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Abstract
This research examines the effect of diversity and inclusion (D&I) within the UK fashion retail industry and how it relates to business outcomes. The study seeks to explore the relationship between diversity and inclusion measures and the fashion retailers' performance.
Qualitative research methodology based on Interpretivism philosophy and an inductive research approach is used in this research. A key method used to collect the primary data was semi-structured interviews with five managers in the UK fashion retail sector. Thematic analysis was used to analyse the gathered qualitative data.
Based on the results of the study, it can be concluded that diversity and inclusion practices have a positive influence on employee motivation, cooperation in the workplace, creativity, innovation, and customer satisfaction. It also points out that inclusive workplace cultures and diverse leadership teams can improve the processes of decision-making and organisational reputation. However, there exists unconscious bias, a lack of leadership diversity, and poor inclusion policies that continue to impact organisational development.
The recommendations for providing equal opportunities and diversity are needed. An organisation that is able to effectively carry out inclusive practices is more likely to gain sustainable growth and a competitive advantage in the fashion retail industry. The research offers relevant suggestions to enhance the inclusion of diversity in recruitment. 
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[bookmark: _Toc230946297]Chapter 1: Introduction
[bookmark: _Toc230946298]1.1 Overview of the Study
According to the British Fashion Council (British Council, 2022), the UK fashion retail industry is one of the main pillars of the UK economy, producing over 26 billion in GDP and hiring a workforce of more than 800,000 individuals in 2024. However, this dynamic industry faces long-term issues, such as the disruption of the supply chain, the increasing interest of consumers in sustainability, and stronger rivalry against the fast fashion leaders, such as Shein and online retailers (Capatina 2025). In the context of such pressures, diversity and inclusion (D&I) practices have become one of the most significant sources of resilience and development. This paper assesses the effect of D&I on business performance, including revenue growth, employee retention, customer loyalty, and innovation, among the UK fashion retailers.
Diversity is the existence of differences among people in relation to gender, ethnicity, culture, age, and opinions, and inclusion aimed at building an environment in which differences are appreciated and successfully incorporated into organisational activity (Olabiyi 2023). Diversity and inclusion have ceased to be a social responsibility in modern organisations but have become a major source of innovation, creativity, and competitive advantage. Moreover, in many cases, organisations that encourage inclusive workplaces, which in turn relates to increased employee engagement and satisfaction as well as productivity. The variedness of teams will enhance better decision-making and problem-solving because various perspectives are introduced to organisational processes (Tchamgop, 2025). However, even with these identified advantages, most fashion retailers in the UK still struggle with the successful execution of D&I initiatives because of structural problems, implicit bias, and the absence of leadership engagement.
D&I includes approaches such as fair employment, ethnic, gender, age, and disability representation, cultural orientation, and comprehensive marketing. These have been incorporated by major players such as ASOS, Next, and Boohoo, which is pledging a 40 percent ethnic minority leadership by 2025. Additionally, McKinsey and Company (2023) point out that there is a lack of underrepresentation: UK fashion executives from Black, Asian, or minority ethnicities are only about 12 percent, whereas consumer diversity is at 18 percent.
Overall, the Diversity and Inclusion (D&I) practice can have a substantial effect on the business performance in the UK fashion retail industry by boosting the performance of the organisation, innovation, and customer relationships. Diversity in the workplace offers different views, therefore enhancing creativity and decision-making processes, and companies are able to meet the market dynamic needs (Fitriana, 2023). Inclusive practices also create a positive workplace culture, thereby resulting in increased employee satisfaction, retention, and productivity. The paper covers fundamental aims: to locate D&I practices, evaluate outcome-determining variables such as economic instability and the digital revolution. Besides, it also evaluates the effect of D&I through such indicators as turnover rates and sales boost, and suggests solutions such as mentoring initiatives and audit bias.
This study is a revelation into the role of D&I in creating a competitive edge for a company by connecting the academic knowledge of social identity theory and resource-based view with evidence. This is important in a world where 70 percent of the UK consumers prefer companies that actively support diversity initiatives (Kallin, 2025). Finally, the research provides fashion retailers with practical information that they can use to leverage D&I to improve business performance, facilitating fair development of a dynamic industry.
[bookmark: _Toc230946299]1.2 Aim of the Study
Evaluation of how diversity and inclusive practices impacts business outcomes in fashion retail sector of the UK 
[bookmark: _Toc230946300]1.3 Research Objectives
· To identify various diversity and inclusion practices adopted by fashion retailers in the UK 
· To assess the factors that affects business outcomes in the UK fashion retail sector
· To analyse the impact of Diversity and inclusion practices on business outcomes in UK fashion retail sector
· To recommend best strategies to improve diversity and inclusion practices in UK fashion retail sector
[bookmark: _Toc230946301]1.4 Research Questions
1. What are some of common diversity and inclusion practices adopted by fashion retailers in the UK?
2. What are the factors that influence the business outcomes in the UK fashion retail sector?
3. What is the role of Diversity and inclusion practices on business outcomes in UK fashion retail sector?
[bookmark: _Toc230946302]1.5 Rationale of the Study
The research is relevant and necessary due to the changing environment of the UK fashion retail market. The industry is experiencing a 2.5% sales drop in 2024, with the issue of talent deficit.Besides retail vacancy rates has increased to 12% (British Retail Consortium, 2025). D&I practices provide a strategic advantage such as the companies that have the best diversity in the top quartile experience an increase of 19 in innovation revenues (McKinsey, 2023). However, the UK fashion industry lags behind, 25% of retailers are not performing even the basic D&I standards, and they are at risk of losing market share and reputation.
On the academic level, although research on D&I is quite extensive in the space of technology and finance, there is a lack of studies in the sphere of fashion retail. Current literature associate’s diversity with creativity but does not consider sector-specific factors such as seasonal labour force and global supply chains (Yilmazkuday 2025). This is a gap that demands specific analysis to be covered in the research. 
In practice, retailers such as Primark and H&M record 15% retention increases, brought about by D&I efforts, but uptake is still lagging. The 2023 Fashion Industry Charter on Climate Action is a statement by policymakers that highlights inclusive governance and, hence, evidence-based recommendations are essential. Also, the existing research frequently addresses the performance of organisations in general and not the specific sectors. This leaves a gap in the knowledge of how D&I programs can lead to competitiveness, customer interaction, and financial outcomes in fashion retailing. Thus, this research will fill this gap by offering practical information founded on the managerial interpretations, which will be of academic and practical value to the stakeholders in the industry.
[bookmark: _Toc230946303]1.6 Problem Statement
The fashion retail market in the UK is faced with the problem of higher turnover (28% per year). Economic pressures, digital disruption, and supply issues are major ones, although inappropriate D&I further increase these problems. Although regulatory pressures, such as the guidelines of the Social Mobility Commission 2021, urge the fashion industry to adopt a more diverse form of leadership, this has only happened in 18 percent of the fashion companies, which is associated with a 12 percent lower score on customer satisfaction (McKinsey and Company and The Business of Fashion, 2021).
Such a mismatch impedes innovation, where multicultural teams outperform by 35% in decision-making, and also puts off multicultural consumers (25% of the market). SMEs of about 70 percent do not have the resources to invest in D&I, and this continues the poor performance cycle. 
Consequently, companies might not be in a good position to maximize the benefits of their diverse workforce, including increased creativity, innovativeness, and responsiveness to the market. This poses a serious challenge to fashion retailers that aim to enhance their business performance within a very competitive business environment. Thus, the gap between the perceived significance of D&I and its success in business is the key issue that will be covered in the present study.
[bookmark: _Toc230946304]1.7 Methodology Overview
The research approach included in this study is the qualitative research method to examine the connection between diversity and inclusion practices and business outcomes. Semi-structured interviews with five managers in the fashion retail sector in the UK will be used to collect primary data. It is a strategy that enables one to gain a detailed insight into organisational practices, experiences, and perceptions.
The data obtained will be analysed through the thematic analysis technique that will allow finding the patterns and themes within diversity practices and business performance. The qualitative approach is suitable for the study because it helps explore complex organisational phenomena that are inefficiently described by the quantitative approach.
[bookmark: _Toc230946305]1.8 Structure of the Dissertation
This dissertation is organised into the following chapters:
· Chapter 1: Introduction – Provides background information, research aim, objectives, questions, rationale, and methodology overview. 
· Chapter 2: Literature Review – It examines existing literature on diversity and inclusion practices and their impact on business outcomes. 
· Chapter 3: Methodology – Explains the research design, data collection, and analysis methods. 
· Chapter 4: Data Analysis and Findings – Presents and analyses the collected data. 
· Chapter 5: Discussion and Conclusion – Interprets findings, provides conclusions, and offers recommendations. 


[bookmark: _Toc230946306]Chapter 2: Literature review
[bookmark: _Toc230946307]2.1 Introduction
Diversity and inclusion are important management practice that involves developing an environment where people from diverse backgrounds are accepted and respected. The chapter of literature review mainly demonstrates theoretical underpinnings that have been conducted and discussed in the past to contribute towards developing knowledge regarding the current study. This chapter involves analysing previously conducted work related to the chosen topic based on theoretical foundations already developed. This chapter also includes a discussion of the gap in the research from past studies, while also developing a theoretical framework for the present study. 
[bookmark: _Toc230946308]2.2 Diversity and inclusion practices adopted by fashion retailers in the UK
Brown (2024) highlighted that the issue of diversity and inclusion has gained more relevance in the United Kingdom fashion retail industry, as it demonstrates a range of consumer values and societal expectations as a whole. The retailers are increasingly integrating the concept of inclusion in furthering representation, equity, and belonging in the organisational frameworks. These practices go beyond the composition of the workforce to inclusive branding, hiring policies, and workplace culture. However, even with increased appreciation of their significance, application of diversity and inclusion practices can be quite patchy, with companies failing to bridge the gap between strategic intent and effective and quantifiable organisational change.
As per Smith & Allen (2023), diversity and inclusion practices are based on equity, representation, and organisational justice principles and seek to establish environments in which diverse identities will be recognised and appreciated. In the UK fashion retail sector, this includes efforts like inclusive hiring, diversity training, and fair promotion channels. Retailers are recognising more and more that different teams will bring in innovation and consumer alignment. Stakeholder pressures such as consumer expectations and regulatory frameworks also influence such practices, as these encourage firms to be more structured and transparent in their approach to inclusion in organisational systems.
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Figure 1: State of DEI practice in the UK Fashion Industry
(Source: British Fashion Council, 2024)
The graph provides major indicators of diversity and inclusion practices in the UK fashion retailers with diverse levels of adoption on both strategic and operational aspects. Although 66 percent of companies have listed diversity and inclusion as a strategic pillar, only 23 percent have created specific DEI leadership positions. Moreover, only 17 percent of them have set quantitative diversity goals (British Fashion Council, 2024). This gap shows that, despite the fact that inclusion is formally recognised by many organisations, many have converted this statement into formal governance systems and quantifiable performance systems.
Based on the graph, one can see that the current state of diversity and inclusion practices in the UK fashion retail market can be defined by the disconnect between strategy and practice. The large proportion of firms that consider DEI a priority is in stark contrast to the low level of adoption of leadership roles and measurable targets. Johnson et al. (2025) stated that this implies that symbolic commitment is mainly practised by many organisations and not substantive implementation. As a result, these practices might be limited in terms of effectiveness, since the lack of accountability mechanisms decreases the chances of successful and long-term organisational change.
As per Khan (2024), inclusive representation is another key practice that entails marketing and product development in which a brand tries to capture diverse consumer identities in its campaigns and products. This will make it more relatable and expand its market reach by considering different cultural and social backgrounds. However, Evans & Cole (2026) contradicted that occasionally such representation may be merely superficial and may not be concerned with actual inclusion in organisational set-ups. This brings up the issue of performative practices, in which diversity is used as a marketing device instead of an organisational value.
Martin (2023) described that diversity and inclusion practices also include training and development initiatives, which are a critical element of this practice and which focus on creating awareness and decreasing unconscious bias in organisations. These programmes aim to establish a culture of inclusiveness in workplaces and enhance interpersonal relationships amongst employees. Retailers invest in workshops and mentorship plans, as well as in leadership development, to help diverse talent development. These activities also lead to long-term organisational inclusivity through the inculcation of inclusive behaviours and attitudes at various levels of the workforce that reinforce internal integration and worker participation.
The diversity and inclusion in the UK fashion retail industry indicate a blend of strategic purpose, operational programs, and cultural change work. Although organisations are progressively recognising the need to be inclusive, there is a problem of inconsistency in transforming these promises into quantifiable results (Roberts et al. 2025). The gap between policy-making and adoption indicates that more accountability and inclusion practices should be integrated. With the changing sector, continuous attention on the structural and cultural levels will be needed to make sure that diversity and inclusion are used to benefit the organisational performance and societal fairness.
In addition, UK fashion companies are cooperatively working with external organizations to enhance the diversity and inclusion efforts of their businesses. Brown (2024) stated that many companies are now partnering with advocacy organizations, educational institutions, and community organizations to increase representation and promote equal opportunities for underrepresented groups. These partnerships can assist retailers in creating more diverse recruitment processes or culturally responsive policies. Furthermore, social media has raised the profile of public accounts of the actions of firms, and is demanding that they show that they are really committed to inclusion. Roberts et al. (2025) emphasized that showcasing inclusive values enhances customer engagement and employee satisfaction among retailers.
[bookmark: _Toc230946309]2.3 Factors that affect business outcomes in the UK fashion retail sector
As per Anderson (2024), the United Kingdom fashion retail market is a complex environment to do business in due to intricate interactions between economic, technological, and consumer factors. Retailers are found in a very dynamic environment in which the changing demand trends and competitive forces determine performance. Such results are measured in terms of sales growth, profitability, and market share. On the contrary, Mitchell & Brown (2025) said that irrespective of the availability of growth opportunities, the uncertainty usually arises due to the fluctuation in consumer tastes and other external economic factors, so the firms cannot always maintain the same level of performance in an ever-saturated and rapidly changing market environment.
Lopez (2023) stated that consumer behaviour is one of the major aspects that influence the performance of businesses as it dictates the demand trends and buying decision-making. In the UK fashion retailing industry, tastes are influenced by trends, lifestyle shifts, and social factors. Consumer communication with the brand has also been changed by the growing influence of digital platforms. Those retailers that successfully interpolate these expectations and act on them are in a better position to maximise pricing practices, customer experience, and sales performance, which will enable them to consolidate their standing in a dynamic and consumer-oriented marketplace.
Singh & Patel (2024) highlighted that the economic factors play a key role in determining the business performance in the fashion retail business. Other things like inflation, disposable income, and overall cost of living are direct influencers of consumer spending on non-essential goods like fashion. The retailers tend to enjoy high demand and better profitability during the boom economic periods. Recessions, on the other hand, decrease discretionary expenditure, compelling companies to use promotional pricing and cost management. This reliance on macroeconomic factors underscores the vulnerability of the performance of fashion retail to the larger financial and economic swings.
The technological innovations have become one of the largest drivers of business performance, especially due to the development of e-commerce and online marketing. Chen (2023) described that through online platforms, retailers are able to access a broader market base and have the ability to provide customers with individualised shopping experiences. Data analytics also aid in informed decision-making and specific engagement strategies. However, Walker & Scott (2026) opined that the high rate at which technology is changing makes competition even tougher since new competitors can easily gain a digital presence. This has placed companies in a perpetual stress to invest in innovations, which are driving up operational expenses and possibly lowering profitability, even with improved access to the market.
Another extremely important issue that affects the business performance in the UK fashion retail sector is supply chain efficiency. The retailers are able to react fast to the trends and consumer needs due to efficient sourcing, production, and distribution processes (Edwards, 2024). Agile supply chains are a crucial aspect of fast fashion models because they enable the use of agile supply chains to sustain competitiveness. Interruptions like international shortages, transportation time wastage, and increased transportation costs may affect operations adversely. Such problems can lead to inventory shortages, higher costs, and customer dissatisfaction, which will eventually impact the entire business performance.
In the view of Kumar et al. (2025), diversity and inclusion practices have raised their significance as a factor that affects the results of businesses within the UK of the fashion retail business. Retailers that implement an inclusive hiring, representation, and product approach will be in a better position to reach a wide range of consumer groups and increase brand relevance. This will help in better customer interaction and brand loyalty. Davis (2026) criticized that when applied in a shallow or intermittent manner, they can cause consumer mistrust and reputational risks, which restrict their efficiency and diminish their role in ensuring long-term business performance.
The intensity of competition in the fashion retail market is also important in determining business performance. Companies compete based on pricing, branding, and product differentiation to capture and maintain the consumer base. Competition is healthy as it promotes innovation and better service delivery. The intense competition, however, may result in price wars and lower profit margins, especially in low-differentiation segments (Robinson et al. 2024). This climate dictates that retailers must exercise a delicate balance between competitive positioning and financial sustainability so that growth tactics are not the ones that compromise long-term profitability.
Sustainability awareness among consumers is another critical element playing a role in the business results in the UK fashion retail industry. Anderson (2024) noted that consumer expectations and behaviors have shifted due to rising environmental concerns, prompting retailers to embrace ethical sourcing, sustainable production, and environmentally-friendly packaging practices. Those fashion brands that do not meet the sustainability expectations may suffer at the hands of poor reputation and customer loyalty. Meanwhile, shifts in the rules governing environmental and labour issues are also influencing their operations. According to Singh & Patel (2024), the retailers who have the talent to balance profitability with responsible business practices would be more likely to sustain competitive advantage and grow their businesses in the long run.
[bookmark: _Toc230946310]2.4 Impact of Diversity and inclusion practices on business outcomes in UK fashion retail sector
Diversity and inclusion cultures have gained a lot of importance in determining business performance in the UK fashion retail industry. Garcia (2024) described that retailers are becoming aware of the fact that inclusive strategies cannot only end ethical issues but can also affect the performance indicators like customer interaction, brand loyalty, and market penetration. Such practices help to bring organisational flexibility to the fast-changing consumer environment. However, Hughes & Patel (2025) said that regardless of their increasingly significant role, the real effectiveness of diversity and inclusion programs is not always uniform, because differences in their implementation and perception can limit their success in bringing tangible business benefits.
Martin (2023) stated that the effects of diversity and inclusion practices could be conceptualised in terms of how they affect both the internal organisational processes and the external consumer relations. Within the company, various teams are responsible for innovative, creative, and better decision-making processes. Outside, inclusive representation increases brand relatability and reinforces consumer trust. These two effects in the UK fashion retail industry make diversity and inclusion a competitive advantage tool. Through matching organisational values with those of the consumers, the retailers stand in a better position to create meaningful engagement and enhance the overall performance of the business..
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Figure 2: Impact of DEI practices on customer purchase behaviour
(Source: Dreska, 2023)
The chart depicts how consumers reacted to the statements about purchasing behaviour based on diversity, inclusivity, and awareness of various identities. A large majority (15) of companies said they valued diversity, and 14 of them were neutral, with a very small number saying they did not value diversity, disagreed, or strongly disagreed. In the same line, 15 respondents agreed, and 11 were neutral, with 5 strongly agreeing on inclusiveness. With respect to companies that respect other identities, 13 respondents agreed, 12 were neutral, and 7 strongly agreed (the highest number of strong agreements (Dreska, 2023). In general, the distribution indicates that inclusive brand positioning correlates with positive consumer behavioural tendencies.
Continuing the graph, we can observe that the practices of diversity and inclusion have a positive impact on consumer engagement and purchase decisions. Lopez & Green (2025) highlighted that customers will engage more with brands that resonate with their values, and this generates higher sales and better brand loyalty. This tendency of behaviour improves competitive positioning in the fashion retail market. But the existence of neutral responses shows that not every consumer is influenced equally, and, therefore, the effect of diversity initiatives might not be equally transferred to relevant business results when applied to different segments.
As per Adams et al. (2024), brand perception is also a part of diversity and inclusion practices, and it is an important element in determining the long-term business results. Marketing and product offerings can be inclusive to reach more people and improve the image of the brand. This enhances emotional appeals and customer confidence. A good brand image may cause more customers to be retained and make use of word of mouth, which is the key to long-term growth. Consequently, diversity-based approaches will both contribute to short-term involvement and brand loyalty in the long run.
Chen (2023) stated that at the organisational level, the practices of diversity and inclusion affect organisational performance through their influence on innovation and decision-making processes. Different teams introduce different views, which allow retailers to create more creative and applicable solutions to meet the needs of the market. This increases efficiency in operations and helps in product development. Opposing this, Walker & Scott (2026) said that diversity does not necessarily imply better results unless it is managed and led inclusively. Communication, integration, and bias issues may decrease efficiency, which implies that the advantages of diversity vary based on the manner in which inclusion is applied to organisational systems.
Nguyen (2024) stated that another significant effect of diversity and inclusion practices is that they increase market penetration and competitiveness. Meeting the demand of the various consumer groups, retailers will be able to enlarge their target market and gain market share. Inclusive strategies enable brands to keep up with a multicultural and socially aware world. In contrast, Foster & Hall (2026) said that when diversity initiatives are viewed as performative or uneven, they can cause distrust and consumer confidence. This underscores the role of genuineness in making diversity initiatives work into business benefits of significance.
The impact of diversity and inclusion practices on the business performance in the UK fashion retail industry is considerable because these practices determine consumer behaviour, organisational performance, and brand perception(Roberts, 2025). These activities are part of the immediate action as well as a strategic benefit in the long term. Although their potential advantages are significant, their performance requires regular and genuine application. With the retail environment constantly changing, integrating diversity and inclusion into the business strategies will be a critical issue to implement sustainable growth and to stay competitive in an ever-evolving and diverse business environment.
Furthermore, diversity and inclusion strategies can have a positive impact on motivation and satisfaction among staff in the UK fashion retail sector. Martin (2023) explained that, in inclusive workplaces, staff members are likely to feel valued, respected, and involved in organizational activities. This can have a positive impact on productivity, employee retention, and inter-department collaboration. When people feel at home at work, they are more likely to offer innovative ideas, which also helps them to engage in decision-making. Roberts (2025) explained that proper diversity and inclusion practices can enhance the external brand image and also boost internal organisational performance and operational efficiency in the long run for a highly competitive fashion retail business.
[bookmark: _Toc230946311]2.5 Challenges faced by UK fashion retailers in implementing diversity and inclusion practices
Diversity and inclusion practices have become more and more important in the UK fashion retail sector because of the changing expectations of society and the awareness of consumers. Bennett (2024) described that retailers are increasingly pressed to have inclusive policies that capture various identities and views. The objectives of such practices are to improve organisational culture and brand perception of the company externally. However, the implementation process can be complicated, though the strategic relevance of such strategies is high because companies face structural, cultural, and operational issues, which make it hard to successfully integrate diversity and inclusion into the main business operations.
The absence of standardised frameworks for implementing diversity and inclusion practices is one of the main challenges. However, although a lot of retailers claim to be committed to inclusion, it is common to see a lack of specificity in the measurement of specific goals and performance indicators (Singh & Turner, 2023). This ambiguity makes it hard to gauge progress and ensure accountability. Organisations can take the approach of being fragmented, where different departments do not have the same approach, thus giving different results. Devoid of definite benchmarks and systematic implementation plans, the diversity initiatives might not reflect anything other than simulated organisational change.
As per Harris (2023), another major challenge to the effective implementation of diversity and inclusion practices is the organisational culture. The effectiveness of inclusion efforts may be constrained by established work practices and implicit prejudices. The leaders and staff can be resistant to change, especially when diversity programs threaten the status quo or customary practices. Adding to this, Davies & Clark (2026) said that such resistance may diminish the interest in inclusion programmes and make them less sustainable. As a result, cultural change is a slow and sometimes challenging experience that needs constant pushing and dedication of the whole organisation.
Morgan et al. (2025) described that leadership commitment is also important in the management of diversity and inclusion initiatives because the implementation process cannot be completed without the top management's support. Effective leadership may support policy formulation, distribution of resources, and cultural transformation in organisations. However, Stewart (2026) noted that in most instances, the leadership role is peripheral or cosmetic, and diversity programs are not incorporated in the strategic decision-making process. This lack of alignment may undermine the effectiveness of inclusion initiatives, since the lack of sincerity will lower the organisational responsibility and minimise the scope of diversity being given priority in business activities.
The other issue is the need to balance between commercial interests and diversity and inclusion in the fashion retail industry. As per Khan (2024), retailers have to stay competitive and at the same time satisfy social expectations, which may pose strategic tensions. Inclusive practices can involve investment in training, hiring, and product diversification, which can make the operations costly. Evans (2026) criticized that the focus on immediate profitability at the expense of inclusiveness in the long-term can lead to the reduction of brand credibility and curtail possibilities of growth in the future. This conflict underscores the importance of considering diversity and inclusion as part of the overall business plans and not as independent projects.
Edwards (2024) noted that retailers also face serious challenges in the measurement and evaluation of diversity and inclusion outcomes. Although companies can conduct different initiatives, it is not an easy task to evaluate their effectiveness in terms of the impact on the business. Measures like representation and employee satisfaction give biased information and might not reflect the underlying nature of inclusion. Also, it is hard to connect diversity practices with financial performance because of numerous variable factors. Such imprecise measurement may impede strategic decision-making and decrease the trust in the worth of diversity and inclusion programs.
Finally, the UK fashion retailers encounter several issues in their efforts to adopt the idea of diversity and inclusion, such as the absence of standardisation, cultural resistance, insufficient leadership commitment, strategic trade-offs, and measurement challenges(Robinson et al. 2024). These problems indicate the difficulty in converting inclusive intentions into effective organisational practices. The progress has been achieved, yet to reach meaningful and sustainable inclusion, it is necessary to work on it continuously, have clear strategies, and effective leadership. These barriers need to be addressed to ensure that diversity and inclusion make their contribution to the effectiveness of the organisation and its social impact in general.
Another challenge UK fashion retailers are encountering is the need for consistency in diversity and inclusion across global supply chains and multiple retail locations. Bennett (2024) stated that the inclusion standards that are applied in each country can vary due to differences in culture, law, and organization, making it hard to define a uniform inclusion standard for large fashion retailers. Changes in workforce size, age, or management practices can lead to inconsistencies in implementation. Also, smaller stores may face constraints on financial and human resources to create comprehensive diversity strategies. Robinson et al. (2024) also highlighted that staff can have varied understandings of inclusion measures, resulting in variations in engagement in various operational areas.
[bookmark: _Toc230946312]2.6 Theories and models
As per Thompson (2024), diversity and inclusion theories and models give us a conceptual backdrop on how organisations can establish fair and inclusive workplaces. Applying these frameworks to the fashion industry, the various representations and inclusive practices have an impact on the organisational culture and consumer perception. The models are increasingly used by retailers to make strategic decisions regarding workforce diversity and brand positioning. However, Reed& Collins (2025) noted that the dynamic nature of industry conditions may make the real practice of such theories difficult, since their application may not always be direct and consistent.
The social identity theory forms the key to the analysis of diversity and inclusion in fashion retail because it describes the process of categorizing people into social groups, which include gender, ethnicity, and culture (Lopez, 2023). These identities are used in employee interactions as well as consumer behaviour. Inclusive representation in the fashion sector enables people to feel acknowledged and treasured, increasing interaction. Embracing different identities, retailers will be able to build a more positive relationship with employees and consumers, which will contribute to the more inclusive practice of organisations and enhance the overall brand relatability.
In the view of Nguyen (2023), the stakeholder theory is also a relevant theory, as it states that organisations have to consider the interests of various groups of people, such as employees, consumers, and communities. Diversity and inclusion practices are responsive to these stakeholders in the fashion retail industry. Inclusive policies lead to an increased organisational legitimacy and a better relationship with socially aware consumers. On the contrary, Foster & Hall (2026) criticized that the process of balancing the expectations of different stakeholders can be complicated, and conflicting interests can be observed, and retailers have to focus on some groups without considering others, which restricts the effectiveness of inclusion techniques, in general.
Ahmed (2024) stated that the resource-based view emphasizes diversity as a strategic resource that can help to improve organisational performance. Multicultural workforces introduce different views, skills, and experiences that lead to innovation and a competitive edge. This is especially applicable to product development and responsiveness in the market in the case of fashion retail. Diversity as a source of resources will enable retailers to match diverse consumer needs. Brown & Lewis (2025) warned that without proper inclusion practices, diversity can not achieve these benefits, since untapped talent and the absence of integration can diminish its possible contribution to organisational success.
The institutional theory describes how the outer forces affect the implementation of diversity and inclusion practices. The organisations in the UK fashion retail industry address the societal expectations, regulatory needs, and industry standards through their inclusion policies. This raises the level of standardisation of diversity activities in the sector. Chen & Wong (2023) praised that these pressures motivate firms to follow activities that promote a good image and validity. Through this, diversity and inclusion are internalised into organisational strategies, in which there is a larger social and institutional impact on business behaviour.
The inclusion framework model is based on the idea of establishing an environment where an individual feels important, respected, and capable of reaching their full potential. Kumar et al. (2024) highlighted that this model focuses on psychological security, empowerment, and fairness in organisations. Inclusive workplaces in the fashion industry enhance creativity and collaboration, which are fundamental to innovation. In contrast, Davis (2026) said that policy implementation is not enough to attain true inclusion because cosmetic measures might not help to eliminate deep-rooted biases. This speaks of the need to integrate inclusion into organisational culture in order to achieve meaningful and lasting influence.
Theories and models of diversity and inclusion offer useful information on how organisations can successfully manage diversity in the fashion retail industry (Reed & Collins, 2025). Theories like the social identity theory, the stakeholder theory, and the resource-based view describe the strategic and behavioural aspects of inclusion. Although these models provide a framework for applying inclusive practices, they require adaptation to the context. With the fashion industry constantly developing, the combination of theoretical approaches and practical strategies will be necessary to realize the diversity, sustainability, and meaningful results.
Furthermore, transformational leadership theory can be applied to the diversity and inclusion practices in the UK fashion retail industry. Thompson (2024) stated that this theory is concerned with the ability of leaders to inspire employees through the promotion of shared values, motivation, and vision of the organization. Inclusive leaders foster teamwork, equality, and open dialogue, leading to positive workplaces. In the context of fashion retail organizations, transformational leadership has the potential to boost employee confidence, foster cohesion within the team, and promote the acceptance of different viewpoints. Reed & Collins (2025) also identified effective leadership as key in minimizing resistance to change in an organization and in fostering inclusive behavior across their culture and operations.
[bookmark: _Toc230946313]2.6 Theories and models
As per Thompson (2024), diversity and inclusion theories and models give us a conceptual backdrop on how organisations can establish fair and inclusive workplaces. Applying these frameworks to the fashion industry, the various representations and inclusive practices have an impact on the organisational culture and consumer perception. The models are increasingly used by retailers to make strategic decisions regarding workforce diversity and brand positioning. However,Reed& Collins (2025) noted that the dynamic nature of industry conditions may make the real practice of such theories difficult, since their application may not always be direct and consistent.
The social identity theory forms the key to the analysis of diversity and inclusion in fashion retail because it describes the process of categorizing people into social groups, which include gender, ethnicity, and culture (Lopez, 2023). These identities are used in employee interactions as well as consumer behaviour. Inclusive representation in the fashion sector enables people to feel acknowledged and treasured, increasing interaction. Embracing different identities, retailers will be able to build a more positive relationship with employees and consumers, which will contribute to the more inclusive practice of organisations and enhance the overall brand relatability.
In the view of Nguyen (2023), the stakeholder theory is also a relevant theory, as it states that organisations have to consider the interests of various groups of people, such as employees, consumers, and communities. Diversity and inclusion practices are responsive to these stakeholders in the fashion retail industry. Inclusive policies lead to an increased organisational legitimacy and a better relationship with socially aware consumers. On the contrary, Foster & Hall (2026) criticized that the process of balancing the expectations of different stakeholders can be complicated, and conflicting interests can be observed, and retailers have to focus on some groups without considering others, which restricts the effectiveness of inclusion techniques, in general.
Ahmed (2024) stated that the resource-based view emphasizes diversity as a strategic resource that can help to improve organisational performance. Multicultural workforces introduce different views, skills, and experiences that lead to innovation and a competitive edge. This is especially applicable to product development and responsiveness in the market in the case of fashion retail. Diversity as a source of resources will enable retailers to match diverse consumer needs. Brown & Lewis (2025) warned that without proper inclusion practices, diversity can not achieve these benefits, since untapped talent and the absence of integration can diminish its possible contribution to organisational success.
The institutional theory describes how the outer forces affect the implementation of diversity and inclusion practices. The organisations in the UK fashion retail industry address the societal expectations, regulatory needs, and industry standards through their inclusion policies. This raises the level of standardisation of diversity activities in the sector. Chen & Wong (2023) praised that these pressures motivate firms to follow activities that promote a good image and validity. Through this, diversity and inclusion are internalised into organisational strategies, in which there is a larger social and institutional impact on business behaviour.
The inclusion framework model is based on the idea of establishing an environment where an individual feels important, respected, and capable of reaching their full potential. Kumar et al. (2024) highlighted that this model focuses on psychological security, empowerment, and fairness in organisations. Inclusive workplaces in the fashion industry enhance creativity and collaboration, which are fundamental to innovation. In contrast, Davis (2026) said that policy implementation is not enough to attain true inclusion because cosmetic measures might not help to eliminate deep-rooted biases. This speaks of the need to integrate inclusion into organisational culture in order to achieve meaningful and lasting influence.
Theories and models of diversity and inclusion offer useful information on how organisations can successfully manage diversity in the fashion retail industry (Reed & Collins, 2025). Theories like the social identity theory, the stakeholder theory, and the resource-based view describe the strategic and behavioural aspects of inclusion. Although these models provide a framework for applying inclusive practices, it requires adaptation to the context. With the fashion industry constantly developing, the combination of theoretical approaches and practical strategies will be necessary to realize the diversity, sustainability, and meaningful results.
Furthermore, transformational leadership theory can be applied to the diversity and inclusion practices in the UK fashion retail industry. Thompson (2024) stated that this theory is concerned with the ability of leaders to inspire employees through the promotion of shared values, motivation and vision of the organization. Inclusive leaders foster teamwork, equality and open dialogue, leading to positive workplaces. In the context of fashion retail organizations, transformational leadership has the potential to boost employee confidence, foster cohesion within the team, and promote the acceptance of different viewpoints. Reed & Collins (2025) also identified effective leadership as key in minimizing resistance to change in an organization and in fostering inclusive behavior across their culture and operations. 
[bookmark: _Toc230946314]2.7 Research gap
The practices adopted by fashion retailers in relation to the management of their diversity and inclusiveness are not discussed in much detail in the previous work of literature, which is one of the major research gaps that is determined in this research. Also, a lack of sufficient knowledge regarding the factors affecting the overall business outcomes in the context of the fashion retail sector of the UK, as well as the overall influence of the diversity and inclusiveness practices on the business outcomes of the chosen sector, is also one of the key gaps identified in the current study. The present study aims to address these identified gaps from previous literature work by conducting a thorough investigation, choosing the right methods and techniques of the research. 
[bookmark: _Toc230946315]2.8 Conclusion
It is concluded that the diversity and inclusion practices of the fashion retailers are highly effective in terms of boosting the business outcomes. In addition, the fashion merchants that practice diversity in terms of marketing and product delivery can reach a broader customer base and enhance brand image and loyalty. Besides, the success of D&I initiatives is premised on appropriate execution, because ill-managed practices will result in either conflict or immeasurable benefits.


[bookmark: _Toc230946316]Chapter 3: Research methodology
[bookmark: _Toc230946317]3.1 Introduction
This chapter is considered to be one of the most important components of research that describes the overall approach and methods that are used for the purpose of conducting the actual research. Research methods can be defined as the process of collecting relevant data from recognised sources for the purpose of analysing the data and presenting the findings. The use of the research onion framework will be done in this chapter to explore the different layers of research and determine the choice of methods and techniques for carrying out the research. The research onion framework typically includes various layers such as philosophy, approach, strategy, choice, time horizon, and techniques of conducting the research.  
[bookmark: _Toc230946318]3.2 Research philosophy
Research philosophy is regarded as the initial layer of the research onion framework that is mainly related to understanding the belief of how the knowledge is viewed or developed (Dubey and Kothari, 2022). It describes the idea of determining the nature of the study based on the data to be collected and used in the research. 
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Figure 3: Research onion framework
(Source: Salmon, 2024)
The graph shows Saunders Research Onion model that describes various levels of research methodology. It emphasizes research philosophy, theory building, methodological choices, strategies, time horizons and data gathering methods, while demonstrating a systematic selection of the most suitable methods and strategies for conducting effective academic research (Salmon, 2024).It is found that interpretivism, pragmatism, and positivism are three main philosophies that are commonly used in research. Interpretivism deals with qualitative data, while the positivist philosophy mainly deals with quantitative data for the development of knowledge within the study. Pragmatism is the philosophical perspective that is suitable in cases where mixed methods are used (Zhang, 2023). For the present study, the use of interpretivism philosophy is employed since the focus of the researcher is on using subjective data to develop knowledge. The study aims to gain a better understanding of the perceptions and experiences of the managers of the UK fashion retail industry about diversity and inclusion. 
The current study does not use positivist philosophy because it does not emphasize objective measurement, statistical, and numerical data. The present research is not designed to test hypotheses nor measure relationships quantitatively. Hence, positivism is not an appropriate approach in reaching the research goals.

[bookmark: _Toc230946319]3.3 Research approach
The process through which the use of theory is justified in the research is known as the research approach. The inductive and deductive reasoning approaches are most commonly used in the study. Inductive reasoning entails the use of theories by generating new ideas and concepts for the purpose of subjectively analysing the data (Gamage, 2025). In contrast to this, the deductive reasoning approach entails testing existing theories through quantifiable data. Due to the fact that the present study is based on the selection of subjective data and the development of new theories, the use of an inductive reasoning approach is justified. This approach is also selected because it goes well with the chosen philosophical perspective, i.e., interpretivism. The deductive reasoning is rejected because there is no requirement to quantitatively analyse the data to test existing theories. 
Besides, the deductive approach is also not chosen because it primarily aims at testing existing theories and hypotheses using quantitative data and conducting statistical analysis. The present study is not to test the existing theory but rather to explore and deepen understanding from participants' experiences and opinions (Okoli, 2023). The inductive approach is therefore suitable for the research because the research is qualitative and aims to gain new insights into the issue of diversity and inclusion practices.
[bookmark: _Toc230946320]3.4 Research design and strategy
Research design is the overall blueprint of how the study will be conducted using the right choice of methods. Qualitative, quantitative, and mixed-method research designs are commonly used, where the qualitative design is based on using theoretical information and the quantitative design is based on using numerical data. Mixed design entails the use of both qualitative and quantitative methods for conducting the research (Pederson et al., 2022). For the present study, the use of a qualitative research design is justified. 
In addition to this, strategy is referred to as the process of how the data is gathered or acquired in the study. Survey, grounded theory, case study, and action research are some of the common research strategies. The selection of the grounded theory research strategy is done in the present research for the purpose of gathering the data. Grounded theory strategy entails relying on the data that is grounded in the theories generated for the study (Muzariet et al., 2022). The present study is not directed with a survey strategy as it predominantly involves gathering standardised data from a wide audience of participants via questionnaires, which is not the aim of the current research. Furthermore, the case study approach is also excluded due to the fact that the current study does not seek to analyse one organisation or case in detail. 
[bookmark: _Toc230946321]3.5 Research choice
The choice of methodology is another important layer of the research onion framework that describes three main methods, i.e., mono-method, mixed method, and multi-method choice. The mono-method considers the selection of one specific research design, whereas the multi-method considers the selection of more than one methodology (Islam and Al-Deehani, 2022). Mixed method choice entails selecting both qualitative and quantitative methods for analysis. The present study is based on a mono-method choice, where only a qualitative research design is selected for achieving the research outcomes. The key rationale behind this choice is that mono-method research is a highly convenient, time-saving, and cost-effective option for the researcher since it takes into account only one specific method to attain the objectives and derive the desired outcomes. The present study involves relying on only qualitative data for the purpose of achieving research objectives, which is justified in the context of mono-method choice. Besides, for the study, a mixed-method research choice is not selected since the study is not going to involve mixing qualitative and quantitative methods. Additionally, there is no reason to choose multi-method research as the study does not involve the simultaneous use of multiple research methods. Multiple techniques would make the research process more complex and protracted, and therefore, a mono qualitative method is selected. 
[bookmark: _Toc230946322]3.7 Time horizon
Time horizon is the time frame in which the research is done and data is gathered. In research studies, basically, there are two types of time horizon, namely, cross-sectional time horizon and longitudinal time horizon. A time horizon involves taking measurements only at one moment in time, which is called "cross-sectional time horizon", whereas a "longitudinal time horizon" involves taking measurements over a long period of time to observe changes and development over time (Kumar and Ujiri, 2024).
The present study employed a cross-sectional time horizon, as the study seeks to explore the current impact of diversity and inclusion practices on business outcomes in the UK Fashion retail sector for a specific time period. Interviews are conducted to capture data from managers, to gain insight into their current experiences, opinions, and organisational practices. It is appropriate to use a cross-sectional time horizon as it is not too complex and is more feasible under academic research time and space limitations. This also enables the researcher to collect relevant data efficiently from a number of participants and analyse current practices at work effectively (Cheon et al., 2023).
In this study, the longitudinal time horizon is not selected because it can be costly and time-consuming to gather data over a long period. Furthermore, this study is not designed to explore long-term trends in diversity practices over many years, but instead an attempt to understand what actually happens and how the organisational experiences and perceptions of diversity. Thus, the most appropriate time horizon is the cross-section, which is the most suitable one for fulfilling the goal of the present study.
[bookmark: _Toc230946323]3.8 Data collection
Data collection is a systematic process used to collect data systematically in order to answer research questions and fulfil research objectives. There are two types of data collection methods, and these are primary and secondary data (Ajayi, 2023). The primary data collection involves collecting new information directly from the participants, and the secondary data collection involves using existing information like books, journal articles, reports, and websites.
This study employed primary data collection techniques to gain in-depth and first-hand knowledge of diversity and inclusion in the fashion retail industry in the United Kingdom. Primary data was gathered from semi-structured interviews of five managers in fashion retail firms within the UK. The managers are chosen as participants because they have practical experience and knowledge about workplace diversity, employee management, organisational culture, recruitment processes, and business performance.
Semi-structured interviews are chosen due to the flexibility they offer to the researcher and the interviewee(s) (Karatsareas, 2022). The approach to an interview consists of a set of questions, with some additional questions the interviewer asks during the course of the discussion. This enables the participants to describe their experiences, perceptions, and opinions more thoroughly (Pederson et al., 2022). The need to use interviews is supported in the study as it is investigating the subjective experiences of individuals in the organisation, and a deep understanding of the perceptions of managers on diversity and inclusion practices is required. Interviews can also be used to gather in-depth qualitative data that might not be collected via structured questionnaires or surveys.
Other techniques, like questionnaires and surveys, are not chosen because they are mainly used to gather quantitative and standardised data. These methods can restrict the participants' capacity to provide in-depth opinions and experiences on workplace diversity and inclusion. Likewise, there is no focus on observation method due to the difficulty of doing this in actual fashion retail organisations; the time spent observing would be extensive and would not be as practical as the study's time frame. Thus, interviews (semi-structured) are taken as the best method for collecting data in the present research. The primary data collected for this study is also supported by secondary data sources of academic journals, books, online articles, and industry reports to reach the objectives of the study. 
[bookmark: _Toc230946324]3.9 Data analysis
Data analysis is the systematic categorisation, examination, and interpretation of gathered data to uncover patterns, other relationships, and conclusions. Depending on the type of research undertaken, various types of data analysis are used. Thematic analysis, content analysis, discourse analysis, and narrative analysis are among the common approaches to data analysis used in qualitative research.
The current study used thematic analysis to analyse the qualitative data collected through interviews. Thematic analysis is a technique used to identify themes, ideas, and patterns from qualitative responses (Byrne, 2022). This is a known approach in qualitative research as it enables researchers to analyze subjective experiences in a systematic and meaningful way.
There are several stages of thematic analysis that will be followed in this study. The interview responses are first seriously reviewed and transcribed by the researcher to familiarize themselves with the data collected. Secondly, important statements and keywords related to diversity and inclusion practices are identified and coded. Thirdly, the same codes are clustered into larger themes that are related to employee satisfaction, leadership diversity, workplace culture, innovation, customer engagement, organisational barriers, and business sustainability. Lastly, the themes are interpreted and connected with the objectives and literature of the study.
Thematic analysis is chosen due to its flexibility and the fact that the researcher is able to analyse issues at a complex social and organisational level. Moreover, it also helps in recognising similarities and differences in participants’ opinions and experiences. Thematic analysis may help the researcher gain meaningful insight into the relationship between diversity and inclusion practices and business outcomes in the UK fashion retail industry. 
In addition, this approach relates well to the interpretive philosophy and qualitative research technique chosen for the investigation. The goals of this current study are further limited by the selection of other methods of data analysis, such as content analysis and narrative analysis, which are less applicable to the current study. The primary purpose of content analysis is to quantify and classify keywords or concepts, and it may not provide an in-depth analysis of specific participant experiences. Narrative analysis is mainly about analysing individual life stories and personal narratives, and not about finding common themes in the organisation across multiple participants. Thus, thematic analysis is more suitable as it allows detailed interpretation of patterns and experiences of the organisation that occur in the qualitative data collected.
[bookmark: _Toc230946325]3.10 Ethical considerations
Ethical consideration is a focus on the moral rules and principles that should be adhered to throughout the research process ensuring the rights, privacy and wellbeing of the participants. Ethical consideration is a focus on the moral rules and principles that should be adhered to throughout the research process, ensuring the rights, privacy, and well-being of the participants. Ethics are important in responsible, honest, and professional research (Rana et al., 2023). Ethical issues in research include informed consent, confidentiality, anonymity, voluntary participation, and avoidance of harm.
All the ethical guidelines are followed in the process of research in the present study. Prior to conducting the interview, informed consent is obtained from all participants. It is important to inform participants of the purpose, goals, and methods of the research, allowing them to voluntarily participate in the study.
Secondly, confidentiality and anonymity of participants will be ensured (Rana et al., 2023). The names of managers and organisations are not used within the dissertation, and participants are referred to by codes such as Respondent 1, Respondent 2, etc. This assists in ensuring participants' identity and privacy are protected.
The study also guarantees the use of any information obtained from the participants for academic purposes only. All collected data are kept securely and not passed to unauthorised parties. In addition, participants are able to opt out of the research without any pressure or repercussions at any time.
[bookmark: _Toc230946326]3.11 Limitations of the study
Restrictions or weaknesses that can affect the scope, findings, or generalisability of the research study. All studies have their own limitations, which should be recognized to ensure transparency and academic integrity.
A drawback of the present work is the limited number of samples. The research only gathers information from 5 managers from the fashion retail sector in the UK. These participants can offer insights, but the results may not be reflective of the experiences and practices of all organisations in the sector.
One constraint is that the methods used in research are qualitative research methods only. Because the study is subjective and related to perception and experience, the results might differ based on the participants' opinions and experiences. Without quantitative analysis, it may be difficult to measure relationships between diversity practices and business outcomes.
The study also has a geographical constraint as it deals with the UK fashion retail only. The results are thus not necessarily transferable to other industries or other countries where the culture of the workplace is different.
Another significant problem is time limitation. The study employs a cross-sectional study rather than a longitudinal study because of the lack of academic time frame and resources. This therefore only informs the analysis of current experiences of organisations, and does not explore changes over time.
[bookmark: _Toc230946327]3.12 Conclusion
Overall, this chapter has described the research methodology used to explore the effect of diversity and inclusion practices on business outcomes in the UK fashion retail industry. The selected methods and the rationale of their suitability to accomplish the objectives of the study were discussed.
This study uses a qualitative research method because it provides an in-depth analysis of the experiences, perceptions, and behaviours of organisations in relation to diversity and inclusion-related practices within the organisation. Qualitative data is interpreted in detail using a subjective approach, the interpretivist philosophy, and the thematic analysis method. A semi-structured format for the interviews of five managers is selected furthermore, as the main data collection technique due to its flexibility and detailed understanding of workplace practices and managerial experiences.



[bookmark: _Toc230946328]Chapter 4: Data Analysis
[bookmark: _Toc230946329]4.1 Introduction
The current chapter is focusing on analysing and interpreting the primary data which is gathered in the study for exploring how diversity and inclusive practice impacts on business outcomes in the UK fashion retail industry. This chapter is aiming to share the opinions and experiences of managers that have encountered the fashion retail sector on diversity and inclusion practices and how it affects organisational performance. Lastly the chapter is contributing significantly to the research goal and objectives.
[bookmark: _Toc230946330]4.3 Themes of the study
[bookmark: _Toc230946331]4.3.1 UK fashion retailers use diverse recruitment and inclusion practices.
Respondent 1 said that “Diversity is really important to our organisation as it enhances understanding and employee collaboration.” The respondent explained that candidates are given equal opportunity to apply for the different position and there is no discrimination based on gender, age, disability or religion. Likewise, Respondent 3 noted that the “company has adopted diversity training and equality policies to make them feel they are respected and included in the workplace”. The answers were positive and determined that the fashion retailers are already taking action in the recruitment process and at the workplace to make it a welcoming environment.
Respondent 5 was more focused on the business benefits of inclusive recruitment, saying, “Great value generated when having employees with varied experiences and perspectives as it increases organisational creativity and helps the business understand the different needs of its customers.” This is a different answer than Respondent 1 and 3 as it highlights innovation and understanding of the market, not just equality for employees. This was further supported by Respondent 4 who stated, “The implementation of Fair Recruitment and Promotion Practices has helped to increase the trust and motivation of employees as opportunities are equally provided to all. Both responses indicate that diversity practice is socially valuable and also vital to the performance of the organization.
Some inconsistencies however are also found among the responses, however. Respondent 2 said, “We do have diversity policies in place, but there are challenges in ensuring that all of our departments are implementing them equally.” The respondent clarified that some teams there exists less diverse because of the resistance from managers and attitudes in the workplace. This is in contrast to Respondents 1 and 2 who described the programs as mostly successful for diversity. This indicates that a policy of inclusiveness is present in all the organisation, but are applied in different manner between departments and management levels of the organisation.
	Raw Data
	Sub-Themes
	Theme

	“Different cultural backgrounds” (R1)
	Diverse Recruitment
	

Diverse Recruitment and Inclusion Practices

	“Diversity training” (R3)
	Equality Policies
	

	“Improves creativity” (R5)
	Innovation
	

	“Fair recruitment” (R4)
	Equal Opportunity
	

	“Implementation challenges” (R2)
	Workplace Barriers
	



Overall, the responses highlighted that UK fashion retailers are becoming more rational in their approach to recruitment, diversity training and equality policies to enhance the culture of the working environment and employee engagement. Meanwhile, variance in implementation of the organisations shows that there are still challenges to overcome in order to be fully inclusive. Singh & Turner, (2023) highlighted the same and determined that diversity programs boost organizational teamwork and productivity. Similarly, Harris (2023) maintained that promoting an inclusive approach to recruitment within the fashion retail industry helps to promote equality and employee satisfaction. 
[bookmark: _Toc230946332]4.3.2. Diversity in leadership practice improves organisational decision-making.
Respondent 1 reported, “Leadership diversity enhances decision making as different managers come with different opinions and experiences.” The respondent said that wider views are useful for tackling business problems. Similar to this, Respondent 4 stated, “Diverse leadership teams are better able to understand employee and customer needs due to the diversity of views. Both respondents reported that diversity in leadership improves the level of communication and understanding of the organisation.
Respondent 3 further stated that, “Organisations are more creative and adaptable when leaders are from different cultural and professional backgrounds.” The connection between leadership diversity and innovation/strategic flexibility is highly apparent in this response. Similarly, Respondent 2 elaborated that, “When leadership teams are inclusive, employees feel more confident sharing their ideas as they feel their ideas are respected.” All of these answers indicate that diversity in leadership increases employees' involvement, creativity and problem-solving for the organisation.
However contrasting views have also arisen from the interviews. Respondent 5 commented, “Diverse leadership can have a beneficial impact on decision-making, but at times differences in opinion can lead to delays and disagreements in management teams.” The respondent stated that communication problems occur when leaders have different views and have different priorities for the organisation. This is contrast to the other participant which determined the negative impact of leadership diversity. The complexity suggests that diversity enhances creativity and strategic thinking, but there does exist management challenges if it is not managed properly.
	Raw Data
	Sub-Themes
	Theme

	“Unique opinions and experiences” (R1)
	Diverse Perspectives
	



Leadership Diversity Improves Organisational Decision-Making


	“Understand employees and customers” (R4)
	Organisational Understanding
	

	“More creative and adaptable” (R3)
	Innovation and Adaptability
	

	“Employees feel more confident” (R2)
	Employee Participation
	

	“Delays and disagreements” (R5)
	Communication Challenges
	



Overall, the results suggest a positive relationship between leadership diversity and decision-making, innovation, and employee engagement in the UK fashion retail industry. However, there are communication and management coordination issues that can hinder its effectiveness. The results align with the findings of Davies (2026) who stated that workforce diversity management is beneficial in the organization as it increases the performance and decision-making process through various perspectives. Same has been determined by Morgan et.al (2025) who found that inclusive leadership is associated with increased employee engagement and organisational performance, but needs to be supported by a collaborative organisational culture.
[bookmark: _Toc230946333]4.3.3 Inclusive marketing increases customer engagement and brand image.
Respondent 2 said that, “In the advertisements and campaigns, customers pay more attention to brands that speak to various cultures, body types and social backgrounds.” The respondent shared that customers feel recognised and valued by the organisation through inclusive marketing. Similarly, Respondent 1 stated that, “We have to adopt multi-pronged strategies and promote inclusively, as today's consumers demand brands to champion equality and representation.” These answers illustrate the increased significance of inclusive marketing in enhancing customer relationships and building brand images in the UK fashion retail industry.
Respondent 3 further shared that, “Inclusive marketing is good to reach more customers as they feel engaged by brands that are similar to their society.” The respondent felt that representation has an impact on customers' trust and loyalty. Similarly, Respondent 5 said, “Consumers like brands that support diversity as it gives them a good feeling and a sense of social responsibility.” All of these answers indicate that inclusive marketing boosts customer engagement by allowing customers to feel a sense of connection with fashion brands.
However, some inconsistencies were found in the answers. Respondent 4 said that “inclusive marketing can enhance brand image, but only few organisations adopt diversity in their ads as a marketing strategy without actually implementing changes in the organisation.” The respondent suggested that consumers are primarily concerned about whether a company supports inclusion in its marketing efforts which results in companies not genuinely implemented within the organisation and merely making superficial claims. This leads to negative impact on the consumers’ trust and perceptions of the brand. 
These leads to determination of another difference in which respondent 2 felt that diversity marketing always enhances customer engagement, while Respondent 4 stated that consumers might have a negative reaction to a shift in a brand's identity or representation process. This means that while inclusive marketing is generally beneficial for the image of the brand, in certain cases, due to social attitudes and market positioning organisations can be criticized by a certain segment of customers.
	Raw Data
	Sub-Themes
	Theme

	“Represent different cultures and body types” (R2)
	Diverse Representation
	


Inclusive Marketing Increases Customer Engagement and Brand Image


	“Inclusive promotional campaigns” (R1)
	Equality in Marketing
	

	“Connect with a wider audience” (R3)
	Customer Connection
	

	“Creates a positive image” (R4)
	Brand Reputation
	

	“Only for promotional purposes” (R5)
	Performative Inclusion
	



Overall, the results indicate that inclusive marketing has a positive impact on customer engagement, customer loyalty, and brand reputation in the UK fashion retail industry. Meanwhile, issues of performative inclusion and consumer responses show that authenticity in diversity strategies is becoming the focus that organisations need to ensure. These findings align with Khan (2024) who stated that inclusive representation fosters better customer experiences and boosts consumer relationships in fashion retail. Besides, Robinson et.al (2024) noted that when diversity and inclusion initiatives are done genuinely and consistently, they create positive impact on the organisation's reputation and brand image.
[bookmark: _Toc230946334]4.3.4 Employee diversity supports creativity and innovation in fashion retail.
Respondent 3 reported that, “People from various cultural and social backgrounds bring their own ideas to the organisation which makes it more creative”. The respondent noted that different points of view foster creativity and allow business to adapt to evolving trends in fashion. Same has been stated by Respondent 2, “A diverse workforce can help organisation to understand customer preferences in better way due to employees' diversity in experiences and perspectives.” Both the respondents agreed that employee diversity is beneficial to innovation and the adaptability of the organisation in the fashion retail market.
Respondent 1 also added, “When diverse employees are working together, they can share their knowledge and therefore generating better solutions to problems.” The respondent stated that diversity enhances teamwork through sharing of experiences and ideas. In a similar view, Respondent 4 reported that, “Having a welcoming workplace means people are able to freely share ideas and feedback, thus promoting greater innovation and employee engagement.” The answers indicate that diversity and inclusion foster an atmosphere inside the organisation that promotes creativity and collaboration.
But there were also contradicting points of view that arose during the interviews. As per respondent 5, “Although Diversity enhances creativity, but it can also lead to conflicts in the teams due to communication difficulties and cultural misunderstandings.” The respondent stated that the staff from various backgrounds might have different working habits and communication methods that could have an adverse impact on team-work. When compared to participants 1 and 3 responses this is different as they primarily discussed the positive link between diversity and collaboration. The contradiction suggests that diversity amongst employees is beneficial for innovation, but at the same time, it is important for the organisation to effectively deal with differences amongst employees at the interpersonal and cultural level to ensure harmony within the organisation.
Another difference was found in the aspect of support of the organization. Respondent 4 felt that diversity was an asset and would enhance creativity in the workplace however respondent 5 felt that diversity is an asset but would not lead to innovation until there is the opportunity for everyone to contribute ideas. This indicates that creating an organisational culture that is inclusive and leadership that supports such culture will help to ensure that a diverse workforce is included and empowered in decision making.
	Raw Data
	Sub-Themes
	Theme

	“Unique ideas that improve creativity” (R3)
	Creativity
	


Employee Diversity Supports Creativity and Innovation


	“Understand customer preferences better” (R2)
	Customer Understanding
	

	“Creative problem-solving” (R1)
	Collaboration
	

	“Employees confidently share suggestions” (R4)
	Employee Participation
	

	“Communication barriers and misunderstandings” (R5)
	Workplace Conflicts
	



Overall, it can be concluded that the diversity of employees has positive influences on creativity, innovation and competitiveness in the UK fashion retail business. However, these benefits can be restricted if they are not managed through communication and cultural issues. The results are consistent with the theory of the Resource Based View (RBV) that diversified human resources are valuable strategic assets that enhance the performance and innovation of an organisation. Moreover, Reed & Collins (2025) stated that diversity in the workforce contributes to creativity, problem-solving, and business competitiveness by connecting diverse skills and viewpoints.
[bookmark: _Toc230946335]4.3.5 Internal and external business factors influence retail performance.
Respondent 1 agreed that “employee performance & workplace culture is one of the most significant internal factors that affect business performance in fashion retail organisations.” The respondent rationale behind this statement is that when employees are motivated, they deliver better customer service, increase productivity and enhance the outcomes of the organisation. Similarly, Respondent 2 further reported, “Because of the nature of the business, fashion retailers are in constant need to adapt to the customer's changing demands, therefore, there is a great influence of innovation and effective management practices in organisational success. Both answers indicate that there are important internal organisational factors in business performance in the UK fashion retail sector.
Respondent 5 highlighted that “the external factors like economic factors, market competition, and changing fashion trends directly impact on the profitability and growth of the organisation.” The respondent had the opinion that consumer demand is influenced by socio-economic changes and economic stability. Similarly Respondent 4 said, “The preferences of the customers and social media trends also play a significant role in the performance of businesses as the customers are expecting the fashion retail business to be responsive to the new preferences. The following answers show that the external market environment also plays a vital role in determining organisational performance and competitiveness.
However, respondent 3 said that, “External factors in the market can have an impact on business performance, but internal organisational issues like poor communication and ineffective management can pose more hurdles for fashion retailers”. This is different from Respondents 3 and 4 as emphasizes is on the external pressures. The contradiction shows that external factors affect the performance of an organisation but that the internal operational efficiency is still a very important factor in achieving success of a business enterprise.
The other difference is that respondent 2 agreed that innovation is the key factor in being competitive in an organisation while Respondent 1 stated that employee satisfaction and workplace culture are more significant. The difference between these indicates several factors that are connected and surround the organisation, not just one.
	Raw Data
	Sub-Themes
	Theme

	“Employee performance and workplace culture” (R1)
	Workplace Culture
	



Internal and External Business Factors Influence Retail Performance


	“Innovation and effective management” (R2)
	Innovation
	

	“Economic conditions and market competition” (R3)
	External Market Factors
	

	“Customer preferences and social media trends” (R5)
	Customer Trends
	

	“Poor communication and ineffective management” (R3)
	Internal Challenges
	



Overall, the results show that internal and external business aspects have a significant impact on the performance of the organisation in the UK fashion retail sector. In addition to external variables like market competition, customer behaviour, and economic conditions, internal variables like employee satisfaction, organisational culture and management practices can influence business results. These results are in accordance with Lopez (2023) who stated that the performance of fashion retail can be influenced by changes in consumer expectations and competitive pressures and can only be fulfilled with the inclusive culture organization. Furthermore, Nguyen (2023) clarified that organisations that are responsive and are able to handle customer needs and market trends will have a better possibility of enhancing competitiveness and organisation growth.
[bookmark: _Toc230946336]4.3.6 Diversity and inclusion positively affect financial and non-financial outcomes.
Respondent 2 determined that, “Diversity and inclusion policies create positive working environment therefore leading to the better business performance.” The respondent stated that fairness and respect for employees leads to higher level of motivation and greater productivity. Similarly, Respondent 5 noted that, “Inclusive workplace policies have contributed to employee retention as employees feel more valued and supported in organisations, they work in.” Both answers indicate that diversity and inclusion have a positive impact on non-financial outcomes like employee engagement, workplace culture and organisational commitment.
Respondent 3 also described how, “Customer satisfaction and sales are also enhanced with diversity initiatives as customers wants to buy from the brands that promote equality and representation.” The respondent believes that inclusive organizational practices are beneficial for strengthening customer confidence and strengthening competitiveness in the marketplace. Similarly, Respondent 4 reported that, “Diverse workforce leads to creativity and innovation to improve products therefore can attract customers and increase profits for organisations.” The answers reflect that diversity and inclusion can also have a positive impact on the financial results of the organisation by enhancing its reputation, customer engagement and innovation.
However, while diversity initiatives have a positive effect on organisational culture, “the financial effect of diversity initiatives is not always immediately apparent, as business performance is dependent on a range of other factors too,” stated by Respondent 1. The respondent opposed that mere diversity does not ensure the profitability of a business unless business strategies and business management are available. This is in contrast to the strong association between diversity efforts and better results suggests by Respondents 3 and 4. The contradiction moreover suggests that diversity can be beneficial to the success of an organisation, but it can have a different effect depending on the organisation's culture and how it is implemented.
Another difference which is highlighted is around how to measure diversity outcomes. Respondent 2 thought that it is easier to see the success of diversity programmes in terms of employee satisfaction and retention, while Respondent 5 pointed out that organisations sometimes find it difficult to assess the direct financial benefits of inclusive practices. This indicates that there could be stronger non-financial effects of diversity and inclusion that can indirectly contribute to longer term organisational performance.
	Raw Data
	Sub-Themes
	Theme

	“Improved employee satisfaction and teamwork” (R2)
	Employee Satisfaction
	

Diversity and Inclusion Positively Affect Organisational Outcomes


	“Strengthened employee retention” (R5)
	Employee Retention
	

	“Improved customer satisfaction and sales” (R3)
	Customer Satisfaction
	

	“Increase profitability” (R4)
	Financial Performance
	

	“Financial impact is not always visible” (R1)
	Measurement Challenges
	



The results suggest that diversity and inclusion is beneficial to financial and non-financial outcomes of organisations in the UK fashion retail sector. These practices benefit employee motivation, customer satisfaction, employee creativity, and company reputation, in addition to playing a role in long-term competitiveness and growth. These findings are in line with Ahmed (2024) who stated that diversity and inclusion have a positive impact on employee productivity, innovation and organisational performance. Besides, Brown & Lewis (2025) stated that inclusive organizational practices have a positive impact on workforce effectiveness, customer relationships, and business success.
[bookmark: _Toc230946337]4.3.7 Organisational barriers can limit the effectiveness of D&I initiatives.
Respondent 1 said, “One of the biggest challenges in introducing initiatives for diversity and inclusion is resistance from a few managers and employees who are not ready to change the organisation.” The respondent described workplace perceptions that influence the effectiveness of practices. Likewise, Respondent 4 also stated, “The organization does have diversity policies but they aren't always followed equally across all departments, resulting in inequalities in the experiences of employees.” The answers to both questions highlight a lack of organisational support and a lack of policy enforcement as key challenges to the success of diversity and inclusion efforts.
Respondent 3 added that, “Sometimes there are differences among people, which causes communication issues and misunderstandings, leading to team conflicts.” The respondent states that organisations are having difficulties to collaborate effectively because staff is not adequately trained to perform in a different environment. Similarly, Respondent 2 said, “Some organisations do more to portray diversity than to develop real inclusion in their working practices”. This response determines the key issues relating to superficial or performative diversity programmes that focus on symbolically managing company’s image rather than effecting substantive organisational change.
However, there were some opposing opinions. As stated by Respondent 5: “Barriers to diversity can be minimised greatly when organisations offer suitable leadership support and regular employee training programmes.” The respondent felt that good communication and management commitment are key challenges in implementing the project. This is in contrast to Respondents 1 and 2 who determines organisational resistance as an ongoing and challenging challenge. The contradiction indicates that, whilst there are barriers, this can be solved with the strength of organisational leadership and inclusive practice.
	Raw Data
	Sub-Themes
	Theme

	“Resistance from managers and employees” (R1)
	Resistance to Change
	


Organisational Barriers Limit D&I Effectiveness


	“Policies not applied consistently” (R4)
	Inconsistent Implementation
	

	“Communication barriers and misunderstandings” (R3)
	Communication Challenges
	

	“Presenting a diverse public image” (R2)
	Performative Diversity
	

	“Leadership support and training programmes” (R5)
	Leadership Support
	



In summary, the results indicate that resistance to change, non-conformance of policies, communication issues and performative diversity are challenges in the effectiveness of the diversity and inclusion initiatives in the UK fashion retail sector. Organisations can address these challenges with good leadership support and training of employees. These findings align with Chen & Wong (2023), who suggested individuals with disabilities in retail organisations are still struggling to find a position in retail sector due organisational culture and managerial approaches that are resistant to organisational changes. Similarly, Davis (2026) stated that if organisations do not practise inclusion authentically and consistently, then the diversity initiatives will not be successful.
[bookmark: _Toc230946338]4.3.8 Strategic D&I policies strengthen long-term business sustainability.
Respondent 1 said, “A long-term employee retention strategy and a more stable work environment can be fostered by strategic diversity and inclusion policies.” Respondents stated that they felt more engaged at workplace can only be achieved when fairness, equality, and inclusiveness are promoted in work practices. Likewise, Respondent 2 claimed that, “Companies that invest in diversity and inclusion are in better positioned to effectively address shifts in customer demands and market dynamics.” Both answers indicate that diversity and inclusion policies are a part of the answer to long-term organisational adaptability and sustainability.
Respondent 3 also shared that it is “inclusive organisations are more innovative as employees bring new ideas and perspectives from different backgrounds”. This helps in the long-term competitiveness and growth of the fashion retail industry, according to the respondent. Similarly, Respondent 4 said, “Diversity policies are beneficial to businesses because they enhance their reputation and the trust of their customers, ultimately maintaining business relationships for the long term. The responses determined the positive impact on internal organisational development and external brand sustainability of diversity and inclusion strategies.
On the other hand, respondent 5 said that, "Diversity policies are valuable, but they can be challenging to sustain in the long-term as they need to be implemented with a good amount of financial investment and management commitment to make it a practical.” The respondent stated that there are companies that prioritise the short-term over the long-term inclusion strategies. This is in contrast with Respondents 1 and 2 who had strong perceptions of the link between diversity policies and sustainable organisational success. The contradiction emphasises the fact that initiatives for diversity are beneficial to long-term sustainability, yet there exists resource and commitment issues during implementation.
	Raw Data
	Sub-Themes
	Theme

	“Improve workplace stability” (R1)
	Employee Loyalty
	


Strategic D&I Policies Strengthen Business Sustainability


	“Respond to changing customer expectations” (R2)
	Organisational Adaptability
	

	“Continuously contribute fresh ideas” (R3)
	Innovation
	

	“Improve organisational reputation and customer trust” (R4)
	Brand Sustainability
	

	“Requires financial investment and commitment” (R5)
	Implementation Challenges
	



Overall, the results suggest that strategic diversity and inclusion policies have a positive impact on long-term sustainability of the organisations in the UK fashion retail market. These policies help foster employee engagement, creativity, customer trust, and adaptability, along with long-term competitiveness and growth. However, ongoing investment, leadership and organisational support are all crucial for successful implementation. The results were consistent with Resource Based View theory which determines that human resources are valuable resources that enhance their long-term performance and sustainability. Moreover, as stated by Garcia, (2024) the successful implementation of a diverse and inclusive strategy can enhance the brand image, innovation and resilience of an organisation in the fashion retail industry.
[bookmark: _Toc230946339]4.5 Conclusion
In conclusion, findings in this chapter have shown there is clearly a link between diversity and inclusion in practice and business outcomes in the UK fashion retail sector. The results obtained in the interviews indicated that fashion retailers are increasingly adopting inclusive recruitment, equality policies, leadership diversity, and inclusive marketing practices to enhance the performance of their organizations and build customer relationships. The participants in general determined that workplace diversity has a positive effect on employee satisfaction, team working, creativity, innovation and organization’s competitiveness.


[bookmark: _Toc230946340]Chapter 5: Discussion
The results of the study indicate that implementation of diversity and inclusion has a positive impact on organisational performance in the UK fashion retail sector. The findings of the interviews suggest that fashion retailers are becoming more proactive in adopting inclusive recruitment practices, equality programmes and diversity training to develop a culture that accepts and values diversity in the workplace. This aligns with the research of Brown (2024) who stated that organisations in the UK fashion retail are trying to mirror social values and customer expectations due to the rise of diversity and inclusion. In the same way, Smith and Allen (2023) pointed out that when organisations practice inclusive hiring and fair promotion, it helps to foster organisational justice and equality among employees. Feedback from participants confirmed that having equal opportunities and diversity in recruitment practices helps to motivate employees and enhance collaboration within an organisation.
The study also revealed that leadership diversity has a positive impact on decision making and employee participation within the organisation. Participants stated about the benefits of diversity in leadership and how it helps to enhance problem-solving skills. The results are in line with Ahmed (2024) who posited that human resources in organisations are assets and assets in the form of a variety of them are strategic. Moreover, the results support Morgan et.al (2025) finding that inclusive leadership has positive effects on employee engagement and organizational performance by engaging in participative decision making. However, some respondents noted that leadership diversity can also cause communication challenges and conflicts in management teams. This aligns with Walker & Scott's (2026) suggestions that diversity is not directly leads to success in the organisation if not included and managed effectively.
The results also found that there is a positive relationship between inclusive marketing and customer engagement and brand image in the UK fashion retail sector. Respondents were able to determine to follow brand that reflect other cultures, body types, and social backgrounds in advertising campaigns. This finding aligns with Khan (2024), who theorized that inclusive representation benefits customer relations and boosts brand relevance in the fashion industry. Similarly, Adams et.al (2024) found that diversity-focused branding strategies boosts customer trust and ultimately customer loyalty. The study also recognized however that there were concerns about performative inclusion, where organisations are inclusive of diversity in marketing without making any real changes to the organisation. The findings align with Evans & Cole (2026), who faulted shallow forms of diversity that are more concerned with public facing rather than real inclusion, and also with McIntosh & Tatum (2005), who challenged the idea that diversity is a simple balance of equal quantities.
The study also found a number of barriers to effectiveness of diversity and inclusion programmers within the organization, such as resistance to change, inconsistent implementation of policies, communication and lack of management support. The results are in line with Bennett (2024) and Robinson et al (2024) who identified that cultural resistance and low organizational engagement can impede the success of diversity strategies. Respondents, however, felt that these challenges could be addressed and organizational sustainable business performance strengthened through strong leadership supported long-term organizational commitment.


[bookmark: _Toc230946341]Chapter 6: Conclusion and recommendation
[bookmark: _Toc230946342]5.1 Introduction
In this chapter, the overall conclusion and recommendations of the study based on the findings and analysis determined in the respect to defining impact of diversity and inclusion practices on business outcomes in the diversified UK fashion retail sector. The chapter presents the key results of the research and provides an explanation of how the research objectives have been met. It also offers actionable guidance for fashion retail organisations to boost their diversity and inclusion initiatives to increase organisational performance, employee satisfaction, innovation and long-term sustainability. Moreover, the chapter points out the weaknesses of the study and its recommendations for future research on the topic of diversity and inclusion in the fashion retail sector.
[bookmark: _Toc230946343]5.2 Conclusion
The current research aims to explore the effect of diversity and inclusion practices on business results in the UK fashion retail industry. Globalisation, changing demographics, customer expectations and competitive business climates have made diversity and inclusion a priority for organisations. The purpose of the study was to gain insight into the effect that diversity and inclusion practices have on overall business performance in fashion retail organisations.
The study results showed that diversity and inclusion strategies are a very significant factor in enhancing organisational outcomes in the fashion retail industry in the UK. The research found that companies with diverse workforces and inclusive workplace cultures had improved employee relationships and increased customer engagement. Managers in the study emphasised that different cultural, ethnic, gender and social backgrounds of employees bring different perspectives and ideas that benefit innovation and growth of an organisation.
One of the key findings of the study is that diversity within the workforce contributes significantly towards creativity and innovation. Cross-functional staff highlighted their diverse backgrounds as a source of strength that helps to develop products, innovative marketing strategies and understand customers. The fashion retail sector is highly customer-focused and trend dependent so it is important for organisations to have a variety of employee views to help with consumer preference and multicultural markets.
The research further revealed that a positive impact on employee satisfaction/motivation was related to inclusive workplace environments. Those involved in interview said that when employees feel respected, valued and included in the organisation they will do a better job. Inclusion also facilitates positive workplace relationships and promotes employees to bring their ideas forward without fear of discrimination or exclusion. Companies that value fairness, equality and open communication will be more likely to retain and commit employees.
Another key finding of this study is that diversity in leadership positively impacts on business performance and decision making in organisations. Managers reported that teams of leaders made up of people of different backgrounds are better able to grasp the fuller needs of customers and to make sound decisions for the organisation. A range of leadership styles also boosts the organisations image and commitment to equality and social responsibility.
The results also showed that diversity and inclusion initiatives boost customer relationships and brand reputation in the fashion retail sector. Brands are becoming more popular with customers who share their social values, including equality, representation and inclusiveness. Brands that ensure inclusive campaigns and diverse advertising are more effective at reaching a larger audience and developing brand loyalty. Thus, diversity and inclusion initiatives do not only benefit the organisation internally but it also helps external business growth and competitiveness in the market.
The study also found a number of organisational issues surrounding the implementation of diversity and inclusion policies. Lack of diversity training, communication issues, resistance to organisational change, unconscious bias, and multicultural team management challenges were cited as barriers by managers. Some participants additionally provided reasons that organisations can have formal diversity policies but not actually create inclusive practices in the workplace in their day-to-day actions. Such challenges can hinder the effectiveness of diversity efforts and prevent employees from getting involved and engaged.
Another key area that emerges is that diversity without the inclusion of that diversity is not enough. The managers noted that while diversity in the workplace is essentiality is not enough to achieve positive outcomes if employees do not feel included within the workplace. Inclusion is thus viewed as to be as significant as diversity as it provides equal opportunities for all staff to contribute and develop within the organisation.
The study also reveals that diversity and inclusion initiatives have a positive impact on the sustainability of the organisation in the long run. Inclusivity and diverse representation with equality is more adaptable to social and market changes which is further driven by the organisations promoting it. These organisations are more likely to recruit talent, foster good customer relationship and enhance the organisational resilience in the business environment. Educational diversity and inclusion thus benefit the moral responsibility and long-term success of a business.
The study has been successful in achieving its aims by investigating managerial perceptions around the practices of diversity and inclusion and how these impacts on business performance in the UK fashion retail market. The findings clearly determined that existing literature that shows inclusive organisational cultures can have a positive impact on employee wellbeing, innovation, customer satisfaction and financial performance. Meanwhile, the research emphasizes the obstacles organizations need to overcome when successfully implementing diversity programs.
Theoretically, the study enriches the current knowledge on diversity and inclusion in the fashion retail sector which is still less developed than in other sectors. The study adds to the qualitative knowledge of managers' perceptions of the value of organisational diversity and the impact of inclusion initiatives on business operations and work culture.
On a practical level, the study offers good guidance to managers and organisations who want to enhance diversity and inclusion in the workplace. The results show that a focus on diversity and inclusion should not be perceived as a legal or ethical obligation but as a clear business strategy that directly impacts on the performance and competitiveness of the organisation.
[bookmark: _Toc230946344]5.3 Recommendations
The results of this study highlight some recommendations to fashion retail organisations to improve their diversity and inclusion practices and their business outcomes.
· Fashion companies in the UK need to cease from vague commitments to Diversity, Equity and Inclusion (DEI) and instead set clear, measurable targets. These targets should cover factors like ethnicity, gender, disability and social mobility (Anderson, 2024). Moreover, companies should gather data on their employees, publish it in annual reports, and establish goals that are attainable over the next 10 years. Furthermore, retailers also should establish accountability measures like DEI scorecards for board members, and independent audits to track progress. It is crucial that this is the case as there is still a lack of diversity in the senior leadership team of many UK retailers with the majority of these having all white boards and very few ethnic diversities in executive teams.
· One of the biggest problems in UK fashion retail is that whilst there are diversity and variety on the base, this doesn't translate to diversity and variety in leadership. Employers need to develop structured career development programmes that promote the advancement of underrepresented employees from a retail to management position (Chen, 2023). These may be apprenticeships, leadership development, mentoring and job rotation. Retailers also need to offer assistance to employees who have additional obstacles to career advancement. Establishing career paths will enable employees to advance in the business and enhance diversity in top leadership positions.
· Fashion brands need to use inclusion as a business opportunity rather than a human resources problem. Products are needs be designed to meet the needs of various groups of customers, including wider size clothing, adaptive clothing for disabled persons, and collections based on different cultures (Bennett, 2024). Customers are increasingly demanding that brands to become more accessible and inclusive given increased diversity and ageing of the UK population. Retailers who emphasize the design of their products and customer service to be inclusive to diversify their customers base and increase their profitability. Hence it is essential that inclusion should be an integral part of the business strategy of the company.
· Many fashion businesses rely solely on their DEI teams for diversity and inclusion — but they are typically under-resourced and under-powered to make significant impact. Rather, executives and board members must personally assume responsibility for creating an inclusive company culture. Leaders with the highest influence need to actively promote DEI by recruiting, promoting, policies, and regular reporting. Many retailers in the UK have already taken steps to improve inclusion by having their CEO get involved and take responsibility. It means that DEI initiatives work best when they are led by the company leaders — not just by a specific team dedicated to DEI.
[bookmark: _Toc230946345]5.4 Future Research
Future researchers can extend the completed study by carrying out research with larger sample size of employees and managers of various fashion retail organisations from different regions and countries. Other studies in the future could analyse the relationship between diversity and business performance quantitatively or via mixed methods, using statistical techniques. Moreover, further studies can be conducted on particular elements of diversity like gender diversity.Lastly,studiesthat compare and contrast diversity and inclusion in the workplace over time can also help to better understand how these efforts on diversity and inclusion are likely to affect business and organisational sustainability
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[bookmark: _Toc230946348]Interview Questionnaire
1. How would you describe diversity and inclusion practices within your organisation? 
2. What diversity and inclusion initiatives are currently implemented in your organisation? 
3. How does your organisation promote equal opportunities in recruitment and career development? 
4. In what ways does your organisation encourage an inclusive workplace culture among employees? 
5. What challenges does your organisation face in implementing diversity and inclusion practices? 
6. What factors do you believe most influence business performance in the UK fashion retail sector? 
7. How do employee satisfaction and workplace culture affect organisational performance? 
8. How do customer preferences and market trends influence business outcomes in your organisation? 
9. What role do innovation and creativity play in improving business performance? 
10. What external challenges affect the growth and profitability of fashion retail businesses in the UK? 
11. How do diversity and inclusion practices influence employee productivity and teamwork in your organisation? 
12. In what ways do diversity and inclusion practices contribute to innovation and creativity? 
13. How have diversity and inclusion initiatives affected customer satisfaction or brand image in your organisation? 
14. Do you think diversity and inclusion practices provide a competitive advantage to fashion retailers? Please explain. 
15. What strategies would you recommend to improve diversity and inclusion practices in the UK fashion retail sector?


[bookmark: _Toc230946349]Interview Transcript
Respondent 1
“Diversity is really important to our organisation as it enhances understanding and employee collaboration.” 
“Leadership diversity enhances decision making as different managers come with different opinions and experiences.” 
“We have to adopt multi-pronged strategies and promote inclusively, as today's consumers demand brands to champion equality and representation.”
“When diverse employees are working together, they can share their knowledge and therefore generating better solutions to problems.”
“Employee performance & workplace culture is one of the most significant internal factors that affect business performance in fashion retail organisations.” 
“Diversity and inclusion policies create positive working environment therefore leading to the better business performance.” 
“One of the biggest challenges in introducing initiatives for diversity and inclusion is resistance from a few managers and employees who are not ready to change the organisation.” 
“A long-term employee retention strategy and a more stable work environment can be fostered by strategic diversity and inclusion policies.” 
Respondent 2
“The company has introduced diversity training and equality policies to ensure employees feel respected and included within the workplace.”
“Diverse leadership teams are better able to understand employee and customer needs due to the diversity of views.”
“When leadership teams are inclusive, employees feel more confident sharing their ideas as they feel their ideas are respected.”
“Because of the nature of the business, fashion retailers are in constant need to adapt to the customer's changing demands, therefore, there is a great influence of innovation and effective management practices in organisational success.”
“Inclusive promotional campaigns”
“Improved employee satisfaction and teamwork”
“We do have diversity policies in place, but there are challenges in ensuring that all of our departments are implementing them equally.” 
“Diversity and inclusion policies create positive working environment therefore leading to the better business performance.”
“Employees feel more valued and supported in organisations; they work in.”
“Companies that invest in diversity and inclusion are in better positioned to effectively address shifts in customer demands and market dynamics.”
Respondent 3
“The company has adopted diversity training and equality policies to make them feel they are respected and included in the workplace”.
“Organisations are more creative and adaptable when leaders are from different cultural and professional backgrounds.”
“People from various cultural and social backgrounds bring their own ideas to the organisation which makes it more creative”.
“A diverse workforce can help organisation to understand understand customer preferences in better way due to employees' diversity in experiences and perspectives.”
“External factors in the market can have an impact on business performance, but internal organisational issues like poor communication and ineffective management can pose more hurdles for fashion retailers”.
“Customer satisfaction and sales are also enhanced with diversity initiatives as customers wants to buy from the brands that promote equality and representation.”
“Sometimes there are differences among people, which causes communication issues and misunderstandings, leading to team conflicts.”
“Inclusive organisations are more innovative as employees bring new ideas and perspectives from different backgrounds”.
Respondent 4
“The implementation of Fair Recruitment and Promotion Practices has helped to increase the trust and motivation of employees as opportunities are equally provided to all.”
“Diverse leadership teams are better able to understand employee and customer needs due to the diversity of views.”
“Having a welcoming workplace means people are able to freely share ideas and feedback, thus promoting greater innovation and employee engagement.”
“The preferences of the customers and social media trends also play a significant role in the performance of businesses as the customers are expecting the fashion retail business to be responsive to the new preferences.”
“Creates a positive image”
“Improves organisational reputation and customer trust”
“Some organisations do more to portray diversity than to develop real inclusion in their working practices”.
“Diversity policies are beneficial to businesses because they enhance their reputation and the trust of their customers, ultimately maintaining business relationships for the long term.”
“Diversity policies are valuable, but they can be challenging to sustain in the long-term as they need to be implemented with a good amount of financial investment and management commitment to make it a practical.”
Respondent 5
“Great value generated when having employees with varied experiences and perspectives as it increases organisational creativity and helps the business understand the different needs of its customers.”
“Diverse marketing is good to reach more customers as they feel engaged by brands that are similar to their society.”
“Consumers like brands that support diversity as it gives them a good feeling and a sense of social responsibility.”
“Although Diversity enhances creativity, but it can also lead to conflicts in the teams due to communication difficulties and cultural misunderstandings.”
“Diversity can have a beneficial impact on decision-making, but at times differences in opinion can lead to delays and disagreements in management teams.”
“Presenting a diverse public image”
“Communication barriers and misunderstandings”
“Leadership support and training programmes”
“Only for promotional purposes”
“Economic factors, market competition, and changing fashion trends directly impact on the profitability and growth of the organisation.”
“Although diversity policies are important, organisations may struggle to maintain them in the long term because implementation requires significant financial investment and management commitment.”
“Barriers to diversity can be minimised greatly when organisations offer suitable leadership support and regular employee training programmes.”


61

image3.png
Q11 - Buying Behavior

15

10

5 I

[ — ull
Strongly Disagree Neutral Agree Strongly Agree
Disagree

@ 1 buy products from companies that value diversity @ | buy products from companies that value inclusiviy
@ 1 buy products from companies that value different identities




image4.png
strategylies)

Time horizon

Techniques and
procedures





image1.png
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David




image2.png
h P

77% 83%

66% 23% 17%

DEI DESCRIBED AS A CORE A DEI LEAD QUANTITATIVE DEI TARGETS THE
STRATEGIC PILLAR COMPANY WILL REACH




