile.
[bookmark: _Toc225606952][bookmark: _Toc225634947]3.9 Limitations of the Study
There are four substantive limitations on this study. First, the cross-sectional type only gathers data at a single point in time, eliminating the possibility of analysing the dynamics of loyalty degradation or the regaining of trust. As illustrated by Srisathan and Naruetharadhol (2024), the dynamics of moral hazard in the greenwashing process are shaped by consumer accrual over time, meaning that the temporal trend of an incidental-to-systematic perception shift, as put forth in the GPTF framework, is not visible within the study's temporal span. This is recognised as a limitation to the conclusions of this study and is indicated as the first direction to be followed on longitudinal follow-up. Second, the qualitative design limits the generalisability. Results will provide interpretive insight, but they cannot be statistically generalised to the UK population of fast fashion consumers. According to Dwivedi et al. (2025), consumer perceptions in green markets are very diversified among demographic groups, levels of which fifteen or twenty participants are not capable of representing. This is a suitable restriction to the theory-generative objectives of the study. Third, the research is sector and geography-focused. According to Suphasomboon and Vassanadumrongdee (2025) and Martinez et al. (2025), there exist substantial cross-sectoral and cross-national differences between how the perceptions of greenwashing are converted to consumer behaviour, which means that the GPTF typology and the propositions it generates might need adjustment and then be applied to non-UK or non-fast fashion contexts. Fourth, the methodological innovativeness of the brand communication audit poses the risk of exposing participants to live brand materials during the interview, thereby activating greenwashing suspicion that would not otherwise be triggered in a naturalistic consumption context. It is an ecological rendezvous versus elicitation richness design trade-off that will be explicitly recognised in the final report limitations section.
[bookmark: _Toc225606953][bookmark: _Toc225634948]4.0 Outcomes and Timetable
[bookmark: _Toc225606954][bookmark: _Toc225634949]4.1 Expected Outcomes and Theoretical Contribution
It is assumed that this research will produce two types of new work. In terms of the level of academic work, it will offer an initial qualitative exploration of perceived greenwashing and its influence on brand loyalty among UK fast-fashion consumers, drawing on the proposed GPTF typology and incorporating moral foundations theory as a new analytical tool. The framework will produce four falsifiable propositions in response to calls for process-oriented theoretical development. This addition builds upon previous models, such as green brand trust theory (Ha, 2022; Li and Sun, 2022) and expectation disconfirmation theory (Daou et al., 2025), by placing them in the context of the UK regulatory framework, which redefines the mechanisms through which greenwashing perception is created. Loyalty is destroyed. Thi et al. (2025) refer to green brand equity as under-theorised. In contrast, Zhang et al. (2025) report an intermediate position on brand attitude, supporting the importance of loyalty outcomes. Zahran and Aljuhmani (2025) also note changing trust relations.
In practice, the research will enlighten managers in the UK fast-fashion industry about the commercial risks of miscommunication about sustainability and help regulators evaluate the effectiveness of CMA enforcement. It will also inform the ESG practitioners on how to create credible sustainability communication. 
[bookmark: _Toc225606955][bookmark: _Toc225634950]4.2 Gantt Chart and Timeline Narrative
The study plan is organised into a sequence of 12 weeks, each ordered according to the methodology requirements and achievable buffer timelines. The first two weeks will be devoted to completing the literature review and preparing the ethics application, since no action involving participants can be undertaken without ethics approval. The third and fourth weeks will involve both the interview guide and piloting of the brand sustainability audit materials, as well as ensuring that the chosen brand sustainability pages are active and ready to use; pilot testing will involve two non-participant volunteers to provide feedback on questions in order and the amount of time needed to complete the audit, and the cognitive load of the participants. Weeks five and six are devoted to the ethics approval process, during which no contact with participants will take place; at least two weeks are assigned to complete the institutional review process. Data collection through interviews in embedded brand communication audits, the primary data collection, will take place in weeks six to eight, with a one-week buffer before cancellation and rescheduling. Weeks eight and nine will be dedicated to verbatim transcription, estimated at 4 hours per hour of recorded material, and to initial coding into GPTF and moral foundations. The review and refinement of the thematic analysis stage takes up weeks nine and ten. Ten and eleven weeks will be allocated to writing findings and discussion. The eleventh and twelfth weeks will involve proofreading, formatting, and preparing a final submission.
[image: ]
Figure 1: Gantt Chart (Author)
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