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[bookmark: _Toc234513562]1. Introduction
[bookmark: _Toc234513563]Background of the study
There has been an increasing pressure on the fashion retail industry in the United Kingdom to be more sustainable in its operations (Hur and Faragher-Siddall, 2022). Consumers, governments and environmental organisations are growing more demanding of fashion brands to minimise their environmental footprint and communicate their sustainability efforts in a responsible way (Primožič and Kutnar, 2022). The issues including textile waste, carbon emissions, excessive use of water and the poor labour practices have received a lot of public attention. Accordingly, many fashion retailers now promote initiatives that include sustainable materials, recycling programmes, ethical sourcing and carbon reduction targets (Peleg Mizrachi and Tal, 2022). For instance, UK fashion retailers like Marks and Spencer advertise sustainable sourcing, recycled materials and circular fashion programs to enhance their environmental perception and consumer confidence (Marks & Spencer, 2026). Consumer purchase intention is defined as the desire or the probability of a consumer to purchase a product in the future. Deloitte UK survey revealed that 58 percent of UK consumers had cut back on new product purchases in order to lead a more sustainable lifestyle which evidences increasing purchase behavior that is sustainability driven (Deloitte, 2026). 
[bookmark: _Toc234513564]Problem Statement and Rationale
However, many fashion retailers continue to struggle to communicate their sustainability initiatives in a credible and transparent manner even after increasing investment in sustainability marketing (Badhwar, et al., 2024). In that regard, perceived perceptions of greenwashing frequently occur due to weak or misleading sustainability claims that decrease consumer trust and diminish the positive impact sustainability marketing can have on purchase intention (Daou, et al., 2025). As an example, the Competition and Markets Authority in the United Kingdom investigated ASOS, Boohoo and George at Asda because of their allegedly deceptive claims about environmental sustainability, which brought up the issue of greenwashing (GOV.UK, 2022). Thus, the topic was selected due to the increasing importance of sustainability in shaping consumer behaviour within the UK fashion retail industry. The study results will add knowledge to the academic and assist retailers in developing more effective sustainability marketing practices.
[bookmark: _Toc234513565]Research Aim and Objectives
This study aims to examine the influence of sustainability marketing on consumer purchase intention in the UK fashion retail industry.
· To evaluate the influence of sustainability marketing practices on consumer purchase intention in the UK fashion retail industry
· To investigate the factors that encourage consumers to respond positively to sustainability marketing in the UK fashion retail industry
· To analyse the relationship between consumer trust and purchase intention towards sustainably marketed fashion products
· To identify challenges and develop practical recommendations for UK fashion retailers to strengthen sustainability marketing strategies and improve consumer purchase intention
[bookmark: _Toc234513566]Research Question
· How does sustainability marketing influence consumer purchase intention in the UK fashion retail industry?
· How does sustainability marketing influence consumer trust towards fashion retail brands?
· What sustainability marketing strategies can UK fashion retailers adopt to enhance consumer purchase intention?

[bookmark: _Toc234513567]2. Literature review
Sustainability marketing has emerged as a key tactic used by fashion retailers in an attempt to address growing consumer concern over environmental and social challenges. In this respect, Rozenkowska, (2023), elaborated that the theory of planned behaviour offers a practical model of explaining consumer purchase intention. According to the theory, consumers tend to purchase a product more when they feel positive about the product and when they are supported by surrounding people and believe they can afford to buy the product. In the framework of sustainable fashion, consumers with positive attitudes to environmental responsibility have a higher probability of buying credible products advertised with the help of sustainability marketing (Ray and Nayak, 2023). Furthermore, The Legitimacy Theory describes the rationale behind organisations reporting sustainability initiatives in order to be accepted and retain the confidence of the public. According to the theory, companies can gain legitimacy by integrating their operations with the values and expectations of the society (Crossley, et al., 2021). 
Sustainability marketing is the marketing practice that expresses the responsibility in the production of a firm, ethical sourcing and environmental protection. Based on the findings of García-Salirrosas and Rondon-Eusebio, (2022), effective sustainability marketing can strengthen brand image and positively influence consumer purchase intention by demonstrating a firm's commitment to sustainable business practices. Similarly, Gonçalves and Silva, (2021), stated that consumers are increasingly willing to support fashion brands that provide transparent information regarding their sustainability initiatives. In this context, Deshmukh and Tare, (2023), highlighted that the determinants of consumer purchasing decision are transparent communication, believable environmental claims and ethical business. 
Conversely, Keilmann and Koch, (2024), revealed that the concept of sustainability is not viewed as reliable in every instance as companies are unable to present enough evidence to back their environmental assertions. Such practices regularly lead to greenwashing accusation and diminish consumer confidence and purchase intention. Similarly, Afzali and Kim, (2021), stated that consumers evaluate both authenticity and consistency of a company's actions before making purchasing decisions.
[bookmark: _Toc234513568]Research Gap
There is a vast literature on sustainability marketing and consumer purchase intention in various sectors (Ray and Nayak, 2023; Goncalves and Silvester, 2021; Afzali and Kim, 2021). However, only limited studies have specifically explored this relationship within the UK fashion retail industry while considering the influence of consumer trust and greenwashing. Thus, this research is undertaken to fill this gap and contribute the evidence of UK fashion customers.


[bookmark: _Toc234513569]3. Methodology
A quantitative research method will be used in this study as it is suitable in analysing the relationship among variables. It allows gathering numerical data of a greater sample of respondents and allows objective measurement of consumer attitudes and behaviours (Mohajan, 2020). The approach will be deductive because it will start with the current theories and past researches conducted on sustainability marketing and consumer behaviour and then test them through primary data. This approach is appropriate since the study would not focus on creating a new theory but test established relationships.
The research design adheres to the Saunders Research Onion, offering a systematic model of choosing the right research methods (Gamage, 2025). Following this framework, the study adopts a positivism research philosophy, a deductive approach, a survey strategy and a cross sectional research design. Primary data will be collected using an online survey, which will be sent to consumers who have used fashion products offered by UK fashion retailers. Primary data collection provides first hand data directly from the participants which is more reliable and relevant (Mazhar, et al., 2021). The survey method is deemed appropriate since it enables the gathering of data on relatively high number of respondents in a cost effective and efficient way. The questionnaire will primarily include close-ended questions measured on a five point Likert scale to obtain the opinions of the participants on sustainability marketing, consumer trust and purchase intention. Based on this, 80-100 Participants will be selected through convenience sampling, as it will present practically available consumers who fit the requirements of the research within the available resources and time.
The statistical analysis of the gathered data will be performed with the assistance of SPSS software. Demographic characteristics and response pattern of the participants will be summarised through descriptive statistics and the relationship between sustainability marketing and consumer purchase intention will be explored using regression analysis. Descriptive analysis is a statistical method that summarises and presents the key features of the data gathered and simplifies the process of identifying patterns and trends and the distribution of respondent responses (Alem, 2020). Research ethics is a set of moral values that help researchers carry out a study in a just, transparent and responsible way (Ali, et al., 2025). In this study, the participants will be given the clear and accurate information regarding the purpose of the study and their participation. Moreover, data collection will be performed with informed consent and anonymity and confidentiality will be ensured by not revealing any personal information. 
[bookmark: _Toc234513570]4. Expected findings
This research anticipates that marketing sustainability positively affects consumer purchase intention in the UK fashion retail sector. The results will also show that deceptive sustainability statements decrease the consumer trust and diminish the purchase intent. These findings can guide UK fashion retailers to create more effective sustainability marketing strategies and inform future studies on sustainable consumer behaviour.


[bookmark: _Toc234513571]5. Limitations
This research might have a number of limitations due to the convenience sampling which might be limiting the representativeness of the results considering that responses might not be representative of all the consumers of fashion in UK. Moreover, the use of an online questionnaire as a method of data collection depends on the honest and correct responses of the participants, which can be subject to response bias. Despite these limitations, clear participant selection criteria and a structured questionnaire will be used to improve the reliability and credibility of the findings.


[bookmark: _Toc234513572]6. Timeframe
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Figure 1: Gantt Chart of the study
(Source: Self Developed)


[bookmark: _Toc234513573]7. Conclusion
It can be concluded that sustainability marketing has become an important factor influencing consumer purchase intention in the UK fashion retail industry. The research design of this study is quantitative involving a consumer survey to explore this relationship using primary data. It is anticipated that the results will prove that transparent and credible sustainability marketing enhances consumer trust and purchase intention positively, whereas greenwashing undermines consumer confidence.
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