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[bookmark: _Toc225764328]1. Introduction and Research Rationale
Fashion business in the UK is a significant sector of the national economy that has significant share in relation to the rate of employment and consumer spending. However, increased rapid growth of it has been accompanied with increased environmental and social problems. The production cycles have been made worse by fast fashion, thus leading to overuse of resources, wastage, and emission of carbon. It has been demonstrated that textile production has been correlated with energy usage, water pollution, and land pollution as a threat to real sustainability (Peters et al., 2021; Luo et al., 2021). Additionally, the globalisation aspect of supply chains has brought widespread ethical concerns, especially with regard to employment, pay, and worker safety (Munoz-Torres et al., 2022). Due to these issues, the fashion industry has come under scrutiny, which encourages greater sustainable and ethical efforts across the product life cycle (Edirisinghe et al., 2024; Ahmed et al., 2025).
In response to these issues, sustainability has become the topic of the discourse and practise of the industry. The increasing worry of the ecological destruction and social inequality has contributed to an increase in the trend of ethical consumption pattern. The general consumer is more conscious of the impact of their purchasing behaviour on the environment and becoming more concerned with environmentally friendly materials and sourcing ethically and transparent business. According to recent research, there is a tendency toward the evolution of the models of the circular economy, the resource efficiency, and waste reduction are appreciated (Gupta et al., 2022; Colucci and Vecchi, 2021). In addition, technological innovation is also simplifying the process of transitioning to more friendly production and utilisation of sustainable business models of the fashion industry (Ikram, 2022). The implication of this change is that sustainability is no longer a fringe concern, but one of the strategic focus of fashion houses, which desire to stay competitive in the long run.
This has created awareness although there is a very serious issue in the form of attitude-behaviour gap. Despite positive attitudes of consumers towards sustainability, the purchase behaviour may not be manifested in the desired attitude. It has been pointed out that although the issue of sustainability is being taken seriously by the consumers, other aspects such price sensitivity, convenience, and brand loyalty are likely to take precedence over the ethical one at the point of purchase. This paradox raises a few real questions concerning the efficiency of sustainability efforts to influence consumer behaviour. It may mean that the mentioned preferences do not necessarily imply real behaviour, as such the assumption of the traditional consumer behaviour theories is disproved. This is one of the gaps that need to be addressed on whether sustainability practises are indeed the defining factor in the purchasing decisions, or it is merely a factor that contributes to how consumers view the sustainability practises.
The literature currently in publication offers contradictory results about the connection between consumer purchasing decisions and sustainable practices. Some studies have identified sustainability attributes to be positively related, and it means that sustainability attribute of the brands can enhance consumer trust and brand value. However, some researchers have found minimal or conditional influences, indicating that sustainability does not always result in positive changes in consumer behaviour. Moreover, a reasonable percentage of the available literature apply generalised or global approach and give little or no attention to the UK fashion industry. It also lacks not only quantitative research that would investigate various aspects of sustainability at once, such as environmentally friendly material, socially responsible labour, openness, and positive brand sustainability image. The presence of this gap implies the need to conduct a more specific and situation-specific study.
The paper aims at addressing these flaws by investigating the impact of different sustainability practises in the purchase decision of consumers in the UK fashion market, using a quantitative research paper. One can contribute the research to the academic literature by the fact that it unites different aspects of sustainability under the same analytical instrument and, therefore, allows getting a more detailed vision of consumer behaviour. Practically, the outcomes can provide helpful insights to fashion firms that desire to align the sustainability practises with the needs of consumers. By formulating the most robust factors of purchasing decision, organisations will be better placed to design effective and realistic sustainability efforts.
[bookmark: _Toc225764329]2. Research Aim, Objectives and Questions
The purpose of this paper is to research on the relationship that existed between sustainability practises and consumer purchasing behaviour in the UK fashion industry. Being aware that the necessity to pay increased attention to the concept of sustainable consumption and the existing gap between the attitude of the consumers and their actual purchase, the effect of specific sustainability variables on the purchase results should be taken into account. The research employs the quantitative methodology, which provides some numeric and generalisable data on the consumer behaviour.
The study's main objective is to investigate how sustainable practices may influence customer purchase decisions in the UK fashion sector. This involves the analysis of how different dimensions of sustainability influence the consumer behaviour and which is the most dominant influence.
To achieve this end, the following objectives inform this study. First of all, it will seek to establish the role that environmentally friendly materials play in the consumer buying behaviour in reaction to the growing emphasis on the environmentally friendly production. Second, the research will look at how ethical work practices affect the global supply chain's growing sense of social responsibility. Third, it will look at the influence of transparency and sustainability information on consumer trust and consumer decision-making. Finally, the study examines the relationship that the brand sustainability image has had on purchasing behaviour particularly consumer perceptions and brand reputation.
The main research question of the paper is pegged on the following objectives:
How important are sustainability practises in consumer purchase decision making in the UK fashion industry?
To further reduce the investigation, it is possible to propose the following sub-questions:
· What is the extent to which the consumer buying behaviour is affected by the utilisation of eco-friendly materials? 
· How does ethical labour practises affect consumer buying behaviour? 
· What is the effect of the transparency on the consumer trust and purchase pattern? 
· How does brand sustainability image influence consumer purchase decision?
[bookmark: _Toc225764330]3. Literature Review
[bookmark: _Toc225764331]3.1 Sustainability in the Fashion Industry
In the fashion industry, sustainability refers to the integration of social and environmental factors across the full product life cycle, including raw material extraction and disposal. The idea has been more and more well-liked as a result of the fashion industry's excessive environmental effect and ethical issues. The industry is characterised by a high rate of resource consumption, waste creation, and carbon emissions, which are particularly common in fast fashion models (rapid production and low pricing are the priority in this sector). The textile industry's waste, chemical contamination, and excessive water consumption are only a few of the environmental issues that eventually lead to ecological deterioration (Goncalves and Silva, 2021).
Social sustainability is also a burning issue along with environmental problems. Another important element of global supply chains is low-cost labour, and the poor working conditions, the lack of wages, and the lack of regulatory agencies are still there (Jestratijevic et al., 2022). These challenges highlight the issue of achieving sustainability in a globalised company. Besides, the increasing demands of the involved parties, including consumers and regulators, are also pointed to by the escalation in the necessity to become more transparent regarding sustainability reporting (Redman, 2024).
However, the trend towards marketing businesses on the basis of sustainable practises is becoming more popular among fashion companies in order to enhance their competitiveness and meet the needs of consumers (Pricopoaia et al., 2025). However, we have a query of what verisimilitude such initiatives are, as statements on sustainability are not necessarily the actual practises. This disparity between actual sustainability practise and storey form marketing forms a basic scenario in which to study the consumer behaviour in the fashion world.
[bookmark: _Toc225764332]3.2 Theoretical Framework
A popular model of consumer decision making that relates to the aspect of sustainability is the Theory of Planned Behaviour (TPB). TPB demonstrates that the attitudes, subjective norms, and perceived behavioural control influence behaviour through the determination of behavioural intentions. When it comes to the fashion industry, based on this theory, consumers with favourable attitudes towards sustainability and the conviction of the social legitimacy of the ethical consumption are better predisposed to engage in sustainable buying behaviour (Martinho, 2021).
TPP extensions have incorporated the aspect of ethics and morality since sustainability related decisions are most of the times made on basis of values. As an example, moral norm and environmental concern has been mentioned as a strong predictor of ethical consumption, namely among younger consumers (Djafarova and Foots, 2022; Polat, 2025). These findings align with the general understanding of green consumer behaviour, which emphasises making decisions about purchases based on environmental awareness, attitudes, and beliefs. 
However, TPB's greatest flaw is that it is predicated on the idea that intentions are reliable indicators of conduct. Empirical research has undermined this by demonstrating that there is always a gap between intention and action. Research demonstrates that not all the presence of the high level of pro-environmental attitude may be translated in buying behaviour when the consumers are strongly pro-environmental due to the sensitivity of prices, convenience, and habit (Zaikauskaite et al., 2023). This weakness denotes that the conceptual foundation of TPB can be a fruitful one, although it may not be capable of incorporating all the aspects of sustainable consumption.
It would then be deduced that alternative ways of understanding consumer behaviour in the fashion industry must be considered in order to capture the attitudinal and contextual aspects of consumer behaviour. TPP alongside the green consumer behaviour theory provides a more specific concept on which a sustainability practise can have a beneficial impact on purchasing behaviour, in addition to identifying the failures of intention-based models.
[bookmark: _Toc225764333]3.3 Eco-Friendly Materials
One of the aspects of sustainability in the fashion industry is the green materials that incorporate the use of organic, recycled and low impact fibres. It is also likely that the promotion of such materials as the environment-friendly substitute of the traditional fabrics will reduce the use of resources and downgrade the environmental degradation. The existing literature has shown that a positive image of the products manufactured using sustainable materials is likely to be created in customers since they believe that a product of this nature is environmentally friendly and more ethical (Vashishth et al., 2023).
However, it remains difficult to determine how green materials affect the actual buying behaviour. The key problem is the question of affordability as sustainable products were associated with additional costs. This creates a trade-off between the environmental value and the financial aspects particularly among the consumers who are price sensitive (Sharma and Jayswal, 2025). The studies have revealed that the consumers may have interest in sustainability products but may not be ready to pay the increased amount of money and therefore the impact of using the environmentally friendly materials on the buying behaviour is limited (Fantechi et al., 2025).
In addition, brand loyalty and a habitual buying behaviour pattern may reduce the possibility of a shift to sustainable options (Wang, 2022). Those results prove that the effectiveness of the materials of eco-friendly features as the driver of consumer behaviour is not only the outcome of the environment awareness but also the economic and psychological factors. Conversely, there is a conditional rather than an assumed link between the use of ecologically friendly materials and purchases.
[bookmark: _Toc225764334]3.4 Ethical Labour Practices
The other critical area of sustainability is the ethical labour practises which is defined as fair wages, safe working conditions, and respect to the workers’ rights. The huge number of examples of exploitation in worldwide supply chains has brought attention to the labour issue in the fashion sector. These concerns have raised more questions in the minds of the consumers, advocacy groups and regulating bodies.
It is determined that ethical labour practises may positively influence consumer brand perception as well, in particular, the trust and corporate responsibility levels (Vemulapalli, 2025). Customers that care about ethics will typically develop stronger emotional bonds with companies that address working conditions. However, one would not clearly understand how much of these perceptions would be changed into purchasing behaviour.
According to some of the studies, customers tend to focus on price and convenience instead of the ethical aspects when they are aware of the labour problems (Stringer et al., 2022). This inconsistency is what constitutes a form of moral ambivalence, the consumers realise that they are doing something that is ethically problematic but unable to translate it to action in their buying behaviour (Lee, 2024). Besides, empirical evidence demonstrates that the situational forces which shape the demand in the ethically sourced apparel include income level and the availability of the product (Ravi and Teitelbaum, 2025).
This observation leads to a single weakness of the effectiveness of ethical labour practises in consumer behaviour. Ethical considerations have the capacity to shift attitudes and perceptions though not necessarily to change behaviour. This serves to highlight the necessity of analysing the ethical labour practises among other issues of sustainability.
[bookmark: _Toc225764335]3.5 Transparency and Sustainability Information
The degree to which businesses disclose information about their environmental and social effect is known as sustainability practices transparency. Transparency also relates to a high degree of consumer trust as the individuals will be able to make a good selection of buying. In theory, the availability of information that is unambiguous should boost the degree of consumer confidence and lead to consumption that is sustainable.
The effectiveness of transparency however is subject to the level and amount of information being shown. It is hypothesised that excessive information overload may result in insufficient goods and services due to the difficulty of processing sustainability claims, which may limit efficacy (van de Kaa, 2021; Ying et al., 2025). This kind of phenomenon may lead to confusion, disengagement or simplified cues used in place of the explanation of information.
Secondly, it is the issue of greenwashing that is a major challenge to transparency. It may also be a risky task when the companies are exaggerating or lying in their effort to demonstrate their sustainability (Font et al., 2025). This can lead to cynicism of sustainability claims even when it is right. Additionally, experiments have demonstrated that the existence of several labels and sustainability indicators can raise ambiguity and reduce decision accuracy (Buratto and Lotti, 2023). These findings suggest that transparency has as much as significance in creation of trust direct effects on consumer behaviour. Among the factors on which information disclosure and purchase decision are related is clarity, credibility as well as consumer understanding.
[bookmark: _Toc225764336]3.6 Brand Sustainability Image
Brand sustainability image refers to the overall perception of the consumer on whether a brand is a responsible brand to the society and the environment. A positive perception of sustainability can boost trust, buying intentions, and brand equity. Additionally, it has been demonstrated that corporate social responsibility initiatives and green marketing frameworks may improve brand perception and promote sustainable consumption (Majeed et al., 2022; Ramtiyal et al., 2024).
Moreover, brand image is also a heuristic as it assists a consumer to make a decision without considering the details. This is a pointer that perceived sustainability may be stronger than actual practise. Additionally, it has been shown that customers are prepared to pay extra for businesses that they perceive to be environmentally conscious, despite the lack of specific knowledge on such practices (Tan et al., 2022).
However, the sustainability image of the brand is losing its credibility due to the problem of greenwashing. Consumer confidence may be destroyed in the cases where the inaccuracy in statements and real practise is detected (Hameed et al., 2021). This highlights the importance of authenticity in as far as sustainability communication is concerned.
Overall, the brand sustainability image is a highly necessary aspect of consumer behaviour although its success depends on how trusted and reliable the sustainability strategies are viewed to be. The fact that the brand image and other sustainability-related factors need to be investigated supports this.
[bookmark: _Toc225764337]3.7 Research Gap
The research that is now accessible provides a wealth of information about the connection between consumer behaviour and sustainability. However, the constraints are still several. First, the majority of the research works are conducted independently on the sustainability factors, and not a combination of multiple dimensions. This makes it more difficult to determine how much each sustainable practice contributes to customer decision-making (Chen, 2024).
Second, the research conducted by the majority of them is located in different geographical locations and the UK fashion industry is not adequately covered. These cultural, economic, and regulatory variations may affect the consumer behaviour, which means that one must carry out the appropriate research within a particular context (Dobbelstein and Lochner, 2023).
Third, despite the familiarity of the attitude-behaviour gap, the degree of quantitative research on investigating the effects of specific sustainability practises on actual purchases is deficient as well. Comparative analysis indicates that price, awareness, and perceived value form a part of consumer behaviour, but the relationships between them are under-researched (Jan 2022; Salvatore et al., 2022).
Therefore, this paper helps to fill these gaps by assuming that the quantitative research methodology will be employed in order to examine overall effects of environmental conscious materials, ethical work, transparency and brand sustainability image on consumer buying behaviour within UK fashion industry.
[bookmark: _Toc225764338]4. Conceptual Framework
The conceptual framework of the study provides an evolved demonstration of the relationships between the sustainability strategies and the consumer purchasing decisions. It is oriented to examine how 4 overriding dimensions of sustainability, comprising of eco-friendly materials, ethical labour practises, transparency and brand sustainability image as an entity influences consumer behaviour.
Each independent variable is the different dimensions of sustainability and can affect the perception of consumers and consequently their decisions. The environmental responsibility is shown in terms of environment-friendly materials, and the issues of social sustainability are discussed in terms of ethical labour practises. Transparency relates to the access and ease of brand sustainability image and transparency describes the forward-looking of a brand towards sustainability. These form the assumption that these variables will influence the dependent variable consumer purchase decision.
The model is of the direct relationship type where there is a postulation of the independent variables to have a positive impact on the purchasing decisions. This approach will facilitate us to have a definite and quantifiable examination of the relativity causation of every element without mediation or moderating variables. It is consistent because such a design is quantitative in nature and the researchers must make use of statistical techniques, i.e. multiple regression, to establish the most significant predictors of consumer behaviour.
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[bookmark: _Toc225713292]Figure 1: Conceptual Framework.
Overall, the framework provides a rational sequence of examination of the complex interaction of the sustainability practises and the purchasing decision, as it is analytically explicit and methodologically unveiled.
[bookmark: _Toc225764339]5. Research Methodology
[bookmark: _Toc225764340]5.1 Research Philosophy
Research philosophy provides the foundations of the knowledge production and understanding in the process of a study. The philosophy adopted in the research is the positivist philosophy which is founded on the assumption that reality is objective and that they can be measured by observable and quantifiable data. Positivism is particularly suitable in the research that is designed to examine the correlation between the variables and examine the theoretical assumptions under the form of statistical methods (Saunders et al., 2019). In the case of the present research, the objective of the study will be to look at the impact of the practise of sustainability on the consumer buying decision and this will require the collection of numerical information which is subject to a systematic evaluation.
Positivism enables the systematic process of data collection to be embraced (i.e. through the questionnaire) and assists to use statistical techniques to identify the patterns and relations. It is consistent with the aim of the creation of generalisable results, which can be extended to a bigger population (Bryman, 2016). However, positivism is known to be insufficient in the description of the subjective meanings of the consumer behaviour. This is despite the fact that it is objective and can be measured, which makes it to be applicable in the examination of well-defined variables that belong to a quantitative paradigm.
[bookmark: _Toc225764341]5.2 Research Approach
The research study has applied a deductive research method that involves the development of hypotheses based on the existing theories and then conducting the test based on the empirical data. The deductive reasoning is conventionally associated with the quantitative research, and it is particularly suitable in the situations when the need to demonstrate the theoretical associations exists (Saunders et al., 2019).
Some of the theoretical frameworks that will be applied in the study are The Theory of Planned Behaviour and the green consumer behaviour theory. These theories state that the attitudes that influence the purchase decisions are the consumer sustainability attitudes. The deductive approach can make these theoretical assumptions measurable in variables. They include environment-sensitive materials, fair labour practises, openness and brand integrity picture.
Using the deductive approach, the research is conducted through theoretical concepts to empirical data and therefore permits to perform an organised and methodical analysis of the association between variables. The methodology also is more dependable in the point of findings, as it does not represent an exploration analysis, but a study that depends on some already-developed theoretical constructs. However, it may inhibit the potential of acquiring new knowledge, which is unexpected, as the research is guided by the previously existing theories.
[bookmark: _Toc225764342]5.3 Research Strategy
The survey approach will be used to gather primary consumer data in the UK fashion sector. The popularity of surveys in the quantitative study can be explained by the fact that it is easy to collect a large amount of data within a short period of time and in the standardised format (Dillman et al., 2014). This is the most appropriate method to research consumer attitudes and behaviour as there would be an opportunity to collect responses of a large sample.
The choice of online questionnaire is reasonable because it is not expensive enough and may be accessibly retrieved. Online survey the respondents will be able to complete the survey when they see it convenient and hence improving the response rates and reducing the time spent in gathering the data. Moreover, the questionnaires are designed in a manner that ensures consistency in the data that is collected which is highly significant in statistical analysis.
The questions in the questionnaire will be structured in the form of Likert scale to determine the perceptions of the respondents in relation to sustainability practises and the purchasing behaviour. The Likert scale can be successfully applied in the behavioural study as it provides an appropriate method of the measurement of attitudes and opinions (Joshi et al., 2015). Data coding and analysis by use of statistical software is also very easy due to the similarity in structure of the survey data.
Regardless of these advantages, the survey research may be restricted to respondent bias and self-report bias. The respondents are also possible to be responding with social desirability rather than basing their responses on their behaviour. The survey strategy, however, will also be appropriate because it will enable the collection of the quantifiable data which will be aligned with the research goals.
[bookmark: _Toc225764343]5.4 Research Design
In quantitative research, a cross-sectional study design was used for the investigation. The cross-sectional design is interested in the collection of data at a precise point and the possibility of analysing the connexions between variables without the need to do a longitudinal observation (Bryman, 2016). The design used in the current study is suitable due to the opportunity to explore the impact of sustainability practises on the decision to purchase the product of the consumers within a specified time frame.
The quantitative nature of the research determines the opportunity to quantify the variables on such a basis as numerical data subjected to the analysis with assistance of the statistical means. The methodology is consistent with positivist philosophy and deductive reasoning of the study. The structured questionnaire would also enable the administration of similar data among the respondents as data would be collected in a similar way.
The sampling has been carried out using a non-probability approach and is the convenience sampling since it has been conducted due to practical constraints in terms of time and access. This approach may limit the extrinsic validity of the findings, but the approach is highly prevalent among the conditions in which the entire sampling frame is not available in consumer studies (Etikan et al., 2016). All things considered, cross-sectional quantitative design is one of the practical and efficient ways to answer the research questions.
[bookmark: _Toc225764344]5.5 Methodological Justification
The chosen methodological framework is suitable for tackling the research goal of examining the connection between consumer purchasing decisions and sustainability practices. The positivist and philosophy believe in objective measurement of the variables, which would enable determination of statistically significant relationship. This is in line with the requirement to generate broadly applicable results that could advance theoretical and practical understanding.
The deductive approach becomes the one which is sure that the research is founded on the properly developed theoretical principles and it is possible to test the hypotheses in a systematic way. The theory is related to the empirical data, and this makes the research conceptually valid and contributes to the existing body of knowledge. The survey strategy also contributes to this by enabling the possibility of getting large volume data in a structured and efficient fashion.
Likert-scale surveys are simple to operate in quantifying consumer attitudes and behaviours, but SPSS statistical analysis may be employed to determine the pattern and relationship among the factors (Field, 2018). In order to assess reliability and consistency of the measuring instrument, then it can be measured by Cronbach alpha method that is used to assess internal consistency of survey items (Tavakoli and Dennick, 2011).
[bookmark: _Toc225764345]6. Methods Evaluation
The quantitative survey technique possesses several strengths to address the research objectives. One of the advantages is generalisability. The results can then be applied to a larger population particularly in the instances where the respondents are quite representative as in case of the UK fashion consumers. The usage of standardised questionnaires ensures that all the participants of a study respond to a specific number of the same questions, and it enhances the consistency and facilitates comparability of the findings (Bryman, 2016). Additionally, the survey methods are economical and time saving. Online distribution is relatively fast to collect data and does not require the physical interaction, and that is why it is a suitable strategy to follow in the cases when only limited resources are at location (Dillman et al., 2014). It is also structured, and thus statistical analysis is easier since correlation and regression allow determining relationships between variables (Field, 2018).
Even though these strengths exist, several limitations can be identified. There is a significant concern that is linked to the bias in the responses. It is possible that the participants will provide socially desirable responses and particularly the responses to questions that relate to sustainability because this is highly rated as a socially responsible behaviour. This may result in exaggeration of pro-environmental attitude and behaviours. In addition, the risk of inaccuracy is also present due to the utilisation of self-reported information because the respondents may fail to recollect and reflect on their genuine buying behaviour. The weakness of the quantitative surveys is the point of lack of depth. Although numbers can be used to provide an approximate analysis, they do not provide information about the factors that influence customer preferences or the context of the choice (Bryman, 2016). The outcomes, consequently, cannot be of much help when it comes to the complexity of consumer behaviour.
[bookmark: _Toc225764346]7. Data Collection and Sampling
[bookmark: _Toc225764347]7.1 Data Type
The study explores the primary data collection process that involves collection of original data, and these are directly acquired with the help of the respondents. Primary data is particularly quite appropriate to the study since some information regarding sustainability practises and consumer purchases will be possible to collect. This approach will assist in getting as close as possible to the research objectives and represent the attitudes of the current consumers in the UK fashion sector. Primary data in comparison with secondary data provide more influence over the measured variables and enhance the topicality of the results (Saunders et al., 2019).
[bookmark: _Toc225764348]7.2 Sampling Technique
In the research, the non-probability method of sampling is selected and that is a convenience sampling method. The convenience sampling involves the part of selecting the respondents depending on their availability and the desire to join the group. This technique is more commonly used in consumer research when that sampling frame is not available (Etikan et al., 2016). The pragmatic factors (e.g., time and accomplishment of resources) predetermine the decision in favour of such a method.
Convenient sampling is suitable when the main goal of the study is to investigate the relationship between the variables and the research is both qualitative and quantitative, even if it is not applicable in making the sample representativeness. One can also desire to include as many respondents as it is possible to make the sample more diverse and enhance the outcomes.
[bookmark: _Toc225764349]7.3 Sample Size
The proposed sample of the proposed study will be 100-200 respondents. It is a range which is thought to be adequate in conducting a statistical analysis particularly correlation and multiple regression which require a sufficient number of observations in order to bring valid information. This sample size is ideal between the issue of statistical validity and the ability to collect the data. Past similar studies have established that the samples in the range are sufficient to establish important patterns in the consumer behaviour (Field, 2018).
[bookmark: _Toc225764350]7.4 Questionnaire Design
Data will be collected by using a structured questionnaire, that is, the questionnaire will be in form of Likert scale. Quantitative research is also associated with the use of Likert scales since the respondent can answer a number of statements that are typically categorised into strongly disagree to strongly agree (Joshi et al., 2015). Through the help of such a format, the attitudes and the perceptions can be quantified and statistically analysed.
The questionnaire will be divided into three. The former part will comprise demographic information, such as age, sex, and frequency of purchase, in order to provide a certain context of the sample. The second section is the independent variables that include eco-friendly materials, ethical labour practises, transparency and brand sustainability image. To be reliable, the measures of each variable must have more than one statement. The final part is a scaling of the dependent variable consumer purchase decision, and this is ascertained by purchasing intention and willingness to pay.
[bookmark: _Toc225764351]8. Data Analysis Plan
The statistical processing received will be done within the SPSS and this will enable the systematic study of the relationship between sustainability practises and consumer buying behaviour. The analysis shall be carried out through three significant steps that include descriptive statistics, correlation analysis and multiple regression.
The first stage is the descriptive statistics that provides a clue about a data set as it provides a summary of the significant characteristic of the variables. The mean, standard deviation, and frequency distributions will be used in the analysis of the respondents' perceptions of sustainable practices and purchasing behaviour. The reason is that it is necessary to define the general trends and confirm the data that will be analysed later. Descriptive analysis is also useful to detect anomalies or inconsistencies in the data set, and therefore, before subjecting it to additional statistical tests, it improves the quality of data (Field, 2018).
The correlation analysis, which is performed in the second step, examines the strength and direction of the relationships between the independent and dependent variables. The relationship between variables such as eco-friendly materials, ethical labour practises, transparency, and brand sustainability image with the choice made by the consumers of the products to be bought will be assessed using Pearson correlation coefficient. It is merely a precursory sign of the potential relationships, but not a causal relationship. In such a way, correlations will be capable of identifying valuable correlations, yet they are to be taken with caution (Field, 2018).
The final one is the multiple regression analysis, which is going to be used to determine the extent to which each of the independent variables predicts the dependent one. The approach allows analysis of a group of predictors simultaneously and, thus, comparing the impact of their effect on each other more thoroughly. The multiple regression would particularly be applicable in this study, which will identify the sustainability variables that affect consumer purchase decision more than any other variable without necessarily introducing other variables. This helps to give the results strength and enables the testing of the hypothesis quantitatively (Field, 2018).
[bookmark: _Toc225764352]9. Resources and Feasibility
Through the effective time, cost, and technological resources management, this research will be completed successfully. As far as time is concerned, the research will be conducted over a small period of around eight weeks. In order to guarantee efficient data collection and analysis during this time, the research design, which includes the use of a questionnaire and quantitative analysis, is also conditioned humanity.
On the cost consideration, the study is considered a low-cost study. With the survey tools such as Google Forms, there is no need to pay the distribution cost, printing, and data input. There is also availability of the SPSS software, which is generally available in the academic institutions, and this reduces finances further. This will ensure that the research will be sustainable even without the need to seek an external massive financing.
The questionnaires that will be designed and used in the data collection will be based on Google Forms as it is readily available and user-friendly. Data analysis will involve the use of SPSS and hence statistical analysis will be involved such as descriptive statistics, correlation and regression among others. They are described as powerful and suitable methods of quantitative studies (Field, 2018).
[bookmark: _Toc225764353]10. Timeline
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[bookmark: _Toc225713293]Figure 2: Gantt Chart.
[bookmark: _Toc225764354]11. Ethical Considerations
This is significant in the moral regards that we regard to ensure that the research is conducted properly and within the provisions of the academic research. The most significant ethical principles during this work are informed consent, confidentiality, and data protection as the rights and well-being of the participants would not be hurt.
All the participants will be briefed on the idea of participating in the study prior to data collection. The respondents will be described the purpose of the research clearly, the nature of the involvement will be expressed, and the right to be discontinued without any punishment will be stated. The whole procedure will be voluntary and no coercion or pressure will be applied. This will ensure that individuals give an informed consent in terms of their involvement in the research.
The research will ensure that anonymity is maintained. No personal information will be collected such as names, contact details and other sensitive information. All the answers will be anonymous, and no respondent will be identified. The information will be used solely on academic use and will not be released to the third party. The confidentiality factor is also critical to elicit honest answers particularly when handling issues that are related to consumer behaviour and ethical issues.
Security of information will also be implemented to ensure that there is secure information management. The data obtained will be stored in password files and such data can only be accessed by the researcher. In the data protection guidelines, the data will be stored until the time of conducting the research and then destroyed in a safe manner. These will be applied in the reduction of risk of data breach and ethical standards in the research.
[bookmark: _Toc225764355]12. Limitations
Irrespective of how well this study is organised, it must be noted that it has several limitations. One of the weaknesses is linked with sample bias. Non-probability sampling such as the convenience sampling may result in incomplete sample of the general population of consumers in UK. Because the participation will involve the accessibility, there might be an overrepresentation of some demographic groups that will influence the generalisability of the findings. The results should thus be cautiously applied in generalising them to the whole market.
The other weakness is on the study geographical focus. The research is restricted to the UK fashion industry, and this is where it may not apply to a different culture and economic background. The degree of income, cultural values, and regulatory environment of the regions may be different causing the difference in consumer attitudes towards sustainability. Therefore, the findings cannot be considered as being the entire picture of the consumer behaviour in the globe.
Time constraints are also limited. The research was conducted over a relatively short period of time, which limited the quantity of data that could be gathered and examined. This cross-sectional design will only be able to capture the consumer behaviour at the given time and not on a periodical basis. The changing trends of sustainable consumption may therefore not be reflected in the study.
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