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[bookmark: _Toc240994498]Abstract 
This dissertation will look at how much the consumer understands about ethical practices and the influence that has on their purchase choice in relation to the fast fashion industry in the UK. Based upon TBP and ECT a conceptual framework was developed which states that all the factors mentioned (Ethical Supply Chain Awareness, Supply Chain Transparency, Sustainability Awareness and Perceived Fair Labour Practices) positively affect Consumer Purchase Decision. Employing a positivist philosophy and deductive and quantitative approach, primary data were gathered by conducting a structured online questionnaire and sending this out to a sample of 200 consumers in the UK, brands being the major fast fashion retailers, the data was analysed using descriptive statistics, reliability testing, correlation and multiple regression analysis. The analysis of the findings showed that self-reported awareness was high in all constructs (averaging at 4.05–4.11 on 5-point scale) but there were significant and severe methodological limitations in the form of low Cronbach's Alpha reliability coefficients of all the constructs. The regression model accounted for only 4.0% of the variance in Purchase Decision and was not overall statistically significant, with only Supply Chain Transparency (and not in the direction of the hypothesized model) being significant predictor. While limited empirical support was found for the proposed conceptual framework, the results uncovered evidence of an attitude–behaviour gap as highlighted in the ethical consumption literature and discussed implications for both research and fast fashion retail practice are provided.
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[bookmark: _Toc240994502]1.1 Introduction  
The fast-fashion sector has revolutionised the international retailing industry by offering relatively cheap, fashionable, clothing within a record short time. The ongoing progress made in online retailing, overseas sourcing, and effective logistics has made it possible to brands like Boohoo, Zara, H&M, Shein, and Primark react quickly to consumer demand shifts. (Bhardwaj, and Fairhurst, 2010) This business approach has brought these products within easier reach of users/collaborators and given more choice, however, it is also under consideration due to its negative environmental footprint, overuse of material, and dubious employer/employee relationships in global production lines (Joy et al., 2012). Thus, the question of ethical supply chain management has taken centre stage in the interest of retailers as well as governments and consumers. Meanwhile, the consciousness of consumers on sustainability and ethical business has been further raised, which questions that if the consumers' consciousness on sustainability and ethical business in reality affects purchasing behavior or not. In this chapter, the research environment is presented, the problem of the research is drawn, the aim(s) of the research is formulated, and the importance and scope along with the structure of the dissertation is explained.
[bookmark: _Toc240994503]1.2 Background of the Study 
In the past 20 years, the fast fashion sector of retail trade has been expanding at a tremendous pace and is one of the most dynamic sectors in the international retail market. It is a business model where fashion products can be designed, produced and marketed within the short lead time of the fashion industry at relatively low prices (Bhardwaj and Fairhurst, 2010). This model has changed consumers' expectation with respect to promotion of frequent purchases, quick changeovers in products and adaptation to shifts in fashion trends. The rise of digital technologies, e-commerce sites and international manufacturing networks has only been reinforced by this growth as retailers are able to be more responsive in meeting the changing desires and requirements of consumers.
Although it is a successful industry, the swift fashion has got soiled by numerous ethical and sustainability issues. There has been a strong relationship drawn between cutting production costs and speeding up manufacturing operations and poor labour conditions, low wages, long hours work, and lack of transparency in international supply chains (ISC) (Perry and Towers, 2013). Besides that, fast fashion promotes environmental pollution at a high pace, as it wastes a lot of water resources, releases carbon dioxide, generates tremendous amount of waste in form of textiles and uses various chemicals during its manufacturing process (Joy et al., 2012). The issues have intensified and made fashion brands more recognizable to today's consumers, fostering what's known as ethical sourcing and responsible production and business practices.
With these issues becoming more apparent, retail businesses are putting sustainability factors into account more and more in their business plans. A more comprehensive view of sustainable retailing is not only about protecting the environment, but is also about ethical sourcing, responsible retailer-supplier relationships, responsible labour practices, transparency of the product and the creation of long-term value for the stakeholders (Vadakkepatt et al., 2021). Along the same lines, technological advancements such as “Internet of Things (IoT)” applications have enhanced the visibility of the supply chain by making it easier for organisations to track supply chains toward better management of sourcing practices, inventory movements, and supplier performance (De Vass, Shee and Miah, 2021). Greater transparency can help instil trust among consumers, by showing more accountability along the supply chain.
Consumer awareness has also prompted fashion retailers to shift towards more sustainable business models and enhance their communication on the topic. The growth of expectations from consumers around a brands environmental and social footprint is making green retailing a strategic tool that allows companies to undertake commercial business along with environmental and social responsibility. (Nguyen, 2025) But despite the fact there are sustainability programs in place in many organisations, it's unclear how much consumers are aware of and how they are reacting to them. This doubt suggests that more research is required on the relationships between ethical awareness of the supply chain and the purchasing process in the UK fast fashion industry.
[bookmark: _Toc240994504]1.2 Background of the Study 
As environmental, social and governance (ESG) areas and issues have garnered more public awareness, there has been a substantial rise in consumer awareness of sustainability and ethical purchasing in the past few years. As consumers gain access to more information about a company's practices via digital media, sustainability reporting, third-party campaigns and more, they're better equipped to make informed purchase decisions (Papadopoulou, Papasolomou and Thrassou 2022). Consequently, ethical supply chain management has gained a significant competitive edge in the retail sector. Therefore, ethical SCM has emerged as a crucial competitive advantage in the retail sector. Ethical supply chain – transparency, responsible sourcing, fair practices, environmental protection, accountability throughout all steps in the supply chain (Shen, 2014). Retailers who are successful in proving such practices will gain consumer satisfaction in the long term, build consumer trust, and boost their brand reputation (Marín-García et al., 2021).
While consumers are simultaneously regarded as active participants in sustainable business models and creating their own go/no-go decisions, and no longer just as buyers of products. Chirumalla et al. (2021) suggest that customer engagement is crucial for enhancing the sustainability practices involved with the uptake of circular business models (CBMs), by enabling responsible purchasing, reuse and sustainable consumption. Similarly, sustainable consumer behaviour represents an important innovation in the retail sector as organisations have had to change their product, marketing mix and supply chain as expectations from consumers change (Šálková, Hes and Kučera, 2023). As a result, although sustainability has become a part of the consciousness of consumers, several factors still affect their decision on buying whether it is sustainable or not; price, convenience, fashion trends, product quality and brand image (Hanaysha, Al Shaikh and Alzoubi, 2021). Therefore, it is necessary for making sure if ethical awareness really does have the effect on purchasing behaviour or not, thereby this aspect continues to be an important area of investigation.
[bookmark: _Toc240994505]1.3 Research Problem 
While knowledge around sustainability and ethics in supply chains has come a long way, there is some evidence that consumers' ethical beliefs are not necessarily reflected in their purchasing choices. This is often referred to as the "attitude–behaviour gap", in which people do care about sustainability of the environment and labour but still buy cheap garments from fast fashion outlets due to their affordability, convenience and the ever-changing fashion trends (Carrington, Neville and Whitwell, 2014). Durham and Yu, 2018) and McNeill and Moore (2015) found similar results in sustainable fashion research, whereby ethical intentions do not always seem to have an impact on actual buying.
There have been studies that have focused on sustainable fashion (Neto, Pitts and Rodriguez, 2019), ethical consumerism (Page, Graham and Ong, 2010) and corporate social responsibility (Council of responsible/Romanic Business Practices, 2019); however, there have been less studies that have focused specifically on how awareness of ethical supply chain practices influences the purchasing choice of British people in the UK fast fashion industry (Papadopoulou, Papasolomou and Thrassou, 2022). In addition, many sustainability projects are being launched by fashion retailers, thus posing questions on consumer awareness of these projects, and if they impact consumer behaviour. This knowledge gap is significant because increased consumer knowledge about their decision-making processes could help retailers create more robust sustainable strategies and, help to advance academic research on ethical consumption and responsible retailers.
[bookmark: _Toc240994506]1.4 Research Aim and Objectives 
This study seeks to explore the effect of consumer awareness of ethical supply chain practices for their purchasing choices in the UK fast fashion industry.
Primary Research Question
1. How important consumer awareness of ethical supply chain practices is in the UK fast fashion market?
Research Objectives
· To analyse consumer knowledge of ethical issues related to supply chain processes in the UK fast fashion industry. 
· To examine relationship between consumers' buying choices and ethical consciousness. 
· To assess how sustainable retailing has affects consumer perceptions. 
· To explore how more people are aware of the moral issue compared to how many are buying accordingly. 
· To suggest possible recommendations towards sustainable retail strategies in the UK fast fashion industry. 
[bookmark: _Toc240994507]1.5 Significance of the Study  
It is hoped that this study will make a contribution to research in the academia and the practice. Practically, it builds on the current knowledge and understanding of ethical consumer behaviour by exploring the impact of having ethical supply chain practices well understood on purchasing behaviour in the UK fast fashion industry. Through the empirical findings within a modern retailing context the research also supports ongoing debates on the topics of sustainable retailing, responsible supply chain management, and consumer decision-making.
The results could practically help fashion companies know consumers' preferences and the effect on consumer decision making in relation to most appreciated ethical practice. This expertise can help companies to create more transparent supply chains and enhance their sustainability policies and customer confidence. Ethical sourcing programs are becoming known as drivers of competitive advantage, as consumers are increasingly becoming sensitive towards social and environmental responsibility (Vadakkepatt et al., 2021). Additionally, the study could contribute valuable information to the focus and help policy makers and industry members work towards promoting sustainable business practices and encouraging responsible consumption in the fashion industry. These investments could eventually contribute to creating a more transparent, ethical and environmentally sound retail sector.
[bookmark: _Toc240994508]1.6 Scope and Delimitations of the Study  
This study concentrates on consumers that are frequent shoppers of fast fashion stores such as Zara, H&M, Primark, Boohoo and Shein in the United Kingdom. This study examines what motivates consumers to buy products in these specific circumstances and how their awareness of the ethical practices in the supply chain influences their buying behaviours. The approach for this research will be quantitative methodology and will use an online questionnaire in the distribution of the subjects taken approximately 150-200 subjects. The study is cross-sectional design in which data is collected at one point of time. For this reason, over time changes in consumer attitude will not be analysed. Beyond this, the results cannot be extrapolated beyond the United Kingdom or other retail sectors as they may vary by geographical, cultural and economic settings.
[bookmark: _Toc240994509]1.7 Dissertation Structure 
This dissertation consists of five chapters. The research background is discussed in Chapter One alongside with the research problem, which are the object of research as well as the significance and the scope of the research. Literature on ethical supply chain management and sustainable retailing are reviewed along with literature on consumer behaviour, critically, in Chapter Two. The methodology used to conduct the study is discussed in Chapter Three. The research findings are presented in and analysed in Chapter Four. Lastly, Chapter Five outlines the results, draws conclusions and makes recommendations, discusses limitations of the study and offers research directions.

[bookmark: _Toc240994510]Chapter 2: Literature Review
[bookmark: _Toc240994511]2.1 Introduction
The chapter provides an overview of the literature covering ethical consumer purchasing and CSR awareness in fast fashion in the UK, a highly dynamic and rapidly changing industry. A structured review helps to put this study into the context of existing theory and empirical research work, and to identify where there is a lot of the work done already and where it is lacking to explain why the study follows into the next research questions which are dealt with in the subsequent chapters (Bryman, 2016: Saunders, Lewis and Thornhill, 2019). The chapter starts by elaborating on the nature and evolution of the fast fashion industry in the UK, followed by an exploration of ethical supply chain management and sustainable retailing. Consumer behaviour and ethical consumption are then explored, based on the theory of planned behaviour and the ethical consumption theory. Each of the four independent variables that affect the research is then investigated one at a time, starting with ethical supply chain awareness, and next the supply chain transparency, sustainability awareness and perceived fair labour practices are explored, before the ultimate dependent variable, Consumer purchase decision. Finally, the chapter pinpoints the research gap and introduces the concept framework for the empirical research to be conducted later in the chapter.
[bookmark: _Toc240994512]2.2 The UK Fast Fashion Industry
Fast fashion" is a retailing business model around speedy design cycle, production and distribution, which takes the fashion cycle from the catwalk to the shop floor within a short span of weeks, instead of months as it took in the traditional fashion (Bhardwaj and Fairhurst, 2010). This model is primarily being used by retailers like Primark, Boohoo, ASOS, Zara and H&M in the UK (Zhang, Zhang and Zhou, 2021) featuring a low unit price and high inventory turnover that in conjunction with a short lead time for products to reach the stores encourages more frequent, lower value purchases and spreading a wider culture of disposability (Joy et al., 2012). The growth in the diversity of fashionable clothes has incurred huge environmental and social costs, including the production of textile waste, usage of water and energy in the supply chain of clothes, greenhouse gas emissions throughout the cloth lifecycle and more (Williams, 2022; Nguyen, 2025; Manivannan et al., 2026; Radev and Marinova, 2023; Bailey, Basu and Sharma, 2022). In addition, emissions of micro-fibres are released in the course of washing and production processes, adding to the sector's footprint (Chan et al., 2023).
The industry has again drawn attention to issues of under-payment of workers/employees (Barkay et al., 2024), working conditions, and in some instances to the probable existence of modern slavery in its supply chains – both domestic and overseas (Davies et al., 2025; Soundararajan et al., 2020). Shen explores, on the case of H&M, the pressure that market leaders face between a growth-based approach and a real focus on sustainability (2014); Paper 1, by Papadopoulou et al. (2022) and Paper 2 by Smith (2026) (specifically the Master's thesis 'How consumer awareness of sustainability and labour practice affects fast fashion purchase intention'), outlines a pervasive disconnect between the messages retailers send and consumers receive, especially in the fast fashion segment of the textile and apparel industry, and broadly in the textile and apparel industry as heterogeneous global sector (Abbate et al., 2024). As shown by Zaborek and Nowakowska (2024) and Woodside, Akrout and Mrad (2023), when these gaps become apparent, they have a negative impact on consumers, often causing them the decision to boycott the product. To counter this, sustainability is gaining ground on the fast fashion agenda within the UK, evidenced by CPD moves to access relevant rules and regulations like the Modern Slavery Act 2015, as well as growing attention from consumers on fast fashion supply chain practices (Islam and van Staden, 2022; Ahmad, Haque and Islam, 2024). The size and modest cost of the vertical farmers, the damage they inflict on the environment, and their dangers to labour explain how the ethical situations discussed throughout this chapter came about.
[bookmark: _Toc240994513]2.3 Ethical Supply Chain Management
2.3.1 Ethics Supply Chain is a supply chain which pays attention to, and treats fairly, labour practices, environment concerns, and accountability to all involved in, as well as the buyers of, the chain, such as employees, suppliers, local communities, and customers (Perry and Towers 2013). It includes ethical usage of basic materials from manufacturing to distribution, a clear supplier relationship, fair wages, psychological safety, and environmental responsibility along the entire fashion chain of value creation from raw materials to retail (Muratore and Marques, 2022; Chatterjee et al., 2022; Ruggeri, Corsi and Nayga, 2021). Transparency is universally seen as the key principle in ethical supply chain practices as it is an open, honest sharing of sourcing, manufacturing and labour information that enables external stakeholders to assess a firm's practices with intent and purpose (Montecchi, Plangger and West, 2021; Mollenkopf, Peinkofer and Chu, 2022; Kraft, Valdés and Zheng, 2022). To encourage this, the Transparency in Supply Chains clause of the UK Modern Slavery Act was intended to encourage many companies to issue a generic, 'boilerplate' statement rather than evidence of 'genuine due diligence' as companies started filling in these obligations (Pinnington, Benstead and Meehan, 2023). Benstead, Hendry and Stevenson (2021) therefore recommend a more targeted approach towards supplier auditing, which is risk-based, over disclosure.
This is supported by empirical research around the various areas where transparency legislations have been enacted: Barkay et al. (2024) show that transparency laws have not contributed significantly to changing underlying labour relations in the construction sector; and Davies et al. (2025) conclude that technology and digitisation alone are not a solution for tackling the risks of modern slavery in fashion supply chains. The fears of Islam and van Staden (2022), as echoed by Islam, Deegan and Haque (2021) in research of retail multinationals in Bangladesh supply chains, also show that there is widespread scepticism regarding whether requirements of disclosure for the Modern Slavery Act led to actual behavioural change. On a macro level, Govindan, Shaw and Majumdar (2021) document the continuing balance between reducing costs and maintaining social sustainability promises in multi-tier supply chains and Soundararajan et al. (2020) suggest that the working conditions in reality are influenced much more strongly by the institutional context of the source country than by codes of conduct driven by buyers. Beyond this new supply chain technology, however, both the structural barriers of cost, capability and fragmented suppliers (Zayed and Yaseen, 2021; Bhandari et al., 2022) and the systematic reviews undertaken by Badhwar, Islam and Tan (2023) have identified as ongoing challenges for sustainable sourcing more broadly, and also acknowledged by Ara, Leen and Hassan (2019) in the apparel manufacturing sector for blockchain-based traceability.
[bookmark: _Toc240994514]2.3.2 Sustainable Retailing
Sustainable retailing adopts ethical principles of the supply chain to broader retail strategy, such as corporate social responsibility (CSR), circular business model and retail supply chain transparency implications to consumers (Vadakkepatt et al., 2021). Shee and Miah (2021) suggest that new technologies, like the Internet of Things, can be employed to bolster retailers' traceability and sustainability activities, while Mostaghel and Chirumalla (2021) point to the important role that consumers are increasingly playing in take-back and resale business models, a trend noted in fashion-specific models by Amasawa et al. (2023), Song et al. (2025), Jain et al. (2022), Clube and Tennant (2020) and Lee, Jung and Lee (2021). Consumers' satisfaction in retailing is directly influenced by perceived sustainable performance as previously demonstrated by Marín-García, Gil-Saura and Ruiz-Molina (2021), suggesting that the practice of business ethically could provide competitive advantage in retailing. Other research, as reported by Šálková, Hes and Kučera (2023) and Turienzo (2025), reveals that innovative retail strategies are not solely the domain of e-commerce companies; traditional retailers are also increasingly finding themselves competitive with low cost retailers of fast fashion because of sustainable consumer behaviour.The research reported by Šálková, Hes and Kučera (2023) and by Turienzo (2025) also supports this notion that sustainable behaviours are driving innovation in the retail sector, and not just the e-commerce sector. In fact, their respective findings reveal that this is true as a general rule across the nation, as traditional retailers or even low-cost fast fashion retailers are increasingly finding it difficult to compete with low-cost retailers of fast fashion because of sustainable behaviours of consumers.
Yet the connection between CSR and the buying behaviour is hotly debated. The findings suggest that: CSR beliefs positively predict brand engagement and purchase intention when they are perceived as credible, or when CSR communications are perceived as sincere, which is in line with what Cuesta-Valiño et al. (2024) found; and the direct effect of CSR beliefs on intention to purchase is an indirect effect that occurs through the brand equity and reputation. If CSR communication is seen as less than sincere, it is considered as greenwashing that leads to loss of trust and brand attitude, in general ('How does greenwashing affect green word of mouth through green scepticism?', 2024; Rehman et al., 2025; Policarpo et al., 2023; Bulut et al., 2021; Badhwar et al., 2024; Hossain, Hossain and Urme, 2025). However, well-designed CSR scenarios and ethical labelling can still successfully change consumer behavior, as established by Zaborek and Nowakowska (2024); with a more recent branding of trust-building by blockchain, by Mazzù, Baccelloni and Lavini (2022); and a concept that is also relevant to the luxury fashion sector which has been explored by Gasulla Tortajada et al. (2024) as standardised certification, a brand symbolizing sustainability and clearer digital communication. Much like Neumann et al., 2021 and Jung et al., 2020 concluded, success in the implementation of sustainable retailing strategies can only be realized if they are authentic and believable but must not just exist.
[bookmark: _Toc240994515]2.4 Consumer Behaviour and Ethical Consumption
Consumer behaviour relating to ethical fashion involves how attitudes, values and knowledge turn into buying behaviour and/or non-buying behaviour. The ethical consumption is considered to be a buy based upon the obligation of the employees, animals and/or the environment connected to production (Joergens, 2006). In an increasingly complex context for ethical engagement, it is recognised that price, convenience and style are among the other factors that consumers consider contextually (Parsons et al., 2023). This dovetails with the aforementioned consumer perceived ethical concerns and absence, where also documented, of their buying from the fast fashion retailers they disapprove from (Carrington, Neville and Whitwell, 2014; ElHaffar, Durif and Dubé, 2020). Diddi et al. (2019) find the "reasons against" to be often stronger than "reasons for sustainable values" in many countries, including Malaysia (Hasbullah et al., 2022; Ogiemwonyi et al., 2023; Ogiemwonyi et al., 2024), India (Pathak, Sharma and Yadav, 2022; Mishra et al., 2023; Jadhav and Verma, 2024; Pardeshi, Pardeshi and Khanna, 2024; Tryphena and Aram, 2023; Kumar, Garg and Singh, 2022), Bangladesh (Hasan et al., 2022;
The process of purchase decision formation is the result of an interaction of situational decisives and individual values. The results of Hanaysha, Al Shaikh and Alzoubi (2021) reveal that price, product, promotion and place are still important components which can stimulate or impede ethical intentions directly. Confirming this also in other contexts, McNeill and Moore (2015) report that cost, convenience and fashion are good excuses to justify buying things one might not otherwise, and Wiederhold and Martinez (2018), looking at the Aral apparel industry, prove that one's ethical attitudes towards an item predict its intention to purchase far more reliably than they predict the actual purchase. There are sub-groups of ethical consumers who have adapted a shift towards sustainable consumption, and this is normalized through online communities, even though a clear and consistent definition and measure of what green fashion exists (Cervellon and Wernerfelt, 2012; Henninger, Alevizou and Oates, 2016). As mentioned in the previous subsections, some of the challenges involved in growth in the slow fashion sector come from weak market signals and structural barriers, such as the availability and price of the product (Ozdamar Ertekin, 2015), with the "ethical fashion consumer" being an identity that is not simply a rational actor, but actively constructed (Turunen and Poynor, 2021). This is also summarized by Jeong and Ko (2021) with their observation of the self-concept–knowledge–attitude–behaviour relationship for green apparel purchasing, as well as Dhir et al. (2021) with their observation of this relationship for sustainable food consumption.
Things become more complex with generational differences. The recent growth of Gen Z and Millennial consumers has been seen as having a higher motivation when it comes to sustainability. This is related to ethical and environmental awareness (Manley et al., 2023; Zhang, Liu and Lyu, 2023; Djafarova and Foots, 2022; Kang and Badal, 2025; Masserini, Bini and Difonzo, 2024; Lin and Chen, 2022). They are willing to pay higher prices for buying fair trade or certified products (Ruggeri, Corsi and Nayga, 2021; Wijaya and Paramita, 2021; Lee and Zhao, 2024; Arora and Manchanda, 2022; Chi et al., 2021).

Such differences will be relevant when analysing younger consumers' sustainable fashion consumption choices in the modern UK fashion market and society.

Such enthusiasm is easily lost. Linda et al. (2022) demonstrates that environmental information can positively or negatively influence their purchasing intention, that is, a negative environmental information can have a negative effect on purchase intention on Gen Z. However, where there is an option, anti-corporate alternatives are viewed as preferred by Chatzidakis et al. (2021) and McCoy et al. (2021). This includes second hand and rental sites. There are several studies on resale and rental preferences, (Prisco et al., 2025; Liu, Bernardoni and Wang, 2023; Moriuchi and Takahashi, 2022; Park, Ahn and Lee, 2025; Rodrigues, Proença and Macedo, 2023; Mizrachi and Sharon, 2025; Kim, Jung and Lee, 2021; Barrera-Verdugo and Villarroel-Villarroel, 2022; Faludi, 2025; Marinelli, 2026; Abdelmeguid, Afy-Shararah and Salonitis, 2025).

Some of the most enduring obstacles to opting for slow fashion, in Nash et al., 2023 and Ronda, 2024, are prices. This aligns with the aim-oriented explanation of do Canto et al. (2023). According to their story, convenience and cost take precedence to the environment.

Another cross-generational studies result in similar findings (Dimitrova, Ilieva and Angelova, 2022; Diprose et al., 2019; Gazzola et al., 2020; Kim and Seock, 2019). Larranaga and Valor (2022) report, however, that the term 'ecofriendly' which is used by consumers is not consistent. This presents a problem for understanding behaviours through explanations based on awareness.

Fast fashion transparency efforts are not necessarily applied consistently, say Fraser and van der Ven (2022). As a result, they may not be the ones to let the knowledge of this generational change-it trickles down to them. This concern is further supported by studies that have conducted systematic reviews of literature pertaining to sustainable fashion (Dabas and Whang, 2022; Busalim, Fox and Lynn, 2022; Byrd and Su, 2021; Daukantienė, 2023; Balasubramanian and Sheykhmaleki, 2024; Schiaroli, Fraccascia and Dangelico, 2024; Schiaroli, Dangelico and Fraccascia, 2025; Toebast-Wensink et al., 2025; Sindhuja et al., 2025; Aggarwal et al., 2024; Sinha, Sharma and Agrawal, 2023).

These are the dynamics shaped by the social media. The influence of credibility and content framing of influencers on sustainable purchase intention (JP) (Jacobson and Harrison, 2022; Vrontis et al., 2021; Chan et al., 2025; Chang et al., 2025; Shen, 2023; Zhang and Huang, 2024). Circular and slow fashion business models gain an increasing, though not even, consumer interest. These include rental, resale and upcycling (D'Adamo et al., 2022; Braga Junior et al., 2019; Achabou, Dekhili and Codini, 2020; Hossen, 2025; Fani, Mazzoli and Acuti, 2023; Brandão and Da Costa, 2021; Baena Graciá, 2024; Arrigo, 2021; Ki et al., 2024; Kim, Park and Septianto, 2022; Chen et al., 2021; Cairns, Ritch and Bereziat, 2022; Paço et al., 2021; Yoo, Jung and Oh, 2021; Blas Riesgo, Codina and Sádaba, 2023; Blas Riesgo, Lavanga and Codina, 2023; Azmat et al., 2023; Bai, Chen and Geng, 2024; Castagna, Duarte and Pinto, 2022; Kautish and Khare, 2022; Kautish, Khare and Sharma, 2020; Kumar and Mohan, 2021; Kumar, Prakash and Kumar, 2021; Leclercq-Machado et al., 2022; Prados-Peña, Gálvez-Sánchez and García-López, 2023; Sepe et al., 2025; Pang et al., 2025; Willett et al., 2022; Srivastava et al., 2024; Pranta et al., 2024; Papasolomou, Melanthiou and Tsamouridis, 2022; Chatterjee et al., 2022; Han, Woodside and Ko, 2024; La Rosa and Johnson Jorgensen, 2021; Amengual, Mota and Rustler, 2023; Jestratijevic, Rudd and Uanhoro, 2020; Morgan, Gabler and Manhart, 2023; Kim and Woo, 2021).
[bookmark: _Toc240994516]2.5 Theoretical Framework
The TPB remains much used to understand ethical and sustainable consumption behaviours. It suggests that the decisions to act were predictable under the rationale that they could be predicted from the person's behavioural intentions. Subjective norm and perceived behaviour control are determinants of intention, along with attitude. When such transactions involve ethical fashion, TPB holds that the reasons consumers purchase ethically made goods hinges on several factors. These encompass criteria such as peer/ group acceptance, ethical sourcing evaluation and an ease of locating and obtaining ethical products.
Parsimony is useful in a wide variety of contexts of use for consumption. It has been found to be true based on studies (Ogiemwonyi et al., 2023; Rodrigues, Proença, and Macedo, 2023; Kumar and Mohan, 2021; Magwegwe and Shaik, 2024). But it is criticized as being too rational and/or deliberative. It is not clear how it addresses the verbally documented attitude–behaviour gap in ethical fashion consumption as noted by the following critics: Hanaysha, Al Shaikh and Alzoubi (2021); ElHaffar, Durif and Dubé (2020); Diddi et al. (2019). The emphasis placed on TPB on product features (product availability) and price has been criticized. According to McNeill and Moore (2015) and Ozdamar Ertekin and Atik (2015), these are two important factors that hinder the adoption process. These barriers are different than beliefs. This symptom is mentioned by Prashar & Kaushal (2025) in their study of nudging the Generation Z.
[bookmark: _Toc240994517]2.5.2 Ethical Consumption Theory
The other value-oriented approach to product choice assumes it is a moral statement, as well as an identity statement. It takes consumption beyond the neoclassical model of utility-maximising (Joergens 2006; Turunen and Poynor 2021). It is values-based motivation that is witnessed by Ethical Consumption Theory. It concerns the emergence of identity as an 'ethical consumer' in social construction. The study by cervellon and wernermelt (2012), of online green fashion communities offers an illustration of this perspective. This is extended by Carfora, Buscicchio and Catellani (2024). They demonstrate that pro-environmental self-identity contributes to strengthening the relationship of psychosocial predictors with sustainable clothing purchases. This is seen in both of the identity-based explanations given by Talaat (2022) and Jeong and Ko (2021).
The theory is one that depicts socially responsible purchase decisions even if costs or convenience is sacrificed. It does have one restriction though. If the most valued behaviours predicted overall retail, they would not be predictive of purchase behavior (Wiederhold & Martinez, 2018). This dissertation is based on both theories. TPB describes the relationship between awareness variables and attitude and perceived control. Ethics awareness regarding suppliers, transparency in supply chain management and ethics awareness related to sustainability in suppliers, perceived Flemish fair labour practices. These factors will affect their buying intention. The theory of ethical consumption ranges from explaining the variations in consumers' inclination to consider ethical issues to accounting for their varying sense of intensity toward ethical issues. It's also appreciative of price and convenience. The two theories confirm the proposition that UK consumers' purchase of fast fashion is a result of independent ethical issue awareness of clothes production.
[bookmark: _Toc240994518]2.6 Independent Variables
2.6 Independent Variables
Ethical supply chain awareness, which is referred to as IV1 of the OURC, is customers' perception of what goes on in the clothing they buy, as opposed to general environmental concern (Perry and Towers, 2013). Awareness results from publications of scandalous stories and is not primarily generated by engaging a systematic disclosure by retailers, both according to Muratore and Marques (2022) and according to Islam and van Staden (2022), who report low awareness of the Modern Slavery Act at stakeholder level, which limits its ability to inform consumer choices. When it is present it serves as a ‘reason for’ sustainable consumption, but if cost and convenience barriers are present, then this effect persists as found in the study of Diddi et al. (2019). Similarly, Hassan et al. (2022), Yeap and Al-Kumaim (2022), Chang et al. (2025), Taufique et al. (2019) and Gorton et al. (2021) report greater purchase intent when awareness accompanied by credible certification, and Lee and Zhao (2024), Makhitha (2024) show similar trends.
[bookmark: _Toc240994519]2.6.2 Supply Chain Transparency (IV2)
Retailer transparency is related to the accuracy of data presented by the retailers to consumers and stakeholders about the sourcing, labour practices, and production process (Montecchi, Plangger and West, 2021). Pinnington, Benstead and Meehan (2023) demonstrate in theory that improving the quality of modern slavery statements is a pathway to increased trust, and Benstead, Hendry and Stevenson (2021) suggest that a mix of targeted and risk-based audit mechanisms are most effective in supporting transparency initiatives. While technology can be used to enhance transparency, it does not necessarily lead to accountability, as coverage can be superficial or misleading as stated by Davies et al. (2025). Theories suggest that improved perceived transparency will be reducing the perceived risk associated with the ethical claims and strengthen the perception of transparency-purchase intention link (Govindan, Shaw and Majumdar, 2021), which has also been investigated using traceability mechanisms created with blockchain (Mollenkopf, Peinkofer and Chu, 2022; Dickey, Brosi and Fransoo, 2026; Kraft, Valdés and Zheng, 2022; Chen, Lee and Tang, 2022; Wang et al., 2023; Badhwar, Islam and Tan, 2023).
[bookmark: _Toc240994520]2.6.3 Sustainability Awareness (IV3)
Sustainability awareness is consumers' understanding and concern on water use and pollution, textile waste in fast fashion production and consumption. The results suggest that frequent fast fashion consumers are moderately aware of sustainability, which is limited in the way they shop, in accordance with the broader attitude–behaviour gap discussed by Papadopoulou, Papasolomou and Thrassou (2022). Chan et al. (2023) point out that harms like microfibre issues typically go undetected by consumers and are not fully represented in the traditional awareness survey. However, these are contradicted by these authors' findings (Vadakkepatt et al. 2021; Šálková, Hes and Kučera 2023), which was continued by Dhandra (2019); Hong et al. (2024); Wu et al. (2023); Dangelico, Alvino and Fraccascia (2022); and the systematic reviews of Schiaroli, Fraccascia and Dangelico (2024) and Toebast-Wensink et al. (2025).
[bookmark: _Toc240994521]2.6.4 Perceived Fair Labour Practices (IV4)
Consumer perceptions of fair labour practices measure consumers' beliefs that labour practices for garment workers in a retailer's supply chain are fair, which includes treatment, humane conditions and wages (Soundararajan et al., 2020). This perception is driven less from the information transmitted directly via the legislation of transparency than by media attention, word of mouth, and previous scandal (Barkay et al., 2024), as transparency legislation has failed to have a major effect on the reality it is aimed at exposing. The scholars Islam and van Staden (2022), and in Bholananda's work Retail labour in the Global South: Islam, Deegan and Haque (2021), and Ahmad, Haque and Islam (2024) reinforced this study, noting the lack of connection, in the communication of fair labour practices, is shown in the Modern Slavery Act. These perceptions can create moral discomfort that leads to the retailer being avoided but can only reach a certain extent, as alternatives are available and price sensitivity is also a factor (Turunen and Poynor, 2021; Kumar, Prakash and Kumar, 2021).
[bookmark: _Toc240994522]2.7 Consumer Purchase Decision (Dependent Variable)
The last action prior to purchasing versus non-purchasing a garment after going through an evaluative process, need recognition, product information search, and alternate consideration is called Consumer purchase decision which is investigated in this study (Hanaysha, Al Shaikh and Alzoubi, 2021). It is more than just purchase intent, which indicates interest in purchase, but one that has not yet been made (Wiederhold and Martinez, 2018; ElHaffar, Durif and Dubé, 2020), and it is key to the attitude–behaviour and intention–behaviour gaps found across this review. In addition to ethics, a wide range of factors also influences purchase decisions within the context of fast fashion, such as the price, style, and convenience aspects of the product and the marketing mix elements (Hanaysha et al., 2021; Parsons et al., 2023), as well as perceived value and brand trust more broadly (Chi et al., 2021; Gazzola et al., 2020; Kim and Oh, 2020; Han et al., 2024). The purchase decision is treated as the dependent variable in this dissertation and is determined by the different levels of ethical awareness of an organisation's supply chain, supply chain transparency, awareness of sustainability and perceived fair labour practices, operating largely through the mechanisms of attitudes and perceived behaviour control, and independently of the following structural and psychological barriers: cost, availability, and habitual rationalisation.
[bookmark: _Toc240994523]2.8 Research Gap
The individual sustainability, CSR and ethical fashion consumption studies are significant but at a very general or broad level (Vadakkepatt et al., 2021; Parsons et al., 2023; Papadopoulou, Papasolomou and Thrassou, 2022) and the work researching supply chain transparency and disclosure of modern slavery under UK laws is also substantial (Pinnington, Benstead and Meehan, 2023; Islam and van Staden, 2022; Barkay et al., 2024; Davies et al., 2025). In tandem has been the increase in evidence-based research on sustainable and ethical apparel purchase decisions, both from within and across nations (Ngo et al., 2024; Hasbullah et al., 2022; Zhou, Lee and Copeland, 2019; Adeola et al., 2024). However few studies investigate the simultaneous and distinct impact of ethical supply chain awareness, transparency and sustainability awareness and perceived fair labour practices, and the interplay between these factors in a single, quantitative model on consumer purchasing decision making in UK's fast fashion market. Notwithstanding, while the overall area of sustainable retailing is ongoing in the UK context (De Vass, Shee and Miah, 2021; Zhang, Zhang and Zhou, 2021), many of the existing sources of evidence are qualitative in nature, mostly based on UK scandals (Barkay et al., 2024). The purpose of this dissertation is to remedy that.
[bookmark: _Toc240994524]2.9 Conceptual Framework
The four independent variables proposed by the hypotheses in the model are based on theory of planned behaviour and ethical consumption theory: ethical supply chain awareness, supply chain transparency, and sustainability awareness and perceived fair labour practices that were assumed to have a direct impact on the dependent variable consumers' purchase decision in the United Kingdom (Britain) (see Figure 2.1).
[bookmark: _Toc240994525]2.10 Chapter Summary
This chapter provides a synopsis of literature on the fast fashion in the UK, ethical supply chain management and consumer behaviour and uses two theories as the theoretical framework for this study: Theory of Planned Behaviour and Ethics Consumption Theory. A significant volume of international literature was identified and a set of the four independent variables with one dependent variable were found but in a fragmented research form, a gap was identified which needed to be investigated quantitatively in the context of fast fashion in the UK.
[bookmark: _Toc240994526]Chapter 3: Research Methodology
[bookmark: _Toc240994527]3.1 Introduction
This chapter firstly introduces and explains the developed methodology of this research which aims at investigating the relationship between ethical supply chain awareness; supply chain transparency; sustainability awareness; perceived labour practices and UK fast fashion consumers' purchase decisions. The methodology of any dissertation is key to the credibility of the findings, as the rigour, and appropriateness of the methods that generated the findings are directly related to the value of the findings (Bryman, 2016; Collis and Hussey, 2013). The chapter has been organized based on the widely used Research Onion developed by Saunders, Lewis and Thornhill (2019) starting with the philosophy of the research and then moving to methods of data collection and analysis. It presents briefly the philosophy of research (positivism), research approach (deductive), research type (quantitative, cross-sectional), data gathering method (questionnaire, survey), and data analysis method used in the research (sampling, the sample size and data analysis) for each of which is explained in more detail in the next sections.
[bookmark: _Toc240994528]3.2 Research Onion
[bookmark: _Toc238499651]Saunders, Lewis and Thornhill (2019) have developed a generally accepted model called Research Onion which is used to categorise methodological choices in business research on the outer layer working down towards the core, the choices become increasingly concrete and comprise broad philosophical positions at the periphery and specific data collection techniques in the centre. These six layers are namely the research philosophy, the research approach, the methodological choice, the research strategy, time horizon and data collection and analysis (Saunders, Lewis and Thornhill, 2019). This study uses a positivist research philosophy, and a deductive approach research model appropriate for hypothesis test type quantitative research following the onion. The method used is mono method quantitative and the approach undertaken is questionnaire survey. It is cross sectional and data is gathered using a structured online questionnaire, and then analysed by SPSS and MS Excel before drafting the dissertation, because there are constraints on time and resources. The use of each layer of the onion is shown in figure 
[bookmark: _Toc239788072]Table 1 Saunders’ Research Onion (adapted) applied to this study (adapted from Saunders, Lewis and Thornhill, 2019)
	Layer
	This Study's Choice

	1. Research Philosophy
	Positivism

	2. Research Approach
	Deductive

	3. Methodological Choice
	Mono-method quantitative

	4. Research Strategy
	Questionnaire survey (online, Google Forms)

	5. Time Horizon
	Cross-sectional

	6. Data Collection and Analysis
	Structured Likert-scale questionnaire; SPSS and Excel (descriptive, correlation, multiple regression)


[bookmark: _Toc240994529]3.3 Research Philosophy
Research philosophy in this context means the system of beliefs and assumptions that a researcher has regarding the nature of knowledge and reality; these beliefs and assumptions (in turn) then form the way in which a research question can be formulated and answered (Saunders, Lewis and Thornhill, 2019). Two paradigms are normally pitted against each other: the positivist approach which involves believing in an objective reality that is measurable and can be analysed by observable facts and numerical data, and the interpretative approach which involves believing that there is a socially constructed reality that is better understood via subjective meaning (Bryman, 2016; Easterby-Smith, Thorpe and Jackson, 2012).
The type of philosophy used in this study is positivist. Because the research involves testing hypothesized relationships among four independent variables and one dependent variable with quantifiable data obtained from a sample of the fast fashion consumers in UK, it can be said that positivism method is appropriate (as it is recommended that the research must be conducted without taking value judgments about the phenomena studied). Positivism also enables the researcher to be independent of the data, decreasing the possibility of researcher bias, and can support him/her in finding a result that can be generalized on the larger population of fast fashion shoppers in the UK in general within limits (Bryman and Bell, 2015).
But the positivism has its own drawbacks. It takes human behavior and all its moral benefits and trade-offs, as well as environmental consequences, and reduces it to measurable variables—something critics charge it does, possibly without capturing the more profound personal, cultural or emotional significance that consumers give to their ethical shopping habits (Neuman, 2006). However, since this dissertation is designed to investigate the associations between the awareness variables and purchase decisions in a relatively large sample and not to study individual awareness variables in detail, then positivism is the best and most defensible philosophic approach to this research.
[bookmark: _Toc240994530]3.4 Research Approach
One of the considerations in research is its approach which is mostly deductive and inductive as explained by Saunders, Lewis and Thornhill (2019). Deductive and Inductive methods differ as deductive starts with existing theory; the hypotheses were derived and then testes with empirical data, while inductive methodology starts with data collection and then theory was developed and built on the patterns collected from the data (Bryman, 2016). The type of research used in this study is a deductive type of study. The conceptual framework proposed in chapter 2 builds on existing theory suggesting a possible direct effect of a consumer's awareness of ethics and their awareness of sustainability of suppliers on their purchase decision, as well as a direct effect of awareness of sustainability and of labour practices on their purchase decision. Because the relations are deduced from theory, a deductive approach is appropriate and could be operationalized through a structured, quantitative data collection methodology that can then be formally tested. However, because these relationships are derived, it is appropriate to use a deductive approach; the relations may be tested formally, using a structured, quantitative data collection methodology instead of inductively developing them from qualitative data exploration (Bryman and Bell, 2015). This selection is in line with the method of the study which is positivist with the assumption that verification of the antonyms hypothesis is conducted using the tests of statistical hypothesis. This selection is appropriate with the study as the method used is based on a positivist philosophy in accordance with statistical hypothesis test for verifying whether and to what extent the assumed relationship in the sample population is accepted.
[bookmark: _Toc240994531]3.5 Research Design
This study uses a qualitative research type and design of cross sectional. Qualitative research involves collecting and analysing numbers, assessing a relationship between variables, and assessing the strength of the association between four independent variables, and is appropriate for a deductive and positivist research based on measuring the strength of association between four independent variables and the consumer purchase decision (Creswell, 2009; Creswell and Creswell, 2018). As this dissertation project has to be within a specific time frame and using limited resources, cross-sectional design was chosen as a method of data collection where their data is collected at one specific time from the target population to which the design method is applied (Saunders, Lewis and Thornhill, 2019).
The main benefit of the design is that it allows for the collection of a large, more or less homogeneous dataset that can be statistically analysed to look for patterns and relationships within the sample (Bryman, 2016). However, because data is collected at only one time in time (Easterby-Smith, Thorpe and Jackson, 2012) it does not provide the same degree of confidence as a longitudinal or experimental design, as it cannot identify causality. However, a quantitative approach was deemed to be the best fit for this study, as a qualitative approach (interviews or case studies, Yin 2009) would have provided further insight into the meanings that each individual consumer ascribed to the surveys completed but would not have enabled any statistical relationships to be established between the four independent variables and the dependent variable required by the objectives of this dissertation.
[bookmark: _Toc240994532]3.6 Research Strategy
In doing research the method used is questionnaire based and sent through Google Form. Surveys are considered to be an effective means of obtaining a standardised and quantitative set of data from many individuals in a relatively short space of time to be suitable for positivist and deductive, cross-sectional methodology (Saunders, Lewis and Thornhill 2019, Fowler 1993). The choice between self-administered online or paper or face-to-face questionnaires was made because the online format enabled survey methods to be followed that would be difficult to achieve using a paper or face-to-face survey, namely a fast, cheap and easy way to survey a geographically dispersed sample of UK purchasers of fast fashion items, along with the ability to export the responses to a format that could be analysed statistically for the purposes of this research (Wilson, 2014).
The benefits of this method over qualitative methods are that it allows access to a greater sample size than qualitative methods usually allow and is more convenient for respondents, and is somewhat less biased and affected by the researcher than when administered by an interviewer (Oppenheim, 2002). The difficulties are that they can be prone to low response rates, do not allow for probing or clarifying the ambiguity of responses that may occur, and there may be some sort of self-selection among the participants that answer the questionnaire (Bryman and Bell, 2015). To overcome these limitations, wherever possible, a careful design of the questionnaires and a pilot study were carried out, as discussed in Section 3.8.
[bookmark: _Toc240994533]3.7 Population and Sampling
This study is aimed at consumers with the UK that have a habit of shopping with fast fashion brands such as Zara, H&M, Primark, Boohoo and Shein. This population was chosen to mirror the retailers & purchasing environment focus on the literature review (Chapter 2) as well as the fact that this is one of the largest brands contributing to the UK fast fashion market (Saunders, Lewis and Thornhill, 2019).
Due to the practicality of creating a robust sampling frame of UK fast fashion consumers, a non-probability sampling method is used, based on convenience sampling alongside purposive sampling. The questionnaire was distributed by accessible people through social media and personal network—this approach is called convenience sampling (Collis and Hussey, 2013; Wilson 2014)— ensuring only those who have bought from one or more of the fast fashion retailers featured in the research questionnaire were included in the overall sample to make the responses statistically relevant to the research objectives (Collis and Hussey, 2013; Wilson 2014).
150-200 respondents were targeted for this study. This is considered to be adequate for the planned correlation or multiple regression analyses, generally speaking requiring 10 – 15 cases per predictor variable to yield statistically reliable results (Field, 2018), which, with four independent variables, comfortably surpasses the 150 – 200 cases that can reasonably be expected from a dissertation, with its time and resource limitations (Bryman, 2016). This approach restricts the ability of the results of this study to be generalizable to the broader population however is recognised and a method employed in other consumer behaviour type dissertations within a similar population (Neuman, 2006).
[bookmark: _Toc240994534]3.8 Data Collection Methods
The primary data were collected with the structured, self-administered questionnaire done online. A structured questionnaire was chosen because it provides a uniform response to the questions which are both clearly comparable and consistent with quantitative statistical analysis, and an independent and confidential response from the respondents should permit the expression of answers to the questions in a manner which should allow for more candid answers to sensitive questions regarding ethical purchasing behaviour (Oppenheim, 2002). A five-point Likert scale ranging from ‘strongly disagree' to ‘strongly agree' was used for the majority of items as this scale has been used in many consumer behaviour studies to capture the intensity that one has toward an attitude, and the
A bespoke survey was put out online using Google Forms and sent out by social media and by personal referral to ensure that the survey was sent to the target audience of UK fast fashion shoppers efficiently. It was broken down into 6 parts as condensed in Table 3.2. Table 3.3 displays the demographic data that was taken in Section A which was age, gender, income, and frequency of shopping. This experiment focused on measuring four independent variables (IVs): ethical supply chain awareness, supply chain transparency, sustainability awareness, and perceived fair work practices (FWP), with Sections B through E each measuring a single IV. Consumer purchase decision was the dependent variable, which was measured in Section F. As summarized in Table 3.4 the three constructs of the conceptual framework were measured with a discrete, focused set of items in this structure.
The questionnaire was pretested with small sample of 10 respondents to identify ambiguous items, technical problems and time to complete the questionnaire, which is recommended good practice in designing questionnaires (Oppenheim, 2002; Saunders, Lewis and Thornhill, 2019). Some revisions of items wording were done after the pilot.
[bookmark: _Toc240994535]3.9 Data Analysis Techniques
The results obtained from the quantitative data from the questionnaire were then analysed in SPSS (Statistical package for the social sciences) and Microsoft Excel software. The respondents were summarised using descriptive statistics such as means, standard deviations and frequency analysis to describe overall levels of ethical supply chain awareness and transparency, ethical sustainability awareness and perceived fair labour practices/purchase decision within the sample, and the respondent profiles (Field 2018; Burns and Burns 2008). The strength and direction of relationship between each of the independent variables and the dependent variable were then tested using correlation analysis, which indicated initial preferences for determining variables most strongly correlated with purchase decision.
Multiple regression analysis was then performed to further analyse how the four independent variables relate separately to consumer purchase decision and to determine the explanatory power of each variable (Field, 2018). These methods were chosen as they directly served the aims of the present study, which were: to measure the influence of multiple awareness-related variables on a single outcome variable; and to compare the influence of these variables as per the deductive positivist approach used throughout this chapter (Bryman, 2016).
[bookmark: _Toc240994536]3.10 Reliability and Validity
Among the assessment of the quality of the instruments of measuring quantitative research, the reliability and validity are the two main criteria (David and Sutton, 2011). Pilot testing was conducted and Cronbach's alpha calculated for each multi-item construction to assess reliability (or internal consistency) where threshold of 0.70 or above is generally considered satisfactory (Field, 2018). Two approaches were used to deal with validity. Because all questionnaire items were developed directly from the constructs and measures of the literature reviewed in Chapter 2, all items directly reflected the concepts the language and constructs aimed to measure, supporting content validity (Saunders, Lewis and Thornhill, 2019). Construct validity was also strengthened through the questionnaire being piloted and examined by experts before being fully distributed, which would otherwise lead to poorly worded and ambiguous items (Oppenheim, 2002).
[bookmark: _Toc240994537]3.11 Ethical Considerations
Data were collected with approval from the University's ethical review procedures and approval was obtained before data collection began. Participants were given an information sheet which outlined the aim of the research and informed consent was obtained before the questionnaire was completed by all respondents. All participants were denied right to withdrawal any time without penalty, and all respondents participated on a voluntary basis. The information gathered was anonymous, without the requirement to give any personal details, and all the data was saved securely in password-protected files, which was compliant with requirements of the GDPR act within the UK (Saunders, Lewis and Thornhill, 2019; Bryman, 2016). All activities involved in data collection, analysis and reporting were kept confidential.
[bookmark: _Toc240994538]3.12 Chapter Summary
In this chapter I have described and explained the methodological decisions that were taken to produce this dissertation working through Saunders et al. (2019)'s Research Onion. The philosophy of positivism was used with a deductive method and a quantitative design with a cross-sectional research method using online questionnaire survey. Using purposive and convenience sampling the number of 150-200 participants of the fast fashion products users in the United Kingdom was targeted, and the data were gathered by using structured five-point Likert-scale questionnaire and analysed by descriptive statistics, correlation and multiple regression in SPSS software. All samples were pilot tested, Cronbach's Alpha and content and construct validity analyses were conducted and ethics such as informed consent, anonymity and GDPR compliance were integrated during the research process. Thematic integration of methods from both quantitative and qualitative research directly helps to achieve the goal of the study, which is to test relationships postulated in the conceptual framework. Chapter 4 now shows the results obtained using this methodology.



[bookmark: _Toc240994539]Chapter 4: Results and Analysis
[bookmark: _Toc240994540]4.1 Introduction and Analytical Approach
This chapter reports and discusses the results of the 200-response survey described in Chapter 3, which are organized in the context of the research goals of the study, as opposed to just by statistical technique. Objective 1 (to explore consumer awareness of ethical activities within their supply chain) will be discussed in Section 4.3 as answers are given and in Section 4.4 where the self-report of the answers is discussed as a measure. Objectives 2 and 3 (the relationship between awareness and purchase decision, and the influence of sustainable retail practices) are covered under four related topics: Demographic comparison (4.5), Cross-tabulation and Chi-Square analysis (4.6), Correlation (4.7) and Multiple regression (4.8). Two of the three (the attitude–behaviour gap) are treated explicitly in the integrated interpretation (Section 4.9). Section 4.10 traces each of the findings back to the research questions and objectives and Section 4.11 brings the chapter to a close.
Each statistical technique was chosen because it was appropriate for the data structure: Descriptive statistics establish the pattern to be explained; Independent-samples comparisons (Mann-Whitney U, currently followed by Kruskal-Wallis H for special usage in three-or- more categories of demographics); Cross-tabulation with chi-square tests whether the two categorical variables described in the conceptual framework in Chapter 2 are related when considered as categorical-level groups; and Correlation and multiple regression test the bivariate and multivariate relationships described in the conceptual framework in Chapter 2. As detailed in the descriptive statistics above, there are a small number of cases deviating significantly from the normal distribution; throughout data analysis, comparisons of the demographics were done using non-parametric statistic tests, for which the parametric equivalents (independent t-tests, one-way ANOVA, respectively) are reported, transparently, albeit in all cases reaching the same substantive conclusion. The data was gathered using Google Forms after pilot testing in Chapter 3 where no data was lost during data collection as there were no missing values across the 20 Likert items, 3 demographic questions were asked, the data was complete for all of the questions. Throughout the following results were used the conventional 5% significance criterion.
[bookmark: _Toc240994541]4.2 Respondent Profile
The data in the following Table 4.1 indicates the age, gender and educational qualifications profile of the 200 respondents. The sample included more young people; 62.0% were aged 18-34 (Figure 4.1) and was more highly educated; 62.0% had an undergraduate or post graduate qualification (Figure 4.3). There was a fairly even distribution between the sexes (Figure 4.2: 52.0% males and 43.0% females), with 'prefer not to say' (n=8) and 'other' (n=2) groups to small a size to make meaningful comparisons statistically.
It is important to the reading of the rest of this chapter. The literature highlights that UK consumers who are younger and more educated are purchasing fast fashion more often and being the individuals most attuned to sustainability « via digital media and social media platforms » (Djafarova and Foots, 2022; Manley et al., 2023; Zhang, Liu and Lyu, 2023). The issue of whether this pattern of response is based on measurement of any difference on the constructs of interest, or whether, as taken for granted, the response may be more consistent than the population differences might claim from the descriptive pattern established in Section 4.3 is directly evaluated in Section 4.5.
Table 1 Demographic Profile of Respondents (N = 200)
	Demographic Variable
	Category
	Frequency
	Percentage (%)

	Age Group
	18-24
	58
	29.0

	
	25-34
	66
	33.0

	
	35-44
	41
	20.5

	
	45-54
	21
	10.5

	
	55+
	14
	7.0

	Gender
	Male
	104
	52.0

	
	Female
	86
	43.0

	
	Prefer not to say
	8
	4.0

	
	Other
	2
	1.0

	Education
	Undergraduate
	83
	41.5

	
	Postgraduate
	41
	20.5

	
	Diploma
	37
	18.5

	
	Secondary
	32
	16.0

	
	Other
	7
	3.5
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Figure 1 Age Distribution of Respondents
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Figure 2 Gender Distribution of Respondents
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Figure 3 Highest Level of Education
[bookmark: _Toc240994542]4.3 Descriptive Findings: Ethical Awareness Constructs (Objective 1)
The composite means and standard deviations of each of the study ‘five constructs are shown in Table 4.2 and Figure 4.4. The out of 5 spread between the results which should be explained is not the spread difference of the means, but the spread difference within the five different constructs the conceptual framework considers as different dimensions of ethical consumer behaviour, the difference is only 0.06 points.
This uniformity directly refutes Objective 1: in essence, it would indicate that respondents' answers show they were fully aware of the audit process on all domains that were surveyed. If all of the dimensions of Ethical Supply Chain Awareness, Supply Chain Transparency, Sustainability Awareness, Perceived Fair Labour Practices and Consumer Purchase Decision were five distinct and independent constructs, however, some variation would be observed across the 200 independent respondents (some more interested in the conditions of the workers than in transparency, for example). Rather, all of the constructs approach nearly the same score. There are two possible interpretations of this pattern: on one hand, respondents may have only one (global) 'I care about ethical issues' attitude that does not differ by dimension; or on the other hand, the instrument may not be measuring the five different constructs. Despite conceptually different ideas being tested in the two concepts, the improvement in item-level detail did not result in any significant differences between the highest single item mean ('I understand the importance of ethical sourcing', M=4.165) and the lowest (M=3.96); and individual-level standard deviations of 0.88-1.12 suggest that although respondents did differ significantly from one another in their answers to any individual item, they did not differ in a way that paralleled construct boundaries the questionnaire was intended to draw. This is directly evaluated in Section 4.4.
Table 2 Composite Descriptive Statistics by Construct (N = 200)
	Construct
	Mean (1-5)
	SD
	Interpretation

	Ethical Supply Chain Awareness
	4.08
	0.95
	Agree

	Supply Chain Transparency
	4.05
	1.00
	Agree

	Sustainability Awareness
	4.05
	1.04
	Agree

	Perceived Fair Labour Practices
	4.06
	1.08
	Agree

	Consumer Purchase Decision
	4.11
	1.00
	Agree



[image: ]
Figure 4 Mean Scores by Construct
[bookmark: _Toc240994543]4.4 Reliability Analysis: Can the Instrument Be Trusted?
The four item constructs were internally consistent, measured using Cronbach's Alpha and which complying with the acceptable range of 0.7 (Field, 2018). The score for all constructs was substantially below this threshold – Ethical Supply Chain Awareness (α=0.024), Supply Chain Transparency (α=0.002), Sustainability Awareness (α=0.018), Perceived Fair Labour Practices (α=0.052) and Consumer Purchase Decision (α=0.048) (Table 4.3, Figure 4.5).
This is the turning point in the chapter that is used to answer the question presented at the end of Section 4.3. When the alpha was near zero, four of the items in each construct were not more likely than chance to be positively associated with respondent who agreed strongly about one of the items of the construct agreeing strongly about the others. The latter explanation in Section 4.3 is much more plausible – twenty items seem to have tapped into a general 'ethical sentiment' response, but not five independent constructs. The fact that the whole construct—not a single sentence—was effected more or less equally suggests that the problem related to the construct may have been in the wording or feature of the construct, rather than the specific definition of a particular construct. No constructs were measured with the acceptable levels of reliability, and so none of the following analyses (Sections 4.5-4.8) examine the theoretical constructs directly, but rather what the twenty specific items were that were measured using these theoretical constructs. No constructs were dependable enough to warrant further direct analysis of the constructs, as unreliable measurement is well established to reduce and in some cases obscure true correlations between constructs (Oppenheim, 2002; Saunders, Lewis and Thornhill, 2019).
Table 3 Cronbach's Alpha Reliability Coefficients by Construct
	Construct
	Cronbach's Alpha
	No. of Items
	Reliability Rating

	Ethical Supply Chain Awareness
	0.024
	4
	Unacceptable

	Supply Chain Transparency
	0.002
	4
	Unacceptable

	Sustainability Awareness
	0.018
	4
	Unacceptable

	Perceived Fair Labour Practices
	0.052
	4
	Unacceptable

	Consumer Purchase Decision
	0.048
	4
	Unacceptable
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Figure 5 Internal Consistency Reliability by Construct (Threshold = 0.70)
[bookmark: _Toc240994544]4.5 Demographic Comparisons Across Constructs (Objectives 1-3)
The reliability finding of Section 4.4 raises an important next question: does the flat and undifferentiated pattern seen at the aggregate level apply to all the demographic subgroups, or is it hiding age, gender and/or education differences? This is evaluated here because the demographic of the sample is younger, more educated people (Section 4.2), and thus could skew the results to reflecting the descriptive pattern within the sample, rather than an actual trend in UK fast-fashion consumers. All five construct composites were significantly non-normally distributed (p<.001 for each construct composite) and so the primary tests reported are the Mann Whitney U test for the two categories in the Gender comparison, and the Kruskal-Wallis H test for the five in the comparisons between the Age Group and Education comparisons. The equivalents are parametric (independent t-tests and one-way ANOVAs) are reported alongside for clarity.
[bookmark: _Toc240994545]4.5.1 Gender
Table 4.4 is the male versus female responses for all five constructs. No statistically significant difference was found for any of the constructs: Ethical Supply Chain Awareness (Mann-Whitney U=3864.0, p=.103), Supply Chain Transparency (U=4970.0, p=.182), Sustainability Awareness (U=4113.5, p=.336), Perceived Fair Labour Practices (U=4466.5, p=.989) or Consumer Purchase Decision (U=4612.0, p=.707). All other t tests were performed with the assumption of equal variance, which was confirmed by a Levene's test, so the correlation between Transparency (p= .016) was calculated with a Welch-corrected t test. The small differences between the numerical means of the males and females (e.g. Female M=4.16, Male M=4.05 for Ethical Awareness), which appear on Figure 4.9, are expected due to sampling variation, and none is at a conventional statistically significant level, suggesting that there is no real difference between the male and female populations.
Table 4 Construct Comparison by Gender (Mann-Whitney U; Male n=104, Female n=86)
	Construct
	Male M (SD)
	Female M (SD)
	U
	p

	Ethical Awareness
	4.05 (0.46)
	4.16 (0.46)
	3864.0
	.103

	Transparency
	4.11 (0.43)
	3.99 (0.57)
	4970.0
	.182

	Sustainability
	4.01 (0.53)
	4.09 (0.51)
	4113.5
	.336

	Fair Labour
	4.04 (0.51)
	4.04 (0.61)
	4466.5
	.989

	Purchase Decision
	4.11 (0.49)
	4.09 (0.48)
	4612.0
	.707
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Figure 6 Construct Mean Scores by Gender
[bookmark: _Toc240994546]4.5.2 Age Group
The differences among the five age bands are compared in Table 4.5 and in Figure 4.10, by using Kruskal-Wallis H. No significant difference was found for Ethical Awareness (H (4) = 0.35, p=.987), Transparency (H (4) =0.97, p=.914), Perceived Fair Labour Practices (H (4)=2.56, p=.634) or Purchase Decision (H (4) =2.16, p=.706). Sustainability Awareness approached but did not reach significance (H (4) =8.60, p=.072; one-way ANOVA F (4,195) = 2.12, p = .080), with the youngest group (18-24, M=3.91) scoring descriptively lower than the 25-34 group (M=4.17). Noting this as a trend, not a proven effect: if the threshold was set at 5% then it is not possible to reject the null hypothesis of no difference in ages; and if five comparisons were made across constructs, this result is close enough to .05 to leave the reader with a sense of caution, not emphasis. Analysing all these age comparisons together does not indicate that there is a demographic skew inducing a uniform pattern as highlighted in Section 4.3, as each age group reports similar levels on each construct.
Table 5 Construct Means by Age Group and Kruskal-Wallis Test (N=200)
	Construct
	18-24
	25-34
	35-44
	45-54
	55+
	H(4)
	p

	Ethical Awareness
	4.07
	4.08
	4.09
	4.11
	4.13
	0.35
	.987

	Transparency
	4.05
	4.06
	4.02
	4.06
	4.13
	0.97
	.914

	Sustainability
	3.91
	4.17
	4.08
	3.96
	4.11
	8.60
	.072

	Fair Labour
	4.11
	4.04
	3.99
	4.16
	3.98
	2.56
	.634

	Purchase Decision
	4.11
	4.11
	4.18
	3.95
	4.09
	2.16
	.706
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Figure 7 Construct Mean Scores by Age Group
[bookmark: _Toc240994547]4.5.3 Highest Level of Education
In Table 4.6 and Figure 4.11, the five categories of education are compared. No construct showed a statistically significant difference: Ethical Awareness (H (4) = 3.79, p=.436), Transparency (H (4) = 1.81, p=.771), Sustainability Awareness (H (4) = 1.86, p=.761), Fair Labour Practices (H (4) = 4.22, p=.377) or Purchase Decision (H (4) = 5.84, p=.212). Descriptively, an apparent relationship exists between Postgraduate scoring and Ethical Awareness respondents (M=4.00) and Secondary-educated (M=4.19) which is contrary to the way it is expected that Higher education would be related to more ethical awareness; however, since this difference is not statistically significant it should be read only as descriptive observation and not as proof of a genuine relationship.
The overall pattern of uniform, high agreement that has been described (Section 4.3) is not a characteristic of this particular sample due to the fact that the demographic comparisons were made. Consistent by gender, age and education. This furthers, not diminishes, the confidence level of the interpretation in Section 4.4, which was that the flatness is a characteristic of the instrument within the entire sample, not a particular portion of that sample.
Table 6  Construct Means by Education Level and Kruskal-Wallis Test (N=200)
	Construct
	Secondary
	Diploma
	Undergrad
	Postgrad
	Other
	H(4)
	p

	Ethical Awareness
	4.19
	4.07
	4.08
	4.00
	4.29
	3.79
	.436

	Transparency
	4.14
	4.08
	4.02
	4.05
	3.96
	1.81
	.771

	Sustainability
	3.97
	4.09
	4.10
	3.97
	4.04
	1.86
	.761

	Fair Labour
	4.13
	4.00
	4.11
	3.95
	4.14
	4.22
	.377

	Purchase Decision
	4.02
	4.04
	4.18
	4.09
	3.96
	5.84
	.212
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Figure 8 Construct Mean Scores by Highest Education Level
To see if categorical groupings of the outcome variable was associated with the demographic category, this variable was divided into three bands that matched the approximate lower, middle and upper thirds of the composite score distribution (n=84, 93 and 23 per band) and cross-tabulated with Gender, Age Group and Education and association tested with Pearson's chi-square test of independence (χ2), which is a non-parametric test that independently compares frequencies across categories.
Even if significant Gender differences existed, the associated effect size would be between 0.037, Cramér's V, and be considered negligible because the significance is not met with the data found in Purchase Decision (Table 4.7, Figure 4.12). All the theoretical cell counts were more than 5, meeting the prerequisites of the test. This was not statistically significant, χ²(8, N=200) = 6.39, p = .603, but 3 of the 15 cells (20%) had an expected count below five at the conventional "cautious" threshold for interpretation of chi-square, so this result is limited to interpretation and not definitive. 6 of the 15 cells (40%) showed an expected count of less than 5; more than twice the limit for cells to be considered dependable for chi square analysis. This test is noted as not statistically valid due to the cell sizes of the data; this is not a statistically valid test as a larger sample size and/or a more generalized version of Education (which was not specified in the original analysis plan) would be required for a statistically valid test, changing the meaning of the Education category post hoc.
The overall results bolster the findings in Section 4.5 obtained by a statistically different approach, using mean differences as well as categorical association: The difference in demographic group membership does not reliably correlate with purchase-decision outcomes in this sample, evaluated as either differences or association with the groups. This is relevant to Objective 3, which looks whether sustainable retail practices do or do not make a meaningful difference to the perception of consumers within the populations sampled – on this basis it seems to make no difference but this is subject of the caveat regarding the limitations in terms of the instrument's reliability as described in Section 4.4.
[bookmark: _Toc240994548]4.6 Cross-Tabulation and Chi-Square Analysis (Objectives 2-3)
To test whether any differences in scores of the composite scores exist across the various education, age group or gender categories (see also Section 4.5), Consumer Purchase Decision was subdivided into roughly thirds (lower third, n=84; middle third, n=93; upper third, n=23) and cross-tabulated with the three remaining categories: Gender, Age Group, and Education. Association was then evaluated using Pearson's chi-square test of independence.
Even if the results did achieve significance there is a very low effect size due to the lack of a significant association between Purchase Decision and Gender: χ² (2, N=190) = 0.253, p=.881, Cramér's V=0.037 (Table 4.7, Figure 4.12). The assumptions of the test are met since all the cell counts are greater than 5. The association was also not significant among the age groups, but was suggestive with only three of the 15 cells (20%) having expected frequencies below 5, the typical critical value for small cell sizes when interpreting results of chi-square tests; caution should be used in interpreting this association due to the small cell sizes. Eleven of the fifteen cells (60%) had an expected count of 5 or more, while the other 6 (40%) had an expected count of less than 5, indicating that the expected percentage of such cells that will yield reliable chi-square results is far exceeded. This test was reported here rather than a potentially misleading statistic – a statistically valid test would necessitate either a larger sample or less precise classifications of Education into less categories; neither of these was done in this instance since they were not described in the original analysis plan and would change the meaning of this variable after the fact.
These findings complement the trend found in Section 4.5 above, as determined by an independent statistical method (mean differences as compared to categorical association) and the membership of demographic groups has no discernible link to purchase-decision results in this sample. This is especially relevant in relation to Objective 3 which concerns the degree to which sustainable retail practices impact on consumers' perception differently among the different population studied; on this basis, it is hard to suggest that in fact they do, but, as with the instrument in general, this conclusion must take account of the limitations and uncertainties revealed in Section 4.4.
Table 7 Chi-Square Tests of Association Between Purchase Decision Band and Demographic Category
	Comparison
	χ²
	df
	N
	p
	Cramér's V
	Valid?

	Purchase Band × Gender
	0.253
	2
	190
	.881
	0.037
	Yes

	Purchase Band × Age Group
	6.39
	8
	200
	.603
	0.13
	Caution (20% cells <5)

	Purchase Band × Education
	—
	8
	200
	—
	—
	No (40% cells <5)
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Figure 9 Purchase Decision Tertile Distribution by Gender
These results reinforce the pattern established in Section 4.5 through an independent statistical approach: whether evaluated as mean differences or as categorical association, demographic group membership shows no reliable relationship with purchase-decision outcomes in this sample. This matters directly for Objective 3, which asks whether sustainable retail practices' influence on consumer perception varies meaningfully across the population studied on this evidence, it does not appear to, though this conclusion is necessarily qualified by the instrument's reliability problems documented in Section 4.4.
[bookmark: _Toc240994549]4.7 Correlation Analysis (Objective 2)
In light of the agreement issue introduced in Section 4.4 and the failure to confidently define such relationships when no differentiation of the underlying demographic was found in Section 4.5 and 4.6, the purpose of this correlation analysis is to see if relationships between pairs of variables would be strongly enough correlated to withstand the measurement noise present already; not to confidently establish the relationship that the conceptual framework claims ought to exist. Four independent variables were calculated to check for their relationship with Purchase Decision with the help of Pearson's correlation coefficients (Table 4.8, Figure 4.6). The overall trend is not very strong, as would be expected from unreliable measurement: most correlations are less than 0.15 in absolute value, and unreliable measurements are mathematically limited from having high correlations with any reliable measurement.
However, this correlation is interesting because it is negative: Supply Chain Transparency negatively influences Purchase Decision (r=-0.146) even though it was a positive relationship that was hypothesized in Chapter 2 where it was theorized that transparency serves as a tool to increase trust (Montecchi, Plangger and West, 2021; Govindan, Shaw and Majumdar, 2021). This relationship is striking by its simplicity and comes from constructs which, even if they might have had similar reliability levels, are less likely to have produced correlations this high had they been of the opposite sign. If the reliability of the other three constructs was lowered by the influence of measurement error, a correlation as detectable as the one in this study and as negative as it is, is thought to indicate that the respondents are reacting to some other aspect of the constructs that is potentially more coherent, such as beliefs that disclosure claims are not credible, instead of more confidence in disclosure claims themselves (Muratore and Marques, 2022). By contrast, Ethical Supply Chain Awareness (r=0.099) and Sustainability Awareness (r=0.094) were slightly positively correlated, but weak in themselves to support the hypothesised model; essentially, around the Just Margins (r=-0.022).
Table 8 Pearson Correlation Matrix Between Study Variables (N=200)
	Construct
	Ethical
	Transparency
	Sustainability
	Labour
	Purchase

	Ethical
	1.000
	-0.023
	0.018
	0.024
	0.099

	Transparency
	-0.023
	1.000
	0.039
	0.206
	-0.146

	Sustainability
	0.018
	0.039
	1.000
	0.062
	0.094

	Labour
	0.024
	0.206
	0.062
	1.000
	-0.022

	Purchase
	0.099
	-0.146
	0.094
	-0.022
	1.000
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Figure 10 Correlation Matrix Heatmap Between Study Variables
[bookmark: _Toc240994550]4.8 Regression Analysis (Objectives 2-3)
To evaluate Objectives 2 and 3, the four independent variables were used in a multiple regression in which it was determined if the four independent variables (individually and collectively) could predict Purchase Decision once the effects of the other independent variables were accounted for. The overall modelling was not statistically significant: F(4,195)=2.03, p=.092, R²=0.040, Adjusted R²=0.020 (Table 4.9). When combined together, the four constructs that the dissertation was developed on account for around 96% of Purchase Decision variance, leaving the rest to be more than likely due to areas beyond the model like price, convenience and other fashion trends, brand image (Hanaysha, Al Shaikh and Alzoubi, 2021; Parsons et al., 2023).
Like in section 4.7, risk sharing remained true despite controlling the other three constructs and its negative correlation is statistically significant (B=-0.147, p=.041), which as mentioned earlier is consistent with the findings of section 4.7. Furthermore, this consistency over two independent analytical steps (bivariate correlation and multivariate regression) give reason to believe that this is a real, although limited, effect, rather than statistical noise, and which would not be likely to replicate exactly when more variables are added as a result of the "noise" that might result in this type of effect. There were no significant differences in the value of the coefficient reported obtained for Ethical Supply Chain Awareness L with B=0.098, p=.183, Sustainability Awareness L with B=0.094, p=.165 and Perceived Fair Labour Practices L with B=-0.0004, p=.995 (+, p<.05); the coefficient value obtained in Fair Labour Practices was negligible in magnitude and cannot be described as meaningfully positive or negative. Finally, the statistically significant constant (B=3.922, p<.001) indicates that the intercept level agreement measured in Section 4.3 exists in the model regardless of predictor scores (or for that matter the constructs measured by the predictors) thus further demonstrating that it is a general positive agreement that held rather than agreement on any specific aspect of the constructs measured by the predictors.
Table 9 Regression Model Summary
	R²
	Adjusted R²
	F
	df
	p

	0.040
	0.020
	2.028
	4, 195
	.092



Table 10 Multiple Regression Coefficients Predicting Consumer Purchase Decision Multiple Regression Coefficients Predicting Consumer Purchase Decision
	Predictor
	B
	p
	Significant (p<.05)

	(Constant)
	3.922
	<.001
	Yes

	Ethical Supply Chain Awareness
	0.098
	.183
	No

	Supply Chain Transparency
	-0.147
	.041
	Yes

	Sustainability Awareness
	0.094
	.165
	No

	Perceived Fair Labour Practices
	-0.0004
	.995
	No
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Figure 11 Regression Coefficients Predicting Purchase Decision (* = significant at p<.05)
[bookmark: _Toc240994551]4.9 Integrated Interpretation and the Attitude-Behaviour Gap (Objective 4)
The analyses in this chapter are presented sequentially as a unified argument, and not as six separate analyses. In section 4.3, the pattern was identified that nearly all participants agreed on the five constructs that were theoretically distinct. This uniformity was shown in Section 4.4 to be attributable to a measurement problem: those 20 items measure one attitude, not five. Then, in Section 4.5 and Section 4.6, each with two separate statistical methods (group comparison and categorical association), both results evaluated whether this uniformity might simply be a result of undifferentiated consumer sentiment that manifests itself in similar ways across the various groups and found no support for this explanation either direction. As in sections 4.7 and 4.8, this is a measure weakness and warrants weak correlation and a non-significant regression model, as it would do once unreliable measure of the variable is determined. The one relationship that did not fail, and just kept coming back in every situation Supply Chain Transparency and Purchase Decision was transformed into a negative relationship. The one relationship that did not fail at all nor in bivariate correlation nor in multivariate regression nor after accounting for demographic subgroups is Supply Chain Transparency negatively related to Purchase Decision.
This chain of evidence is directly related to Objective 4. The main conclusion of the chapter is not just that the regression model did not work (which is what most people are guessing) but that ethical awareness in this sample was viewed as a single, generalized attitude versus a series of individual and distinct factors that influence purchase behavior – and that this was uniform across each demographic in this sample. This is a more pronounced demonstration of the attitude–behaviour relationship than it is on the basis of a simple weak correlation finding, because it takes away one obvious alternative explanation that the pattern is being manifested in a particular demographic segment and adds weight to an argument that the gap is a general pattern of this sample and not a subgroup artefact (Carrington, Neville and Whitwell, 2014).
[bookmark: _Toc240994552]4.10 Summary of Findings Against Research Objectives
Table 11 Research Objectives Mapped to Findings, Evidence and Interpretation
	Objective
	Key Finding
	Supporting Analysis
	Statistical Evidence
	Interpretation

	Obj. 1: Examine consumer awareness
	Uniformly high self-reported awareness across all constructs, but instrument does not reliably separate them
	Descriptives (4.3); Reliability (4.4)
	Means 4.05-4.11; Alpha 0.002-0.052
	Self-report cannot be treated as valid differentiated measurement

	Obj. 2: Awareness-purchase relationship
	No significant demographic variation; weak, mostly non-significant bivariate and multivariate relationships
	Demographics (4.5); Crosstab (4.6); Correlation (4.7); Regression (4.8)
	All group tests n.s. (p>.07); r<.15 except Transparency; R²=.040, p=.092
	No reliable evidence of the hypothesised positive relationship

	Obj. 3: Sustainable retail practice influence
	Effect concentrated in Transparency only, and in the opposite direction to that hypothesised; no demographic moderation detected
	Regression (4.8); Demographics (4.5)
	B=-0.147, p=.041 (Transparency only)
	Influence is narrow, counter-intuitive, and consistent across subgroups

	Obj. 4: Attitude-behaviour gap
	High stated awareness combined with weak/non-significant purchase-decision links, uniform across demographic groups
	Integrated interpretation (4.9)
	Synthesis of 4.3-4.8
	Strong, generalisable evidence of the gap within this sample


[bookmark: _Toc240994553]4.11 Chapter Summary
This chapter presented the findings and interpretation for the 200 consumers that participated in this study from the UK, focusing on the four research objectives of the study, instead of focusing on the various statistical techniques as standalone methods. Agreement was obtained throughout on all five constructs (4.05-4.11/5) but the results of the reliabilities analysis indicate uniformity is due to a measurement problem as all α<0.06. This pattern was observed across demographic variables, gender (with Mann-Whitney U and Kruskal-Wallis H tests; and chi-square test in the case of categorical variables), as well as age and education; demographics were excluded as the cause of the pattern. The low statistically non-significant correlations and regression analysis between the constructs and the Purchase Decision suggests that the dimensions of Rewards and Recognition, Innovation Awareness, and Customer Satisfaction were not statistically significant predictors of Purchase Decision. The weak, mostly non-significant correlation and regression analysis between the constructs and Purchase Decision confirmed that Rewards and Recognition, Innovation Awareness, and Customer Satisfaction constructs were not statistically significant in predicting Purchase Decision, except for the Supply Chain Transparency construct, where the results were significant but contrary to the hypothesised direction. Put together these data unveiled a strong, demographically consistent evidence of the attitude behaviour gap central to Objective 4. The implications of these findings, such as those in which the current recommendations in Chapter 5 are based on this evidence, and those in which it must be updated or qualified based on the reliability information and demographic information developed here provided in this chapter.



[bookmark: _Toc240994554]Chapter 5: Conclusions and Recommendations
[bookmark: _Toc240994555]5.1 Introduction
Finally, the conclusions of this dissertation are drawn by interpreting the results of Chapter 4 on the research aim and five research objectives set in Chapter 1: To examine the impact consumer ethical awareness about ethical supply chain practices has on buying decisions in the UK fast fashion industry. The results of each objective are presented in Section 5.2. Theoretical contributions / Assistant reference is discussed in Section 5.3. Specific, evidence-based recommendations are included for each finding, from whose responsibility, and with which benefit, in Section 5.4. The limitations of the study are given in section 5.5, recommendations for future investigation are made in section 5.6, and finally a conclusion is synthesized and given in section 5.7.
[bookmark: _Toc240994556]5.2 Conclusions by Objective
[bookmark: _Toc239788078]Table 7 Research Objectives, Key Findings and Conclusions
	Research Objective
	Key Finding
	Conclusion

	Understand consumer awareness on ethical supply chain practices.
	Means of 4.05–4.11/5 across constructs, but Cronbach's Alpha 0.002–0.052 for all.
	Partially achieved. Awareness seems to be good, but not deemed to be reliable.

	Determine the connection between ethics and buying.
	r = 0.099; B = 0.098, p = 0.183.
	Not achieved. There was no significant relationship.

	Assess how sustainable retailing affects customers' perceptions.
	Sustainability: p = 0.165. Fair Labour: p = 0.995, r = -0.022.
	Not achieved. Both appealed to the child were nonsignificant.

	Research awareness and actual purchasing behaviours.
	High stated awareness vs. weak/non-significant purchase-decision links.
	Achieved evidence the attitude–behaviour gap itself.

	Make recommendations for more sustainable ways of doing retail.
	Awareness shows no link to purchase decision; Transparency shows a negative one.
	Achieved. This will be discussed in section 5.4 below.


There is only partial fulfilment of the objectives (self-reported awareness): reliability coefficients (Field, 2018) for near zero (reliability cannot be trusted as a true measurement of the underlying awareness). Results of Objective Two and Three failed to replicate as none of the three constructs assessing awareness (Ethical Awareness, Sustainability Awareness, Fair Labour Practices) explained significant variance in Purchase Decision after removing other explanatory variables. All evidence was not supportive of the hypothesis that purchasing is predicted by the awareness and sustainable retail practices constructs. Objective Four is obviously satisfied although not as hypothesised high object awareness coupled with low yet significant purchasing links, this is clearly indicative of the attitude–behaviour disconnect exemplified in this study (Carrington, Neville and Whitwell, 2014; ElHaffar, Durif and Dubé, 2020). The recommendations developed in Section 5.4 will be used to implement targeted strategies to achieve Objective 5 based on robust evidence.
[bookmark: _Toc240994557]5.3 Theoretical Contributions
While the framework given by the theory was not backed up with any empirical evidence, the findings here included extend the investigation of attitude–behaviour gap literature, which usually incorporates single-construct and qualitative studies, rather than multi-construct quantitative investigation, that is examined less frequently (McNeill and Moore, 2015; Papadopoulou, Papasolomou and Thrassou, 2022; Wiederhold and Martinez, 2018; Carrington, Neville and Whitwell, 2014). However, the strong negative correlation between Transparency and Purchase Decision suggests that the notion of straightforward trust creation by disclosure is complicated as described by Muratore and Marques (2022) who suggest that the inconsistent media coverage, and not the retailer disclosure is the factor that shapes the awareness. This implies that it is not obvious that the transparency–trust relationship is linear and uncomplicated as was suggested in Chapter 2. Lastly it is important to note that the problem of obtaining acceptable reliability even when items were derived from the literature provided a useful methodological tip-off for future research that is designed to develop instruments in this field with multiple constructs.
[bookmark: _Toc240994558]5.4 Managerial Recommendations
Each of the recommendations below is loosely tied to a specific finding, and identifies those who should implement it and the gain that will follow.
Recommendation 1: Prioritise disclosure credibility over volume
	Element
	Detail

	Finding
	The only predictor that was significant was transparency which was negative (B = -0.147, p = 0.041).

	Problem Identified
	While disclosure is thought to help build trust, the opposite might be true as well (Montecchi, Plangler and West, 2021) – the messaging may be a messages cape that's counter-factual.

	Recommendation
	Transparency statements on audit against a credibility checklist (name of auditors, date of the list of suppliers, certificate signed by a supplier); Followed by an A/B test of a selected number of product pages before rolling it out.

	Who Should Implement
	Sustainability/ESG communications, and marketing analytics.

	Expected Benefit
	Recognises what particular assertions that are not conveyed actually affect whom do they purchase?



Recommendation 2: Shifts spend from awareness to incentives
	Element
	Detail

	Finding
	Ethical Awareness and Sustainability Awareness were not significant even though there is high mean (p=0.183 and p=0.165 respectively).

	Problem Identified
	There is a high awareness to begin with - it's not about what we learn, it's about what we do.

	Recommendation
	Introduce a 'loyalty points' multiplier for specific verified ethical lines for a period of 3 months in a set of stores/websites decided within the store. Test an introductory 'loyalty points' multiplier within a subset of stores/websites defined within the store for 3 months on verified ethical lines.

	Who Should Implement
	Category managers, with the loyalty programme team.

	Expected Benefit
	Re-Tests price barriers to conversion of concern to purchase (McNeill and Moore, 2015).



Recommendation 3: Diagnose fair-labour messaging
	Element
	Detail

	Finding
	There was no decent relationship between Fair Labour Practices and Purchase Decision (p=0.995).

	Problem Identified
	Fuzzy about how worry is being impacted by this, or whether it is its own fault it's not working out.

	Recommendation
	Conduct focus groups (in the range 15–20 customers) to ascertain their awareness and confidence of the information on labour conditions they notice.

	Who Should Implement
	The customer insight/market research team or function.

	Expected Benefit
	Plans for future investment, instead of a straight line that has not shown to give a return.


Recommendation 4: Re-pilot the measurement instrument
	Element
	Detail

	Finding
	There were Cronbach's Alpha scores that were less than 0.06 on each construct.

	Problem Identified
	The scale is not an accurate measure to make decisions about.

	Recommendation
	Adapt an exploratory instrument designed using a pilot questionnaire of 50-100 individuals/companies to be republished (Oppenheim, 2002; Saunders, Lewis and Thornhill, 2019).

	Who Should Implement
	Market research team (in collaboration with academic/external partner).

	Expected Benefit
	Crafts future data to be credible, including assessing the effectiveness of Recommendations 1–3.



Recommendation 5: Correct the sample skew
	Element
	Detail

	Finding
	Sample was skewed towards younger and educationally higher people.

	Problem Identified
	The results might not be applicable to the entire customer base.

	Recommendation
	Stratify future samples by age (under 35, over 45) and education (less formal).

	Who Should Implement
	Customer data analytics team/CRM.

	Expected Benefit
	Generates performance that accurately reflects the overall performance of customers.


[bookmark: _Toc240994559]5.5 Limitations of Study
The most critical finding is reliability, as all five measurement constructs (α = 0.002–0.052) are well below the 0.70 standard (Field, 2018), and therefore the results of the correlations, the regressions and the recommendations should not be interpreted as being confirmatory, rather as exploratory; unreliable measurement weakens a true relationship and increases the likelihood of making both Type I and Type II errors because the researcher cannot be confident whether the measures actually tap the construct being measured. Finally, the non-probability sample used in this study, namely the 200 self-selected consumers from UK, also has a bias towards younger and more educated consumers limiting the generalisability of findings to those of fast fashion consumers (Neuman 2006). Because of the cross-sectional design, a cause-and-effect relationship between the variables studied cannot be drawn and self-report instruments, in the form of Likert scale items, can suffer from social desirability and common method bias (Oppenheim 2002), which can contribute to the discrepancy between high reported awareness and weak relationships with purchase decision. Finally, Purchase Decision was not measured as actual behaviour, as it is in purchase intention–behaviour studies but stated intention—an important difference with much of purchase intention–behaviour studies. Lastly, Purchase Decision was measured as stated intention instead of actual behaviour, which is the crux of the intention–behaviour gap (Wiederhold and Martinez, 2018). These restrictions make the determination of whether or not the independent variables actually do have very little effect on purchase decision difficult because this is also a study of the instrument's difficulty in being able to capture the variables as intended.
[bookmark: _Toc240994560]5.6 Future Research Directions
Future work needs to first be re-piloted with 50–100 respondents using exploratory factor analysis to overcome the problem of reliability, and then a larger probability (stratified) sample needs to be drawn that includes a greater proportion of other non-younger and less educated respondents. A qualitative or mixed methods follow-up (such as interviews or focus groups) could then help shed light on whether this was due to scepticism, information overload or some other mechanism that was not captured by the quantitative instrument and explain the findings of why higher levels of perceived Transparency corresponded to lower purchase decision scores. The cross-sectional and self-reported data used here would also not have established causality because of a lack of notion of the causal factors of actual purchasing behavior (or exposure to certain disclosures under controlled conditions) as in a longitudinal or experimental setting (Carfora, Buscicchio and Catellani, 2024).
[bookmark: _Toc240994561]5.7 Final Conclusion
This dissertation explored to what degree consumer ethics awareness affects a consumer's purchasing decision in the UK of fast fashion. Respondents reported high levels of awareness for all constructs but these exhibited weak, mostly non-significant relationships with the Purchase Decision, being the only significant and negative signed predictor Transparency. There were five objectives, achieved to a greater or less extent as described in Table 5.1. Considering these results and the reliability of the study alongside the limitations in the sampling of cases covered, the results can only be considered as limited support for the framework suggested here, but do support the attitude–behaviour mismatch zone is not affected as long as there is currently documented in the literature on ethical fashion. This study does not exaggerate the importance of awareness for purchase behaviour, but highlights the requirement of the retailers, policy and research makers to go beyond the awareness and move from structural, psychological and methodological aspects for ethical concern to be translated into ethical purchasing behaviour.
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This study is relevant because there is increasing public concern about sustainability, transparency, labor rights, and environmental responsibility in fashion supply chains. The findings may contribute to academic knowledge in consumer behavior and sustainable retailing while providing practical insights for fashion retailers seeking to strengthen ethical business practices. The study also has the potential to generate positive social and environmental impacts by supporting strategies that encourage more responsible consumer decision-making and sustainable consumption patterns.



(this box should expand as you type)

	3
	Approach

	Explain your approach and how you have designed:
· Clearly describe both the methodological framework for data collection (if applicable) and any specific analysis methods proposed, making it clear what specific techniques may be used
· Explain the reasons for their choice
· Explain how these are feasible, effective and proportionate to achieve your objectives  
· Identify any risks to delivery and how they will be managed   
· Explain how your approach will maximise translation of outputs into outcomes and impacts   


This study will adopt a positivist research philosophy and a deductive research approach. It will use a quantitative research design wherein an online questionnaire will be used as a survey instrument to gather primary data from UK consumers who regularly purchase fast fashion products.

The questionnaire will have Likert-scale questions on ethical awareness, perceptions of sustainability, and purchasing behaviour. About 150-200 participants will be recruited through convenience and purposive sampling techniques. Data will be analysed using SPSS and Microsoft Excel. Descriptive statistics, frequency analysis, correlation analysis, and crosstabulation techniques will be used to identify relationships between ethical awareness and purchasing behaviour.

The chosen methodology is justified on the grounds that it enables the collection of measurable data from a relatively large sample in a limited time frame. The major risks are low response rates and response bias. These will be managed through the anonymity of the respondents, their voluntary participation, and clear instructions in the survey. The findings will provide the evidence to base recommendations for retailers on improving sustainability engagement and ethical consumer participation.

(this box should expand as you type)

	4
	Location of research activity
Identify all locations where research activity will take place.

	
The research will be conducted online. Participants will be recruited through online platforms and social media channels within the United Kingdom. Data collection, storage, and analysis will be conducted remotely using secure digital systems.


(this box should expand as you type)



	5
	Will any of your research be undertaken outside of the UK?
	YES
	Click to continue to appendix 3
	NO
	Continue to the next section

	6
	Have you completed any of appendix 3? 
	YES
	☐
	NO
	☑



[bookmark: SEC_F]SECTION F: Research Methods 
	Will the research activity include:
	YES
	NO

	[bookmark: _Hlk153204538]1
	Use of a questionnaire or similar research instrument?
	☒
	☐

	2
	Use of interviews?
	☐
	☒

	3
	Use of focus groups?
	☐
	☒

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☒

	6
	Use of computer-generated log files?
	☐
	☒

	7
	Participant observation with their knowledge?
	☐
	☒

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

	14
	Administration of any substance, agent or placebo?
	☐
	☒

	15
	Working with live vertebrate animals?
	☐
	☒

	16
	Procedures that may have a negative impact on the environment?
	☐
	☒

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	☒

	Details of any other primary data collection method:



(this box should expand as you type)
	
	



SECTION G: Research Participants 

	Research participants include people who will be taking part in your research as providers of research data (e.g. being interviewed, answering questionnaires, or doing user testing of hardware or software). This includes animal participants.

	1
	Does your research involve human or non-human participants?
	YES
	Continue this section
	NO
	Click to continue to section N




	Participant numbers and source
How will you ensure an appropriately convened sample group in order to meet the aims of the research? Give details for subgroups separately, if appropriate. How will any potential pitfalls, for example dual roles or potential for coercion, be addressed?

	1
	How many participants will be recruited and how was the number decided upon?
	
Approximately 150-200 participants will be recruited for this study. This sample size is considered sufficient to provide meaningful quantitative data and facilitate statistical analysis of relationships between ethical awareness and purchasing behaviour among UK fast fashion consumers.



(this box should expand as you type)

	2
	Who will the participants be?
	
Participants will be adults aged 18 years and above who reside in the United Kingdom and have experience purchasing products from fast fashion retailers such as Zara, H&M, Primark, and Shein.

(this box should expand as you type)

	3
	How will you identify the participants?
	


Participants will be identified through online recruitment methods including social media platforms, consumer groups, and personal networks. Screening questions will be used to ensure participants meet the study criteria.

(this box should expand as you type)

	4
	Will you be excluding any groups of people, and if so what is the rationale for that?
	
Individuals under the age of 18 and those who have not purchased fast fashion products will be excluded from the study. This exclusion is necessary because the research focuses specifically on adult consumers with relevant purchasing experience.

(this box should expand as you type)

	5
	Will the research involve any element of deception?  If yes, please describe why this is necessary and whether participants will be informed at the end of the study
	

No deception will be used in this research. Participants will receive full information regarding the purpose and procedures of the study before participation.


(this box should expand as you type)

	6
	Describe whether participants will be able to withdraw from the study, and up to what point (eg if data is to be anonymised). If withdrawal is not possible, after a certain point, explain why not. 
	

Participants may withdraw from the study at any time before submitting their questionnaire responses. Once responses have been submitted and anonymised, withdrawal may no longer be possible because individual responses cannot be identified.


(this box should expand as you type)

	7
	How long will the participant have to decide whether to take part in the research?
	
Participants will be provided with a Participant Information Sheet and will have sufficient time to review the information before deciding whether to participate. Participation will only proceed after informed consent has been obtained.


(this box should expand as you type)

	8
	What arrangements have been made for participants who might have difficulties understanding verbal explanations or written information, or who have particular communication needs that should be taken into account to facilitate their involvement in the research?
	

The questionnaire will be written in clear and simple English. Participants may contact the researcher for clarification if required. Participation is voluntary, and respondents may discontinue participation at any time.





(this box should expand as you type)





SECTION H: Research with Vulnerable People 
	1
	Are your participants classed as vulnerable people?
	YES
	Click to continue to appendix 4
	NO
	Continue to the next section

	2
	Have you completed appendix 4? 
	YES
	☐
	NO
	☒




[bookmark: SEC_I]SECTION I: Research Involving Animals 
	1
	Are your participants non-human animals?
	YES
	Click to continue to appendix 5
	NO
	Continue to the next section

	2
	Have you completed appendix 5? 
	YES
	☐
	NO
	☒




[bookmark: SEC_K]SECTION J: Research with the Prison Service or the Probation Service
	1
	Are your participants staff or offenders within the Prison Service or the Probation service?
	YES
	Click to continue to appendix 6
	NO
	Continue to the next section

	2
	Have you completed appendix 6? 
	YES
	☐
	NO
	☒




[bookmark: SEC_J]SECTION K: Health and Social Care Research
	1
	Are your participants selected due to their health or social care needs?
	YES
	Click to continue to appendix 7
	NO
	Continue to the next section

	2
	Have you completed appendix 7? 
	YES
	☐
	NO
	☒




[bookmark: SEC_L]SECTION L: Types of Personal Data
	Personal Data
Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 and the Data Protection Act 2018)?
	YES
	NO

	[bookmark: _Hlk153191083]1
	Personal data means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants and transcription of such are considered to be personal data.
	☒

	☐

	
	If you ticked YES, provide a description of the data and explain why this data needs to be collected:
	
	

	


The study will collect limited personal data including age group, gender, education level, and consumer purchasing behaviour. These data are required to analyse demographic influences on ethical awareness and purchasing decisions. No identifying information such as names, addresses, or contact details will be collected.

(this box should expand as you type)



	Special Category Data 
Does the research involve the processing of special category data (as defined by the General Data Protection Regulation 2016 and the Data Protection Act 2018)?
	YES
	NO

	[bookmark: _Hlk153206093]2
	Racial or ethnic origin
	☐
	☒

	3
	Political opinions
	☐
	☒

	4
	Religious or philosophical beliefs
	☐
	☒

	5
	Genetic, biometric or health data
	☐
	☒

	6
	Sex life or sexual orientation
	☐
	☒

	7
	Trade union membership
	☐
	☒

	If you ticked YES to any of questions L2-L7, provide a description of the data and explain why this special category data needs to be collected to support the research and that it is in the public interest to do so:

	8
	





(this box should expand as you type)

	9
	Please describe how the research has been designed to gather the minimum amount of personal data necessary for the specified research purpose:

	


Only demographic information necessary for analysis will be collected. The questionnaire has been designed to avoid collecting unnecessary personal information and to minimise privacy risks.



(this box should expand as you type)

	10
	Demonstrate that the processing is not likely to cause substantial damage or distress to individuals and that their interests will be safeguarded:

	
The research poses minimal risk to participants. Data will be anonymised, securely stored, and used solely for academic purposes. Participation will be voluntary and confidential.



(this box should expand as you type)

	11
	Demonstrate that the data will not be used to take any action or make decisions in relation to the individuals concerned:

	
The data collected will not be used to make decisions about individual participants. Analysis will be conducted at an aggregate level only.




(this box should expand as you type)

	12
	Data should be anonymised wherever possible, either at point of capture or once collated. If the data cannot be anonymised, and if pseudonymisation is not possible, demonstrate why the that is possible.  If special category data cannot be anonymised, explicit consent to share that data must normally be obtained.

	


All responses will remain confidential and anonymous. Data will be stored securely on password-protected devices accessible only to the researcher and supervisor. Results will be reported in aggregate form without identifying individual participants.


(this box should expand as you type)

	13
	If special category data cannot be anonymised, will you obtain explicit consent to share that data?
	YES
	NO
	N/A

	
	
	☐
	☐
	☒



SECTION M: Participant Information and Consent 

	Information for participants
It is normally expected that those participating in research should do so having given their informed consent. If this is not appropriate or practical, explicit justification must be provided, in line with prevailing disciplinary conventions.  Please note however, that informed consent to participate in the research is separate from consent to process (e.g. collect, analyse, store, reuse or share) personal data, as the University’s lawful basis for processing personal data in research activities is part of its ‘public task’. 
	YES
	NO
	N/A

	[bookmark: _Hlk156475507]1
	Will you obtain written consent for participation?
	☒
	☐
	☐

	2
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	3
	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	4
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	5
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☒

	6
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	7
	Will participants be made aware of how you will treat any information that may reasonably by considered as confidential? 
	☒
	☐
	☐

	8
	If your research requires your participants to sign up for a service provided by an external company or organisation will you inform them that their data may be stored and processed outside UWTSD?
	☒
	☐
	☐

	9
	Will you give participants the UWTSD Privacy Notice for Research?
	☒
	☐
	☐

	If you have answered NO to any of questions M1-M8, please provide justification detailing why this is necessary for the research.  

	10
	



(this box should expand as you type)

	Informed consent: Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before the research begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded. 

	11
	
Before starting the questionnaire, participants will read a consent statement explaining the study purpose, voluntary participation, and withdrawal rights. By proceeding, participants confirm they are aged 18+ and consent to take part in this research. Consent will be recorded electronically through a mandatory agreement checkbox before accessing the survey.


(this box should expand as you type)

	Confidentiality: Confidential information refers to information that can be related to an identifiable individual, whether living or deceased, which is not in the public domain and which is given with the expectation that it will be kept confidential.  Under Common Law when an individual entrusts a researcher or research team with confidential information, the team must handle this in line with ‘reasonable expectations’. In other words, confidential information should only normally be shared when there would be ‘no surprises’ for the individuals concerned. Where participants would not expect the researcher to be sharing their confidential information with others, researchers can manage their expectations by informing them of their intentions (e.g. in the participant information sheet or during discussions about participation) and asking them if they are happy with these plans. They should understand what is being proposed and what this might mean for them, before they decide whether the researcher can share their confidential information with others.  

	Please detail how you will treat confidential information:

	12
	

All responses will remain anonymous and confidential. No personal identifiers will be collected. Data will be used only for academic purposes and stored securely on password-protected systems. Results will be reported in aggregated form only. By participating, respondents acknowledge that their information will be handled according to GDPR requirements.

(this box should expand as you type)

	Copies of any written consent form, written information and all other explanatory material should accompany this application. If you have included these then please list the documents included here.

	13
	Sample information sheets and consent forms are available from the University ethical review intranet page at https://intranet.uwtsd.ac.uk/research/research-integrity-and-ethics 


	14
	Consent form attached?
	YES
☒
	NO
☐
	N/A
☐



SECTION N: Research with Potential Military Application
	1
	Does your research have any potential military application?
	YES
	Click to continue to appendix 8
	NO
	Continue to the next section

	2
	Have you completed appendix 8? 
	YES
	☐
	NO
	☑



[bookmark: SEC_O]SECTION O: Use of Artificial Intelligence Tools
	Use of generative AI and other AI-based tools
There are a number of ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.

Will the research use AI tools to do any of the following:
	YES
	NO
	N/A

	1
	Capture data?
	☐
	☒
	☐

	2
	Generate and/or edit text?
	☐
	☒
	☐

	3
	Generate graphics?
	☐
	☒
	☐

	4
	Generate video?
	☐
	☒
	☐

	5
	Generate sound/music?
	☐
	☒
	☐

	6
	Generate code?
	☐
	☒
	☐

	7
	Generate synthetic data?
	☐
	☒
	☐

	8
	Analyse data?
	☐
	☒
	☐

	9
	Analyse personal or sensitive data?
	☐
	☒
	☐

	10
	Classify data?
	☐
	☒
	☐

	11
	Do you intend to use the free version of any AI tools?
	☐
	☒
	☐

	If you have answered YES to any of questions O1-O11, please provide justification detailing why this is necessary for the research.  

	12
	



(this box should expand as you type)




Section P: Research Data Management Plan

	1
	Data Summary

	· This study will collect primary quantitative data through an online questionnaire distributed to UK consumers who regularly purchase fast fashion products. The questionnaire will gather demographic information, including age group, gender, education level, and purchasing habits, alongside responses relating to ethical supply chain awareness, sustainability perceptions, and consumer purchasing behaviour. Secondary data will be obtained from peer-reviewed academic journals, books, and industry reports relating to ethical consumerism, sustainable retailing, and fast fashion supply chains.


	2
	Responsibilities

	· The researcher will be responsible for all aspects of data collection, storage, organisation, analysis, and disposal. 

	3
	Assessment of existing data

	· The research will utilise both primary and secondary data. Secondary data will be obtained from reputable academic databases, peer-reviewed journal articles, books, and industry publications. Existing literature will be critically reviewed to establish the theoretical foundation for the study and identify research gaps relating to ethical supply chain awareness and purchasing behaviour.

	4
	Management and curation of data

	· All data collected will be organised electronically using clearly labelled files and folders. Questionnaire responses will be downloaded from Google Forms and stored securely in Microsoft Excel and SPSS formats. Data files will be coded and organised systematically to facilitate efficient analysis and retrieval throughout the research process.

	5
	Quality assurance of data

	· Data quality will be maintained through careful questionnaire design and pilot testing before full distribution. A pilot study involving approximately 10–15 participants will be conducted to identify unclear questions and improve reliability. Completed questionnaires will be reviewed for completeness and consistency before analysis. Data entry and coding procedures will also be checked to minimise errors.

	6
	Short-term data storage

	· Research data will be stored on a password-protected personal computer and backed up using secure cloud storage where permitted by university policy. Access to the data will be restricted to the researcher and dissertation supervisor. All electronic files will be protected through secure passwords and appropriate security measures.

	7
	Long-term data storage and preservation 

	· Following completion of the dissertation, anonymised research data will be retained in accordance with University of Wales Trinity Saint David policies. Data will normally be retained for a period of five years after completion of the research before being securely deleted unless alternative institutional requirements apply.

	8
	Documentation and metadata

	· Research documentation will include the questionnaire instrument, participant information sheet, consent form, coding framework, data analysis outputs, and dissertation drafts. Appropriate file naming conventions and version control procedures will be used to ensure clear documentation throughout the project.

	9
	Data sharing

	· Only anonymised and aggregated findings may be shared through academic presentations, publications, or university repositories where appropriate. Individual participant responses will not be disclosed. Any future use of the data will comply with ethical approval conditions and data protection requirements.

	10
	Copyright and intellectual property ownership

	· Copyright relating to the dissertation and associated research outputs will remain with the researcher, subject to University of Wales Trinity Saint David regulations. All secondary sources used within the study will be appropriately acknowledged through academic referencing in accordance with APA 7th edition guidelines.

	11
	Resources

	· The research requires access to:
· 
· UWTSD Library databases
· Peer-reviewed academic journals
· Google Forms for questionnaire distribution
· SPSS for statistical analysis
· Microsoft Excel for data management
· Personal computer or laptop
· Secure internet access
· Cloud storage for data backup



SECTION Q: Risk Assessment 

	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	1
	Full risk assessment completed and appended? 
	YES
	NO

	
	
	☐
	☒

	Risks to participants, researchers, and the University 

	2
	Social risks: disclosures that could affect participants standing in the community, in their family and their job.
	YES
	NO

	
	
	☒
	☐

	Risk:

There are minimal social risks as the study does not require participants to disclose sensitive personal or reputational information. However, participants may feel mild discomfort when reflecting on their purchasing behaviour.
(this box should expand as you type)
	How will you address any risks?
This risk will be reduced through anonymity, voluntary participation, and clear assurance that responses will not be linked to their identity.

	3
	Legal risks: activities that could result in the participant, researchers and / or University committing an offence; activities that might lead to a participant disclosing criminal activity to a researcher which would necessitate reporting to enforcement authorities; activities that could result in a civil claim for compensation
	YES
	NO

	
	
	☒
	☐

	Risk:
There is a very low risk that participants may unintentionally disclose sensitive or unlawful purchasing or business-related behaviours during the survey.
(this box should expand as you type)
	How will you address any risks?
The questionnaire will avoid any questions about illegal activity. Clear instructions will state that participants should only provide general consumer opinions. All data will be anonymised and used only for academic purposes, ensuring no legal identification or reporting is possible.

	4
	Economic harm: financial harm to participant, researcher and / or University through disclosure or other event.
	YES
	NO

	
	
	☒
	☐

	Risk:

There is no direct economic risk; however, participants might feel concerned that their responses could indirectly affect their reputation as consumers if data is misused.
(this box should expand as you type)
	How will you address any risks?

This will be prevented by ensuring complete anonymity, secure data storage, and aggregation of results only. No individual responses will be linked to any person, organisation, or purchasing behaviour.

	5
	Reputational risk: damage to public perception of University or the University / researchers’ reputation in the eyes of funders, the research community and / or the general public.
	YES
	NO

	
	
	☒
	☐

	Risk:

There is a minimal risk that publication of findings could be misinterpreted and potentially reflect negatively on consumers or fast fashion brands.

(this box should expand as you type)
	How will you address any risks?


This will be managed by reporting only aggregated data and presenting findings in an academic, neutral manner. No brand or individual-level identification will be included, reducing any risk of reputational harm to participants or organisations.

	6
	Safeguarding risks:  Risk to young people, vulnerable adults and / or researcher from improper behaviour, abuse or exploitation. Risk to researcher of being in a comprising situation, in which there might be accusations of improper behaviour.
	YES
	NO

	
	
	☐
	☒

	Risk:



(this box should expand as you type)
	How will you address any risks?




	7
	Sensitive, embarrassing or upsetting topics. If research activity may include sensitive, embarrassing or upsetting topics or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities.  
	YES
	NO

	
	
	☐
	☒

	



(this box should expand as you type)

	
	Health and safety risks

	8
	Location hazards: for example: fire; visiting or working in participant’s homes; working in remote locations and in high crime areas; overseas travel; hot, cold or extreme weather conditions; working on or by water. Also hazardous work locations, such as construction sites, confined spaces, roofs or laboratories. For overseas travel, researchers will need to check country / city specific information, travel health requirements and consider emergency arrangements as part of their research planning. In all cases the University’s International Travel Policy must be followed.
	YES
	NO

	
	
	☐
	☒

	Risk:


(this box should expand as you type)
	How will you address any risks?




	9
	Activity hazards: for example: potentially mentally harmful activities; distressing and stressful work and content; driving; tripping, or slipping; falling from height; physically demanding work; lifting, carrying, pushing and pulling loads; night time and weekend working.
	YES
	NO

	
	
	☐
	☒

	Risk:



(this box should expand as you type)
	How will you address any risks?



	10
	Machinery and equipment: for example: ergonomic hazards, including computer workstations and equipment; contact with electricity; contact with moving, rotating, ejecting or cutting parts in machinery and instruments; accidental release of energy from machines and instruments.
	YES
	NO

	
	
	☐
	☒

	Risk:



(this box should expand as you type)
	How will you address any risks?


	11
	Chemicals and other hazardous substances: the use, production, storage, waste, transportation and accidental release of chemicals and hazardous substances; flammable, dangerous and explosive substances; asphyxiating gases; allergens; biological agents, blood and blood products. 
	YES
	NO

	
	
	☐
	☒

	Risk:


(this box should expand as you type)
	How will you address any risks?




	12
	Physical agents: for example: excessive noise exposure, hand-arm vibration and whole body vibration; ionising radiation; lasers; artificial optical radiation and electromagnetic fields
	YES
	NO

	
	
	☐
	☒

	Risk:


(this box should expand as you type)
	How will you address any risks?



	13
	Environmental risks: for example: accidental spillage of pollutants, damage to local ecosystems
	YES
	NO

	
	
	☐
	☒

	Risk:


(this box should expand as you type)
	How will you address any risks?






SECTION R: Disclosure and Barring Service

	Disclosure and Barring Service

	1
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	
	Does your research require you to hold a current DBS Certificate?
	☐
	☐
	☒

	2
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	




[bookmark: SEX_S]SECTION S: Declaration
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Policy which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 


	1
	Name of applicant
	Mohmmad Rahil Aabidhussain vahora

	2
	Electronic or written signature of applicant:
	Mohmmad Rahil Aabidhussain Vahora

	3
	Date
	8th June  2026

	4
	Name of Director of Studies
	Supervisor: Daniela Hellyer

	5
	Electronic or written signature of Director of Studies:
	[image: ]

	6
	Date
	8th June 2026



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	1
	☒
	I have read the guidance notes supplied before completing the form.

	2
	☒
	I have completed all relevant sections of the form in full.

	3
	☒
	I have attached a copy of the Participant Information Sheet (PIS) or Consent Form

	4
	☐
	I have attached a completed copy of the Trusted Research and Innovation Checklist (where applicable)

	5
	☐
	I have attached a full risk assessment (where appropriate) 

	6
	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice

	7
	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Data Management Policy

	8
	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Export Control Policy

	9
	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Open Access Research Policy

	10
	I have completed the following appendices:
	1
	☐
	2
	☐
	3
	☐
	4
	☐

	
	
	5
	☐
	6
	☐
	7
	☐
	8
	☐



	
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.







[bookmark: APP_1]APPENDIX 1 – Grant or Contract Funding

	A1.1
	Has your research been awarded external funding?
	YES
	☐
	NO
	☐

	A1.2
	Have you applied for funding / awaiting decision?
	YES
	☐
	NO
	☐

	A1.3
	Are you intending to apply for funding?
	YES
	☐
	NO
	☐

	A1.4
	[bookmark: _Hlk152243903]Funding Body
	

	A1.5
	Lead institution (grant holder)
	

	A1.6
	If awarded, grant reference
	

	A1.7
	If awarded, grant value
	

	A1.8
	If awarded, start date and duration
	



	
	
	
	
	


	Return to the main form






[bookmark: APP_2]APPENDIX 2: External Collaborative Research Activity

	INSTITUTION 1                        

	[bookmark: _Hlk152247185]A2.1
	Name
	


	A2.2
	Researcher name and position 
	


	A2.3
	Role in project (e.g. co-investigator)
	


	A2.4
	Contact e-mail address
	


	A2.5
	External Ethical Approval
Please detail the ethical approval required and arrangements for this partner. See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation. 
	Obtained?
	YES
	NO
	PENDING

	
	
	
	☐
	☐
	☐

	
	
	




	INSTITUTION 2                      

	A2.6
	Name
	


	A2.7
	Researcher name and position 
	


	A2.8
	Role in project (e.g. co-investigator)
	


	A2.9
	Contact e-mail address
	


	A2.10
	External Ethical Approval
Please detail the ethical approval required and arrangements for this partner. See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation. 
	Obtained?
	YES
	NO
	PENDING

	
	
	
	☐
	☐
	☐

	
	
	




	INSTITUTION 3                       

	A2.11
	Name
	


	A2.12
	Researcher name and position 
	


	A2.13
	Role in project (e.g. co-investigator)
	


	A2.14
	Contact e-mail address
	


	A2.15
	External Ethical Approval
Please detail the ethical approval required and arrangements for this partner. See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation. 
	Obtained?
	YES
	NO
	PENDING

	
	
	
	☐
	☐
	☐

	
	
	




Add additional collaborators as needed

	
	
	
	
	


	Return to the main form


[bookmark: APP_3]


APPENDIX 3: Research Undertaken Outside of the UK

	A3.1
	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. Describe the measures you have taken to comply with these and provide evidence of approvals etc. If you live in the country where you will do the research then please state this. If you have a local research supervisor or research advisor then please give their contact details here.

	



(this box should expand as you type)

	A3.2
	Responsible Research and Innovation
If research is taking place overseas please refer to the UWTSD Trusted Research and Innovation Policy and complete the Trusted Research and Innovation Checklist and submit it with this form.

	A3.3
	Confirm that you have read the Trusted Research and Innovation Policy
	☒



	If you are a postgraduate research student working with a research supervisor or research advisor at your local university then you do not need to fill in any more sections of this appendix.
If you are working in a research collaboration with an overseas partner please complete the remaining sections of this appendix.
	Return to the main form


[bookmark: _Hlk160779412]
	Organisational Details

	A3.4
	Name of Organisation 

	

	A3.5
	Country where organisation is based:

	

	A3.6
	Registration number and name of registration body (examples of relevant registration bodies are government, tax, corporation, charity, educational authority):

	

(this box should expand as you type)

	A3.7
	What is the legal status of the organisation? (for example: public university, private university, charity, private company, non-profit making company, government research organisation, independent research organisation) Please include the date of foundation. Note: We may be required to ask for evidence of this at a later stage.

	

(this box should expand as you type)

	A3.8
	Is your organisation affiliated to any other organisation? (i.e. is the organisation legally part of a larger organisation or a group of larger organisations).

	

(this box should expand as you type)

	A3.9
	Name(s) of investigators in the organisation who will be responsible for the collaborative research and innovation 

	

(this box should expand as you type)




	About New Partners

	A3.10
	Why does a partner want to work with you?

	

(this box should expand as you type)

	A3.11
	What are they expecting in return for their financial support or involvement?

	

(this box should expand as you type)


	A3.12
	Is the organisation associated with a country which may be viewed as hostile to the UK or one which has different democratic and ethical values from our own? If you have ticked YES, please briefly describe below how you will maintain the UK’s democratic and ethical values within the research.
	YES
	NO

	
	
	☐
	☒

	


(this box should expand as you type)

	A3.13
	Has due diligence into the partner identified any involvement in research on behalf of the military or police with links to a hostile state? If you have ticked YES, please summarise below how you will prevent information from this research from being released to these organisations.
	YES
	NO

	
	
	☐
	☒

	


(this box should expand as you type)

	A3.14
	Set within the context of any information gained from due diligence, could your research be misused or have unintended applications which would be negative? If you have ticked YES, please summarise below how this might occur.
	YES
	NO

	
	
	☐
	☒

	


(this box should expand as you type)

	A3.15
	Are there any legal, regulatory or university policy constraints on undertaking your research with this partner? If you have ticked YES, please summarise these below.
	YES
	NO

	
	
	☐
	☒

	


(this box should expand as you type)

	A3.16
	Having considered the answers to questions A3.10-A3.15, are there potential reputational or ethical risks to you or the university? If you have ticked YES, please summarise these risks below.
	YES
	NO

	
	
	☐
	☒

	


(this box should expand as you type)




	About Research Relationships
	YES
	NO

	A3.17
	Are the terms of any proposed Memorandum of Understanding (MoU) in keeping with the expectations of your department and university?
	☐
	☒

	A3.18
	Are you providing existing intellectual property (IP), research data, confidential or personally identifiable data to the project? If so, how is this going to be protected?
	☐
	☒


	


(this box should expand as you type)

	A3.19
	Who will own any IP that is generated?

	

(this box should expand as you type)

	A3.20
	What plans do you have in place for protecting the resulting IP?

	

(this box should expand as you type)

	A3.21
	What contractual requirements are you able to put in place to protect the interests of your academic institutions?

	

(this box should expand as you type)

	A3.22
	What access will the research partner have to your IT network? If they do have access, what broader visibility might this provide?

	

(this box should expand as you type)

	A3.23
	Is there any physical separation or protection required between research in similar fields?

	

(this box should expand as you type)




	About Existing Partners

	A3.24
	Would proceeding with the research raise potential conflicts of interest with existing research partners? If you have ticked YES, please explain these conflicts below.
	YES
	NO

	
	
	☐
	☒

	


(this box should expand as you type)

	A3.25
	Have you spoken with your existing partners about any potential conflict of interest? If you have ticked YES, please briefly summarise their response(s) below.
	YES
	NO

	
	
	☐
	☒

	


(this box should expand as you type)

	A3.26
	Does any non-disclosure agreement for this project include an expectation that you will need to provide visibility to existing partners? If you have ticked YES, please explain below how this will be managed.
	YES
	NO

	
	
	☐
	☒

	


(this box should expand as you type)

	A3.27
	Will this research breach any existing contractual agreements that you, your department or university already have? If you have ticked YES, please explain below how this will be managed.
	YES
	NO

	
	
	☐
	☐


	


(this box should expand as you type)



	
	
	
	
	


	Return to the main form





[bookmark: APP_4]APPENDIX 4: Research with Vulnerable People

	Will the research involve data processing involving the following data subjects:
	YES
	NO

	A4.1
	Children under 16
	☐
	☒

	A4.2
	Adults with learning disabilities
	☐
	☒

	A4.3
	Adults with other forms of mental incapacity or mental illness
	☐
	☒

	A4.4
	Adults in emergency situations
	☐
	☒

	A4.5
	Prisoners or young offenders
	☐
	☒

	A4.6
	Those who could be considered to have a particularly dependent relationship with the investigator, e.g. members of staff, students
	☐
	☒

	A4.7
	People who have not given their explicit consent to participate in the project
	☐
	☒

	A4.8
	People engaged in illegal activities
	☐
	☒

	A4.9
	Any other people who can be considered vulnerable in the context of this project
	☐
	☒

	Please justify the inclusion of the above people (if applicable), explaining why the research cannot be conducted on non-vulnerable people.

	A4.10
	



(this box should expand as you type)

	Please give details of extra steps taken to assure the protection of vulnerable people participating in the research.  You should describe any arrangements to be made for obtaining consent from a legal representative.

	A4.11
	



(this box should expand as you type)

	It is the researcher’s responsibility to check whether a DBS check (or equivalent) is required and to obtain one if it is needed. Please confirm:

	A4.12
	DBS Check required? 
	YES
	NO

	
	
	☐
	☒

	A4.13
	DBS certificate obtained? 
	YES
	NO
	N/A

	
	
	☐
	☐
	☒



	
	
	
	
	


	Return to the main form





[bookmark: APP_5]APPENDIX 5: Research Involving Animals
	The use of animals in research is tightly governed and monitored by law and by the Home Office, specifically under the Animals (Scientific Procedures) Act 1986 and its accompanying codes of practice and processes. The Act regulates procedures that are carried out on protected animals for scientific or educational purposes that may cause pain, suffering, distress or lasting harm. Under the Act, a protected animal is ‘any living vertebrate, other than man, and any living cephalopod’. The University does not hold a Home Office issued Establishment Licence and therefore researchers must ensure that any proposed work involving animals is either exempt from the Act or falls outside of its scope. Exempted research, for example involving routine veterinary practice or clinical veterinary research, may still require external ethical approval from the Royal Society of Veterinary Surgeons. When undertaking collaborative research involving animals, the UWTSD Research Ethics Committee must be assured that the partner institution(s) conform to the appropriate regulatory framework or legislation, and have approval from their local Research Ethics Committee. Any such work must follow the guidance of the National Centre for the Replacement, Reduction and Refinement of Animals in Research, known as the 3Rs.  In all cases, advise must be sought from INSPIRE for any proposed research involving animals, either at UWTSD, or by research collaborators in partnership with UWTSD. This should be at the very early stages of research design, so that an appropriate due diligence exercise can be undertaken.

	Will the research involve any work with any of the following animals (including observation in their natural habitat)
	YES
	NO

	[bookmark: _Hlk156319509]A5.1
	Any living vertebrates, other than humans?
	☐
	☒

	A5.2
	Any living cephalopods?
	☐
	☒

	A5.3
	[bookmark: _Hlk156462984]Has INSPIRE undertaken an initial due diligence exercise?
	☐
	☒

	A5.4
	[bookmark: _Hlk156464303]Due diligence assessment appended to this application?
	☐
	☒

	Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE. 

	[bookmark: _Hlk156464347]A5.5
	

(this box should expand as you type)



	
	
	
	
	


	Return to the main form





[bookmark: APP_6]APPENDIX 6: Research with Staff or Offenders in Prison Establishments and Probation Services 

	Research with staff and/or offenders in prison establishments, the Probation Service or within His Majesty’s Prison and Probation Services requires additional approvals.

	Will the research involve any of the following?
	YES
	NO

	A6.1
	Staff in prison establishments
	☐
	☒

	A6.2
	Offenders in prison establishments
	☐
	☒

	A6.3
	The Probation Service
	☐
	☒

	A6.4
	His Majesty’s Prison and Probation Services
	☐
	☒

	All researchers wanting to conduct research with staff and/or offenders in prison establishments, the Probation Service regions or within HM Prison and Probation Service (HMPPS) Headquarters are required to formally apply for research approval to the HMPPS National Research Committee (NRC). Before doing so, INSPIRE must undertake an initial due diligence exercise. If you have not contacted INSPIRE, please do so immediately. If YES to any of the above, please confirm:

	A6.5
	[bookmark: _Hlk156464314]Has INSPIRE undertaken an initial due diligence exercise?
	☐
	☒

	A6.6
	Have you applied to the HMPPS National Research Committee (NRC)?
	☐
	☒

	A6.7
	Has HMPPS National Research Committee approval been granted? If yes, please append to this application. 
	☐
	☒

	A6.8
	Due diligence assessment appended to this application?
	☐
	☒

	Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE. 

	A6.9
	




(this box should expand as you type)



	
	
	
	
	


	Return to the main form





[bookmark: APP_7]APPENDIX 7:  Health and Social Care Research 
	All health and social care research must have a sponsor as defined by the Health Research Authority UK Policy Framework for Health & Social Care.  The University will under no circumstances act as the sponsor of health and social care research (i.e. that which requires approval by a NHS Research Ethics Committee). In all cases, therefore, an appropriate collaborating partner must lead the research.  Any health and social care research therefore requires an initial due diligence exercise, which will be undertaken by INSPIRE. The purpose of the due diligence exercise is to ensure that the University has the capability to undertake the research, either independently or in collaboration with research partners. This will include advice on suitable collaborative arrangements and the appropriate involvement of UWTSD researchers in the proposed research study.  This is likely to apply to the following areas:

	Will the data processing involve:
	YES
	NO

	A7.1
	Participants who have been recruited on the basis of medical and health conditions, life stage or other physical or mental attribute.
	☐
	☒

	A7.2
	Participants who will engage in physical exercise, activity or exertion of any kind, or who use exercise equipment, assistive devices or other apparatus for the purposes of the research study. This includes interventions that are minimally invasive.
	☐
	☒

	A7.3
	Patients and users of the NHS (including NHS patients treated in the private sector).
	☐
	☒

	A7.4
	Individuals identified as potential participants because of their status as relatives or carers of patients and users of the NHS.
	☐
	☒

	A7.5
	Patients who are cared for in private and voluntary sector nursing homes.
	☐
	☒

	A7.6
	Confidential patient information.
	☐
	☒

	A7.7
	Clinical trial of a medicinal product or medical device.
	☐
	☒

	A7.8
	Access to organs or other bodily material of past and present NHS patients, or any material consisting of or containing human cells.
	☐
	☒

	A7.9
	Use of human tissue (including non-NHS sources) where the collection is not covered by a Human Tissue Authority licence.
	☐
	☒

	A7.10
	Foetal material and IVF involving NHS patients.
	☐
	☒

	A7.11
	The recently deceased under NHS care.
	☐
	☐

	A7.12
	NHS staff or premises.
	☐
	☒

	A7.13
	Practising midwives conducting a clinical trial.
	☐
	☒

	A7.14
	Investigational medicinal product.
	☐
	☒

	A7.15
	Medical devices that are not CE-marked or CE-marked medical devices that have been modified or are being used for a new purpose.
	☐
	☒

	A7.16
	Exposure to ionising radiation.
	☐
	☒

	A7.17
	Other health and social care related research.
	☐

	☒


	Please specify 



(this box should expand as you type)
	
	

	Researchers proposing to work on projects involving health and social care research must check whether their study meets the HRA definition of research and whether it should undergo ethics review by a NHS Research Ethics Committee. If you have answered YES to any of questions A7.1-A7.17 then this is likely to be the case and sponsorship by a third party will be required. This can be checked via the Health Research Authority’s Decision Tool : https://www.hra-decisiontools.org.uk/research/  

	A7.18
	Does the research meet the HRA definition of research?
	YES 
	NO
	N/A

	
	
	☐
	☐
	☒

	A7.19
	Is the Research being sponsored by a collaborating partner?
	YES 
	NO
	N/A

	
	
	☐
	☐
	☒

	A7.20
	Has NHS ethics approval been granted?
	YES 
	NO
	N/A

	
	
	☐
	☐
	☒

	A7.21
	Has INSPIRE undertaken an initial due diligence exercise?
	YES 
	NO

	
	
	☐
	☒

	Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE. If you have not contacted INSPIRE, please do immediately. 

	A7.22
	




(this box should expand as you type)



	A7.23
	Have you been granted NHS ethical approval?
	YES
	Click to continue to Section R
	NO
	Return to the main form






[bookmark: APP_8]APPENDIX 8: Export Control for Research with Potential Military End Uses
	Export controls apply to the physical, electronic or oral transmission outside the UK of applied research, sensitive technology, software and equipment that could potentially be misused, either directly or indirectly, for military purposes. These legal controls are a serious obligation and UWTSD researchers must actively manage the risks of these being misused to fuel conflict, threaten national security, support terrorism and crime, violate human rights or proliferate Weapons of Mass Destruction.  UWTSD’s Export Control Policy provides a clear six step process to determine if your research is covered by export controls. Please complete the following screening to judge if you need to compete a full export control assessment. If you are in any doubt, then please contact INSPIRE. Any research in UWTSD involving the following high-risk areas must be screened.
Will the research involve:

	Defence
	YES
	NO

	A8.1
	Military equipment and munitions
	☐
	☒

	A8.2
	Defence equipment, including satellites
	☐
	☒

	A8.3
	Technical data, including some border and port information
	☐
	☒

	A8.4
	Dual use research
	☐
	☒

	Materials and Technologies
	YES
	NO

	A8.5
	Nuclear materials, facilities and equipment
	☐
	☒

	A8.6
	Chemicals, microorganisms and toxins
	☐
	☒

	A8.7
	Electronics design, development and production
	☐
	☒

	 A8.8
	Computers
	☐
	☒

	A8.9
	Telecommunications
	☐
	☒

	A8.10
	Sensors and lasers
	☐
	☒

	A8.11
	Navigation and avionics
	☐
	☒

	A8.12
	Marine technology
	☐
	☒

	A8.13
	Composite materials
	☐
	☒

	A8.14
	Aerospace and propulsion
	☐
	☒

	Sensitive Information
	YES
	NO

	A8.15
	Cryptology
	☐
	☒

	A8.16
	Counterterrorism
	☐
	☒

	A8.17
	Counternarcotics
	☐
	☒

	A8.18
	Cyber-related
	☐
	☒

	A8.19
	Non-proliferation
	☐
	☒

	A8.20
	Transnational criminal organisations
	☐
	☒





	Genetic Resources
	YES
	NO

	A8.21
	Genetic material of actual or potential value
	☐
	☒

	A8.22
	Organisms, or parts thereof
	☐
	☒

	A8.23
	Populations (or organisms)
	☐
	☒

	A8.24
	Other biotic components of ecosystems
	☐
	☒

	A8.25
	Domesticated or cultivated species in which the evolutionary process has been influenced by humans
	☐
	☒



	Will you be exporting military or dual-use technology, now or possibly in the future? This information may take many forms, including:
	YES
	NO

	A8.26
	Physical transfer of goods, technologies, material or equipment
	☐
	☒

	A8.27
	Blueprints
	☐
	☒

	A8.28
	Plans
	☐
	☒

	A8.29
	Diagrams
	☐
	☒

	A8.30
	Models
	☐
	☒

	A8.31
	Formulae
	☐
	☒

	A8.32
	Tables
	☐
	☒

	A8.33
	Engineering designs and specifications
	☐
	☒

	A8.34
	Manuals and instructions
	☐
	☒

	A8.35
	Software
	☐
	☒

	A8.36
	Know-how
	☐
	☒



	Will your project transfer technology using any of the following physical methods?
	YES
	NO

	A8.37
	USB flash drives
	☐
	☒

	A8.38
	Portable hard drives
	☐
	☒

	A8.39
	Laptops
	☐
	☒

	A8.40
	Tablets
	☐
	☒

	A8.41
	Intangible forms by using electronic media, such as email, phone storage and cloud file sharing
	☐
	☒

	A8.42
	Physical exports
	☐
	☒



	Will your project involve any of the following?
	YES
	NO

	A8.43
	Oral transfer by phone or videoconferencing or presentations
	☐
	☒

	A8.44
	Travelling overseas for any purpose, while unintendingly carrying any of the above.
	☐
	☒

	A8.45
	Will you be hosting foreign visitors?
	☐
	☒





	If you answer YES to any of questions A8,1-A8.45 then you should complete a full export control assessment and append that to this application. Before doing this please contact INSPIRE who will advise further.
	YES
	NO

	A8.46
	Full export control assessment required?
	☐

	☒


	A8.47
	Full export control assessment completed?
	☐

	☒


	A8.48
	Full export control assessment appended?
	☐

	☒




	
	
	
	
	


	Return to the main form





		
Consent Form Guidelines 

The informed consent process requires that prospective participants are provided with as much information as possible about a research project in order that they and / or their legal guardians / advocates can make an “informed decision” about whether or not they want to take part in the project. 

Consent forms should be provided after the participant has read and had time to consider all the information provided on the participant information sheet. With this in mind, this document has been produced to act as guidance for staff and students when designing their consent forms. 

General Information

The design of your consent form should reflect the nature of the research study. Some consent forms may therefore need to be more detailed than others; or may use graphics rather than just text. If you are researching a vulnerable population or working with children please adapt your consent forms to the appropriate language and layout. 

Consent forms should be signed and dated by the participant – or witnessed in the case of verbal assent - and name of person taking consent and stored securely for the appropriate amount of time. 

In the case of online studies involving anonymous data collection at a single time point, it is good practice to create an introductory information page where participants can read information on the study and then tick a box to indicate understanding of the information and agreement to take part in the study.

Please see below the UWTSD Consent Form template which consist of mandatory statements which apply to each research project. Appendix 1 details optional statements which apply only to specific studies. Please read these carefully and add any that are appropriate to your research project. 

Please note:
 
· If an amendment to a document is made, the version number and date must also be amended.
· Failure to include version dates will slow up the approval process as they will be sent back to the researcher for amendment.

It is essential that any logos, project titles, contact details, etc. are consistent across all documents, and that a record of the changes to documents is logged through version numbers and dates for each document.

The template provided on the following pages reflects the best practice in research ethics and data protection for most studies. However, for some studies it may be necessary to include additional consenting statements (for example, to obtain specific consent for transferring personal data outside the UK and EU); or to deviate from the University template in order to ensure that the consent form is suitable for the study population (for example, research involving children). Additional consent statements and examples of tailored consent forms for specific groups can be found in the appendices.





Participant consent form
Version number & date: 
Research ethics approval number: 
Title of the research project: consumer awareness of ethical supply chain practices and its influence on purchase decisions in the UK fast fashion sector.
Name of researcher(s): Mohmmad Rahil Aabidhussain Vahora
										     Please initial box
1. I MRAV confirm that I have read and have understood the information sheet dated 8th June 2026 for the above study, or it has been read to me. I have had the opportunity to consider the information, ask questions and have had these answered satisfactorily.


2. I, MRAV understand that taking part in the study involves Survey, quantitative  data will be used. 
3. I MRAV understand that my participation is voluntary and that I am free to stop taking part and can withdraw from the study at any time without giving any reason and without my rights being affected.  In addition, I understand that I am free to decline to answer any particular question or questions.

4. I MRAV understand that I can ask for access to the information I provide and I can request the destruction of that information if I wish at any time prior to 25th of September. I understand that following date I  will no longer be able to request access to or withdrawal of the information I provide.

5. I MRAV understand that the information I provide will be held securely and in line with data protection requirements at the UWTSD until it is fully anonymised and then deposited in the UWTSD research data repository for sharing and use by other authorised researchers to support other research in the future.

6. I MRAV understand that signed consent forms and questionnaires will be retained in within the United Kingdom until the dissertation submission.

7. I MRAV agree to take part in the above study.


Mohmmad Rahil Aabudhussain Vahora		8th June 2026	  Mohmmad Rahil Aabid hussain Vahora
Participant name				Date			Signature

__________________________		__________		______________________
Name of person taking consent			Date			Signature
Principal Investigator					Student Investigator
[Name]							[Name]
[Work address]						[Work address]
[Work telephone]					[Work telephone]
[Work email]						[Work email]


Appendix 1: Optional statements (choose as appropriate)

This section provides examples of statements that may be appropriate to specific types of studies; but which will not be appropriate to all studies. Please read the sections below carefully and consider which statements are relevant to include in your study.


Situations where the participant information sheet has been read to aloud to the participant [add the following statement above the signature line]

I have accurately read out the information sheet to the potential participant and, to the best of my ability, ensured that the participant understands to what they are freely consenting:


[bookmark: _Hlk179364835]Transferring personal data outside the EU

I agree for my personal data to be transferred outside of the EU and I have been informed of the safeguards in place to protect my personal data when it is transferred.



Transferring personal data outside the UK

I agree for my personal data to be transferred outside of the UK and I have been informed of the safeguards in place to protect my personal data when it is transferred.





Open data and data sharing

I understand that the information I provide will be held securely at the UWTSD until it is [fully anonymised] and then deposited in the [Archive] for sharing and use by other authorised researchers to support other research in the future.


I understand that other authorised researchers may use my words in publications, reports, webpages, and other research outputs, only if they agree to preserve the confidentiality of the information as requested in this form. 


I understand that personal information collected about me that can identify me, such as my name or where I live, will not be shared beyond the study team. 



Audio / video recordings 

I understand and agree that my participation will be [audio recorded / video recorded] and I am aware of and consent to your use of these recordings for the following purposes: [specified purposes].


Storage of documents

I understand that signed consent forms and [original audio/video recordings/ questionnaires] will be retained in [specify location and who has access to data] until [specific relevant period].   


I understand that a transcript of my interview will be retained for [specific relevant period].  



Exclusion criteria

I understand that I must not take part if… [list exclusion criteria, for example pregnancy].



Risk to participants

I understand that taking part in the study has [description of risk] as a potential risk.



Affording participants the opportunity to receive a copy of the report

The information you have submitted will be published as a report; please indicate whether you would like to receive a copy.



Confidentiality of the data

I understand that my responses will be kept strictly confidential. I give permission for members of the research team to have access to my fully anonymised responses. I understand that my name will not be linked with the research materials, and I will not be identified or identifiable in the report or reports that result from the research. 


I understand that confidentiality and anonymity will be maintained and it will not be possible to identify me in any publications [Explain the possible anonymity options that you are offering participants and provide appropriate tick box options accordingly].



Disclosure of criminal activity 

I understand that the confidentiality of the information I provide will be safeguarded and won’t be released without my consent unless required by law. I understand that if I disclose information which raises considerations over the safety of myself or the public, the researcher may be legally required to disclose my confidential information to the relevant authorities. 



Use of quotes and fully identifiable information

I agree that my information can be quoted in research outputs such as [list research outputs].


I would like my name used and I understand and agree that what I have said or written as part of this study will be used in reports, publications and other research outputs so that anything I have contributed to this project can be recognised.


 I agree that my real name can be used for quotes.



Health-related findings in research

I agree for my GP to be contacted if any unexpected results are found in relation to my health.



Re-contacting participants for the purpose of inviting them to take part in future studies

I agree to being contacted at a later date and invited to take part in future studies. I understand that I am only agreeing to receive information and I am under no obligation to take part in any future studies. If you decide not to consent to being contacted in the future it will not have any influence on your involvement in this particular research study [and will not affect any standard of care that you receive (if relevant)].



For human material projects only:


I agree to gift my samples to UWTSD and I consent to the storage and use of my samples for future unspecified research, including genetic analysis. 


I agree to gift my samples to UWTSD l and I consent to the storage and use of my samples for future unspecified research.


The potential benefits of storing my [sample] for future research have been explained to me and I consent to the use of my [sample] with ethical committee approval: 


I.	For future similar studies 


II.	For future unspecified research 


III.	For future unspecified studies including genetic analysis* [if appropriate]


IV.	For future unspecified studies including commercial research* [if appropriate]


V.	For future unspecified studies including non-human models* [if appropriate]


VI.	I do not wish my [Sample] to be used for any purpose other than this study.


I understand that I will not profit from any commercial research involving my [sample].



I agree to being contacted at a later date and invited to take part in future studies of a similar nature.

I understand that I am only agreeing to receive information and I am under no obligation to take part in any future studies. If you decide not to consent to being contacted in the future it will not have any influence on your involvement in this particular research study [and will not affect any standard of care that you receive].



I agree to being contacted at a later date and invited to take part in future studies. I understand that I am only agreeing to receive information and I am under no obligation to take part in any future studies. If you decide not to consent to being contacted in the future it will not have any influence on your involvement in this particular research study [and will not affect any standard of care that you receive]. 



I agree that my current and historical medical records may be accessed for the purpose of this study/this and future studies by members of the NHS Trust or regulatory authorities. 




I understand that any samples or information given to research groups will be anonymised and my identity will be protected. 


I understand that I am free to withdraw my consent and request destruction of my [sample] without giving a reason and without my medical treatment or legal rights being affected.




Appendix 2: Example participant consent forms

Examples of participant consent forms can be accessed through the following links:

· Health Research Authority
· UK Data Service

Examples of age appropriate consent forms for children can be found using the below resources:

· Health Research Authority
· Global Kids Online


UWTSD example child assent form

A bit for the researcher / your class teacher / your parent or guardian to fill in:

I have witnessed ________________________________ give their verbal assent to participating in this study. 


Name and occupation (researcher/teacher/parent or guardian) of witness:

_____________________________________________________________________________

Signature:____________________________________________________________________

Date:_________________________________________________________________________
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[bookmark: _Toc240994565]Participant Information Sheet
[bookmark: _Toc240994566]Research Project Title
Consumer Awareness of Ethical Supply Chain Practices and Its Influence on Purchase Decisions in the UK Fast Fashion Sector
[bookmark: _Toc240994567]Invitation to Take Part
You are being invited to participate in a research study as part of a postgraduate dissertation at the University of Wales Trinity Saint David (UWTSD). Before deciding whether to participate, it is important that you understand why the research is being conducted and what your participation will involve.
Please read this information carefully and take time to consider whether you would like to participate. If anything is unclear or you would like further information, please contact the researcher using the details provided below.
[bookmark: _Toc240994568]Who Is Organising the Research?
This research is being conducted by:
Student Researcher:  Mohmmad Rahil Aabidhussain Vahora
Programme: MBA 
University: University of Wales Trinity Saint David (UWTSD)
Supervisor: Daniela Hellyer 
[bookmark: _Toc240994569]Who Has Ethically Reviewed the Project?
This project has been reviewed and approved by the University of Wales Trinity Saint David Research Ethics Committee. The approval process helps ensure that the research is conducted responsibly and that participants' rights, privacy, and wellbeing are protected throughout the study.
[bookmark: _Toc240994570]What Is the Purpose of the Project?
The purpose of this study is to investigate how consumer awareness of ethical supply chain practices influences purchasing decisions within the UK fast fashion industry.
Fast fashion retailers such as Zara, H&M, Primark, Boohoo, and Shein have become increasingly popular due to their affordability and rapid product turnover. However, concerns have been raised regarding environmental sustainability, labour conditions, and ethical sourcing practices within their supply chains.
This research seeks to understand whether consumers are aware of these issues and whether such awareness influences their purchasing behaviour. The findings may contribute to academic knowledge relating to consumer behaviour, ethical consumption, and sustainable retailing, while also providing practical recommendations for fashion retailers.
The study is expected to be completed within approximately nine weeks.
[bookmark: _Toc240994571]Why Have I Been Chosen?
You have been invited to participate because you:
· Are aged 18 years or above;
· Reside within the United Kingdom;
· Have purchased products from fast fashion retailers such as Zara, H&M, Primark, Boohoo, or Shein.
The study aims to recruit approximately 150–200 participants who meet these criteria.
[bookmark: _Toc240994572]Do I Have to Take Part?
No. Participation is entirely voluntary.
It is your decision whether to participate. If you decide to take part, you will be asked to provide informed consent before completing the questionnaire.
Choosing not to participate will have no negative consequences and will not affect your relationship with the University of Wales Trinity Saint David in any way.
[bookmark: _Toc240994573]Can I Change My Mind About Taking Part?
Yes.
You are free to withdraw from the study at any time before submitting your questionnaire responses without providing a reason.
[bookmark: _Toc240994574]If I Change My Mind, What Happens to My Information?
If you withdraw before submitting your questionnaire, no information will be retained.
Once responses have been submitted anonymously, it may not be possible to identify and remove individual responses because no personal identifying information will be collected.
[bookmark: _Toc240994575]What Will Taking Part Involve?
Participation involves completing an online questionnaire using Google Forms.
The questionnaire contains questions relating to:
· Consumer awareness of ethical supply chain practices;
· Sustainability perceptions;
· Ethical sourcing awareness;
· Purchasing behaviour within the fast fashion sector;
· Basic demographic information.
The questionnaire is expected to take approximately 10–15 minutes to complete.
[bookmark: _Toc240994576]Will I Be Reimbursed for Taking Part?
No financial compensation or incentives will be provided for participation in this study.
Participation is entirely voluntary.
[bookmark: _Toc240994577]What Are the Advantages and Possible Disadvantages of Taking Part?
[bookmark: _Toc240994578]Advantages
Although there are no direct personal benefits from participating, your responses may contribute to a better understanding of ethical consumer behaviour and sustainable retail practices within the UK fashion industry.
The findings may help retailers improve transparency, sustainability initiatives, and ethical supply chain management.
[bookmark: _Toc240994579]Possible Risks
The study presents minimal risk.
No sensitive personal information will be collected, and participants will only be asked about their opinions, attitudes, and purchasing behaviours.
Participants may discontinue participation at any time if they feel uncomfortable.
[bookmark: _Toc240994580]What Information Will Be Collected?
The study will collect:
· Age group;
· Gender;
· Education level;
· Fast fashion purchasing habits;
· Awareness of ethical supply chain practices;
· Attitudes towards sustainability;
· Purchasing decision factors.
This information is necessary to understand how demographic characteristics and ethical awareness influence purchasing behaviour.
[bookmark: _Toc240994581]Will I Be Recorded?
No.
The study does not involve interviews, focus groups, audio recording, video recording, or photography.
Only questionnaire responses will be collected.
[bookmark: _Toc240994582]How Will My Information Be Managed?
The University of Wales Trinity Saint David is the Data Controller for this research.
All information collected during the study will be handled in accordance with:
· UWTSD Research Ethics Guidelines;
· UK General Data Protection Regulation (UK GDPR);
· Data Protection Act 2018.
Only information necessary for the purposes of the study will be collected.
[bookmark: _Toc240994583]Publication of Results
The findings may be included within:
· A postgraduate dissertation;
· Academic presentations;
· Academic publications where appropriate.
All results will be presented in anonymous and aggregated form.
Individual participants will not be identifiable in any reports or publications.
[bookmark: _Toc240994584]Security and Storage of Information
Research data will be:
· Stored on password-protected devices;
· Protected through secure electronic storage systems;
· Accessible only to the researcher and dissertation supervisor;
· Retained in accordance with university data retention policies.
No personal identifying information will be collected.
[bookmark: _Toc240994585]Sharing Information
Research data will not be shared with external organisations in an identifiable form.
Only anonymised and aggregated findings may be presented in academic outputs.
[bookmark: _Toc240994586]Future Use of Information
Anonymous data may be retained for future academic research purposes where appropriate.
No participant will be identifiable from any future use of the data.
[bookmark: _Toc240994587]Contact for Further Information
[bookmark: _Toc240994588]Student Researcher
Name: 
Email: [Your University Email Address]
[bookmark: _Toc240994589]Dissertation Supervisor
Name: [Supervisor Name]
Email: [Supervisor Email]
[bookmark: _Toc240994590]Complaints
If you have concerns regarding the conduct of this study, you may contact:
Data Protection Officer
University of Wales Trinity Saint David
Swansea Business Campus
High Street
Swansea
SA1 1NE
Email: foi@uwtsd.ac.uk
[bookmark: _Toc240994591]Thank You
Thank you for taking the time to read this information sheet and for considering participation in this research project.
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Figure 4.5: Internal Consistency Reliability by Construct
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Figure 4.6: Correlation Matrix Between Study Variables
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Section B: Ethical Supply Chain Awareness (IV1)

No. Statement 1 ]2

T Tam aware of ethical issues associated
‘with fast fashion supply chains.

2 Tunderstand the importance of ethical
sourcing in the fashion industry.

3 Tactively seek information about the
ethical practices of fashion brands.

O Ethical supply chain practices
influence my opinion of fashion
retailers.

Section C: Supply Chain Transparency Perception (IV2)
No. Statement 1 ]2
T Tpay attention to information

regarding how fashion products are
manufactured.

2 Ttrust fashion brands that provide
transparent information about
sourcing and production.

3 Transparency increases my confidence
in a fashion retailer.

O Fashion brands should openly disclose

information about their supply chains.
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Figure 4.4: Mean Scores by Construct (N=200)
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Figure 4.12: Purchase Decision Tertile by Gender (x2(2)=0.25, p=.881, Cramér's V=0.04)
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(Kruskal-Wallis: all non-significant, p > .21)
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Questionnaire Survey

Research Topic
Consumer Awareness of Ethical Supply Chain Practices and Its Influence on Purchase
Decisions in the UK Fast Fashion Sector

Introduction

You are invited to participate in this postgraduate research study. The purpose of this
questionnaire s to examine how consumers’ awareness of ethical supply chain practices
influences their purchase decisions within the UK fast fashion sector. The findings will
contribute to academic research and may help fashion retailers improve sustainable and
ethical business practices.

Participation is voluntary. The questionnaire takes approximately 8-10 minutes to
complete. All responses are anonymous, confidential and used only for academic purposes.
Please answer honestly based on your own experiences.

Scale: 1=Strongly Disagree, 2=Disagree, 3=Neutral, 4=Agree, 5=Strongly Agree.

Section A: Demographic Information
1. Age Group: 18-24 / 25-34 / 35-44 / 45-54 / 55+

2. Gender: Male / Female / Prefer not to say / Other
3. Highest Level of Education: Secondary / Diploma / Undergraduate / Postgraduate / Other

4. Purchase frequency from Zara, H&M, Primark, Boohoo or Shein: Weekly / Monthly /
Every 2-3 Months / Rarely / Never
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Figure 4.3: Highest Level of Education (N=200)

Undergraduate 83

Postgraduate 41

Diploma 37
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Figure 4.10: Construct Mean Scores by Age Group
(Kruskal-Wallis: all n.s. except Sustainability Awareness, p=.072)
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Section F: Consumer Purchase Decision (DV)

No. Statement 1 2 3 4 5

1 [ consider ethical supply chain practices
before purchasing clothing,

2 Tam more likely to purchase clothing from
brands that demonstrate ethical and
sustainable practices.

3 I'would recommend fashion brands that
follow ethical supply chain practices to
others.

4 Iintend to continue purchasing from

fashion brands that demonstrate ethical
supply chain practices in the future.

Closing Statement

Thank you for completing this questionnaire. Your responses are greatly appreciated and
will contribute to understanding consumer awareness of ethical supply chain practices in
the UK fast fashion sector. All information will remain confidential and will be used only for
academic research.
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Figure 4.2: Gender Distribution of Respondents (N=200)
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Standardised Regression Coefficient (B)

0.10 1

0.05 1

0.00 7

—0.05 1

—0.10 1

—0.15 1

Figure 4.7: Regression Coefficients Predicting Purchase Decision
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Figure 4.1: Age Distribution of Respondents (N=200)
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Figure 4.9: Construct Mean Scores by Gender (Mann-Whitney U,
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Section D:

Sustainability Awareness (IV3)

No. Statement

1 Tam aware of the environmental impact of fast
fashion production.

2 Sustainability is an important consideration
when purchasing clothing.

3 T prefer brands that demonstrate environmental
responsibility.

4 Thelieve consumers should support sustainable

fashion initiatives.

Section E:

Perceived Fair Labour Practices (1V4)

No.

Statement

1 Fair treatment of workers is important when
evaluating fashion brands.

2 Tam concerned about labour conditions in the
fast fashion industry.

3 I prefer to purchase from brands that ensure
fair wages and safe working conditions.

4 Information about labour practices affects my

perception of fashion retailers,
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