[image: ]
Programme: Master of Business Administration

Module: Dissertation

Module code: LCMB7035

Student Name : Md Samiul Bashir
​​
Student Id: 2422544

Supervisor Name: Laila Maazouz

Analysing How the Clothing Industry Can Enhance Transparency Toward Sustainable Marketing Strategies in Bangladesh




Declaration

I hereby declare that this dissertation entitled “Analysing How the Clothing Industry Can Enhance Transparency Toward Sustainable Marketing Strategies in Bangladesh” is my own original work and has been completed in partial fulfilment of the requirements for the award of the Master of Business Administration (MBA) at University of Wales Trinity Saint David.
I have ensured that I have referenced and acknowledged the information, data, ideas and published materials which have informed the development of this dissertation to the proper degree as it relates to the academic conventions of the University. All support received when doing this study is credited.
Again, I affirm that this dissertation has not been presented, in any part or presented at any other collage, university or institution for an academic degree or award.

Student Name: Md Samiul Bashir
Student ID: 2422544
Signature
[image: ]
Date:04/06/2026





Acknowledgement 
First and foremost, I would like to thank the most significant guidance received from my supervisor, Dr Laila Maazouz, for the effort and guidance dedicated to the successful completion of this dissertation, Analysing How the Clothing Industry can Enhance Transparency Toward Sustainable Marketing Strategies in Bangladesh.  Acknowledgement of the excellent opportunity for supervision, feedback, encouragement and academic support provided by my supervisor throughout this research process. She provided her knowledge and valuable suggestions throughout the development of this dissertation . I would also like to express deep gratitude to the academic staff of the MBA programme at the University of Wales Trinity Saint David for their knowledge and skills in undertaking this study. I'm grateful to everyone who has responded and shared their opinions and ideas in the survey, without which this research would be impossible. Last but not least I would like to express my gratitude to my family and friends for their constant support, patience, and encouragement throughout my studies. I am thankful for their motivation and belief in me to face challenges and make it through to successfully complete this dissertation.
Thank you all for your support and contribution.











[bookmark: _heading=h.gmfj0qmx6c2u]Abstract
The clothing industry in Bangladesh plays a vital role in the country’s economy, contributing more than 80% of export earnings and employing millions of workers. Despite its economic significance, the industry faces increasing criticism regarding environmental degradation, labour conditions, and lack of transparency in sustainability practices. At the same time, global consumers, international buyers, and regulatory bodies are demanding greater accountability and transparent disclosure regarding sourcing, production, and environmental impacts. This study critically analyses how the clothing industry in Bangladesh can enhance transparency to improve sustainable marketing strategies.
The research is grounded in Stakeholder Theory, Triple Bottom Line Theory, and Green Marketing Theory, which collectively explain the relationship between sustainability practices, transparency, consumer trust, and marketing effectiveness. The study adopts a quantitative research methodology using a positivist philosophy and deductive approach to examine the relationship between transparency and sustainable marketing outcomes in the Bangladeshi clothing sector. Primary data is collected through structured questionnaires distributed among participants associated with the garment industry.
The findings indicate that transparency significantly influences consumer trust, brand reputation, and sustainable marketing performance. Consumers increasingly prefer brands that provide verifiable sustainability information regarding ethical sourcing, labour standards, and environmental responsibility. However, the study also identifies several barriers affecting transparency implementation in Bangladesh, including fragmented supply chains, weak regulatory enforcement, technological limitations, and financial constraints faced by small and medium-sized manufacturers.
The study concludes that integrating transparency into sustainability and marketing strategies can improve competitive advantage, strengthen stakeholder trust, and enhance long-term organisational performance within the Bangladeshi clothing industry. The research further recommends the adoption of digital traceability systems, stronger regulatory frameworks, and improved sustainability communication practices to support transparent and sustainable business operations.
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[bookmark: _heading=h.1s3mpm33t84q]CHAPTER 1 - Introduction
[bookmark: _heading=h.w1wkzm3ln1pm]1.1 Research Background and Context 
The chart shows the expansion of the Bangladesh garment exports and the overall exports respectively between the year 2000 and 2022 taking a steady growth. The garment exports play a significant role, with the total exports taking up a high percentage of more than 70. Nevertheless, it is still a leading industry despite its ups and downs
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[bookmark: _heading=h.jdcohekctj4c]Figure 1.1: Bangladesh garment exports, total exports, and share of garments in total Exports
Source:(Saif and Islam, 2025)
The global fashion market has become a very complicated and economically important venture with a valuation of more than USD 1.5 trillion at the same time as it has been a key contributor to environmental degradation (Zamengo, 2022). The fashion industry is estimated to contribute almost 10 percent of the total carbon emissions in the world and about 20 percent of total industrial wastes with a significant imbalance between the economic growth and environmental sustainability. Bangladesh has risen within this global environment to be the second largest exporter of ready-made garments (RMG) as it has over 80 percent of the country's total country export earnings and employs over 4 million people (Swazan and Das, 2022). Regardless of these economic contributions, the Bangladeshi clothing industry is subject to mounting criticism on environmental practices, labour practices as well as most significantly transparency. Although the efforts are underway like LEED certified green factories and sustainability plans like BGMEA Vision 2030 are showing improvements, there is a lack of transparency in reporting these practices. 
The emergence of conscious consumerism has made the need to be more transparent in sustainable marketing more acute. But the Bangladesh supply chains are very fragmented and multi-layered which makes it hard to trace the supply chains and report the correct information (Islam, 2025). 
[bookmark: _heading=h.nkd53z7jz2pi]1.2 Research Rationale
Theoretical Justification 
The Stakeholder Theory implies that organisations are required to look at the interests of their entire stakeholders, such as customers, employees, suppliers, and the society, and not just profit. It also focuses on accountability, ethical conduct and open communication since the fulfilment of the expectation of the stakeholders in the organisation builds trust, boosts reputation and increases long term organisational performance and sustainability results.
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[bookmark: _heading=h.jsgsl6vmvbuz]Figure 1.2 : Stakeholder Theory
Source:(EDUCBA, n.d.)
Paragraph 1: Established Knowledge
The connection between sustainability, transparency, and marketing performance has become a key theme in the current academic and business literature in the context of the global clothing market, especially the global clothing industry. Transparency is generally accepted to be a key determinant of consumer trust, organisational legitimacy and brand performance. Recent research suggests that consumers are seeking verifiable information on environmental and ethical practices with more than 70 percent of consumers worldwide insisting that brands should reveal information on sustainability-related practices (McKinsey & Company, 2023). In this vein, Stakeholder Theory implies that organisations have to meet the needs of various stakeholders by keeping them accountable and communicating transparently (Freeman et al., 2022). On the same note, the Triple Bottom Line model emphasizes that companies have to strike a balance between economic, environmental, and social performance and transparently report sustainability performances to remain legitimate (Slaper and Hall, 2022).
Moreover, the Green Marketing Theory also highlights the fact that reliable sustainability communication has a great impact on consumer behaviour especially in the environmentally sensitive sectors like fashion.
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[bookmark: _heading=h.a6idr22as63o]Figure 1.3: Green Marketing
Source: (DigiNomad, 2022)
The empirical evidence shows that transparency decreases information asymmetry and alleviates consumer scepticism related to greenwashing (Deloitte, 2023). Besides, digital technologies like blockchain and traceability systems become more frequently applied to improve transparency and legitimize sustainability assertions in supply chains (Kouhizadeh et al., 2022). 
Paragraph 2: Gaps and Ambiguities
[image: ]
[bookmark: _heading=h.akp9u78anqyl]Figure 1.4: Sustainability trends and gaps in the textile, apparel and fashion industries
Source: (Abbate et al., 2023)
Although much has been researched, there are still a lot of gaps in the knowledge of the functioning of transparency in the emerging economies like Bangladesh. The available literature is also concentrated in developed markets, and it is restrictive to the situation with weak institutional systems, intricate supply chains, and resource limitations (Islam et al., 2023). 
Moreover, there are discrepancies on how transparency affects consumer behaviour. Although certain reports indicate that transparency and trust are positively related, other reports indicate that consumers may be confused and distrustful when they receive too much information or information that is not communicated effectively (Seele and Gatti, 2022). This implies a poor theoretical conceptualization of the effects of transparency on marketing performance especially in the situation where consumers have low awareness of the sustainability concerns. Also, due to methodological constraints, such as cross-sectional survey usage and self-reported information, it is not possible to determine the causal relationship between transparency practices and marketing performance (Camilleri, 2023).
Paragraph 3: Research Gap
Based on the identified gaps, the present study fulfills a severe gap in the literature regarding the strategic incorporation of transparency in the practices of sustainable marketing in the Bangladeshi clothing industry. Although the previous studies recognize the value of transparency, they do not offer sufficient information on how transparency can be successfully introduced and used as a strategic marketing instrument in complex and resource-limited settings (Khan et al., 2022). This is a major theoretical weakness because it limits the use of premade frameworks like Stakeholder Theory and the Triple Bottom Line on the new market situations. The research gap is the unavailability of the empirical data regarding the effects of transparency on sustainable marketing in the garment industry of Bangladesh. The current literature is rather insufficient in terms of its explanations of the mechanisms in which transparency can influence consumer trust, brand perception, and competitive advantage, in this respect. Moreover, the adoption of technology and organisational capabilities and regulatory frameworks in determining transparency practices are not well explored (World Bank, 2023).
Stakeholder Theory, Triple Bottom Line (TBL), and Green Marketing Theory are the theories that support the relationship between transparency and sustainable marketing. Stakeholder Theory focuses on the organisational responsibility to the stakeholders and TBL focuses on the economic, environmental and social performance integration. Green Marketing Theory also describes the role of sustainability communication in consumer behaviour, and the theories are applicable to analyse transparency in the clothing industry. Nevertheless, the theories are constrained especially in the emerging economies like Bangladesh. The majority of the research is centered on the developed setting where the regulatory frameworks and technology infrastructure favour transparency. Conversely, the disjointed supply chains and ineffective governance question their practical viability. Also, the current literature provides inconclusive results concerning the effect of transparency on consumer trust. 
Practical Justification 
Practically speaking, the inability to be transparent in the Bangladeshi clothing industry has a very serious consequence on the organisational competitiveness and access to the global market. It is a highly reliant industry that contributes more than 80 percent of the export income of Bangladesh and brought about USD 47 billion in 2023, which is highly dependent on foreign purchasers (BGMEA, 2024). But, rising regulatory demands, especially on the part of the European Union and North American markets, demand that the firms make verifiable sustainability disclosures. The inability to comply with these requirements may lead to reputational loss, loss of supply chains, and the loss of contracts.
Transparency is also becoming increasingly important as pointed out by industry reports. Deloitte (2023) says that the level of consumer trust rises up to 20% in companies that practice sustainability disclosure well, and McKinsey (2024) states that 67% of fashion executives find the idea of supply chain disclosure to be a strategic priority. 
[bookmark: _heading=h.iq81q48zc75d]1.3 Research Aim and Objectives
Research Aim:
 To critically analyse how the clothing industry in Bangladesh can enhance transparency to improve sustainable marketing strategies.
Research Objectives:
1. To critically analyse the sustainability practices currently adopted within the Bangladeshi clothing industry.
2. To critically evaluate the role of transparency in shaping sustainable marketing strategies within the industry.
3. To identify and critically examine the key challenges affecting transparency in sustainable marketing practices.
4. To propose evidence-based strategic recommendations for enhancing transparency in sustainable marketing within the Bangladeshi clothing industry.

[bookmark: _heading=h.shhjo8x4k1dx]
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[bookmark: _heading=h.xyb9z7fh8jwx]Chapter 2 - Literature Review 
2.1 Introduction 
This figure depicts the distribution of the RMG export of Bangladesh in major markets between 2011 to 2016. The EU is the most important destination of export followed by the USA with Canada and other regions having smaller proportions. Although there are slight variations, the export structure has been stable with strong reliance on developed markets by Bangladesh in terms of garment exports.
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[bookmark: _heading=h.jkdfgek2i1sk]Figure 2.1: Bangladesh: A Rising Force in Textile and Garment Production
Source:(Chowdhury et al., 2024)
The chapter critically reviews the current academic and industry literature about sustainability, transparency and marketing in the global clothing industry and specifically in Bangladesh as an important emerging economy. This chapter aims at integrating theoretical approaches and empirical research to determine how far sustainability practices are combined with transparent marketing approaches. Following Chapter 1, the gap that the analysis will fill is the lack of transparency in emerging markets, where the complexity of supply chains and ineffective enforcement of rules and regulations restrict the provisions of effective sustainability communications. The limits of this review include new peer-reviewed scholarly sources (2020-2026) and institutional and industry reports of organisations like McKinsey, Deloitte, World Bank. These sources are strong in terms of the statistics and financial information on the environmental and economic consequences of the fashion industry. The clothing industry contributes to about 10 % of the global carbon emissions and about 20 % of industrial wastewater, and produces more than 92 million tonnes of textile waste annually (UNEP, 2023; World Bank, 2023). The RMG sector in Bangladesh has an annual export revenue of over USD 47 billion and more than 80 % of the total exports and employs around 4.4 million workers (BGMEA, 2024).
In this chapter, the author has grouped five major themes, which include sustainability practices, transparency in supply chains, sustainable marketing strategies, consumer trust and behaviour, and industry-specific challenges in Bangladesh. All themes are critical comparisons between theoretical models and empirical results which are proven by statistical and financial data. The chapter ends with some identification of major gaps and setting up a theoretical basis that guides the conceptual framework and further approach.
[bookmark: _heading=h.g6zdku762xy4]2.2 Thematic Overview of Literature
[bookmark: _heading=h.v1k76hdhnboc]2.2.1 Sustainability Practices in the Clothing Industry
The concept of sustainability in the clothing industry has environmental, social, and economic aspects, which conforms to the doctrine of Triple Bottom Line. The fashion industry is also among the most resource-intensive industries (it emits about 10 % of the world’s greenhouse gases and consumes about 93 billion cubic metres of water each year, which is equivalent to the needs of five million people) (UNEP, 2023). 
[bookmark: _heading=h.ng0v6hjyle6y][image: ]
[bookmark: _heading=h.ydyxrdo6v2fa]Figure 2.2: Bangladesh textile and apparel industry
Source: 
Moreover, textile production contributes almost 20 % of the total industrial wastes to the pollution of industrial effluents, and 35 % of the microplastics generated in oceans through the use of synthetic fibres (World Bank, 2023).
Fast fashion has greatly contributed to the increased problem of sustainability through enhancing the mass production and low cost production as well as the short life cycle of consumption. Since 2000, the global apparel production has more than doubled and use of garments has fallen by about 36 per cent resulting in more waste and environmental stress (Ellen MacArthur Foundation, 2022). To this, a progressive change towards sustainability practices has been observed due to regulatory requirements, investor expectations and the demand of ethical products by consumers. An illustrative example is that over 60-% of consumers worldwide indicate readiness to modify purchasing behaviour to ensure a lower environmental impact, and approximately 30-% of them indicate their readiness to pay a premium on sustainable clothes (McKinsey, 2024).
The adoption of sustainability in Bangladesh has been on the increase, especially among big manufacturers with export oriented businesses. There are more than 200 green garment factories in the country with a few of the highest-rated in the world, indicating a huge investment in energy efficiency, water management, and waste reduction (BGMEA, 2024). These factories achieve energy consumption and water usage reductions of up to 30-40 and 40 % respectively, respectively. These advancements show that sustainability efforts can make it possible to operate more efficiently and minimize environmental damage.
Nevertheless, there are severe constraints. One of the greatest weaknesses found in the literature is that sustainability practices are usually adopted as compliance based measures and not as priorities. Most companies follow ecologically sustainable technologies with the main aim of meeting international customers or government regulations, without integrating the idea of sustainability into the business plans (Deloitte, 2023). 
This leads to disjointed and uneven execution especially in multi-tier supply chains involving subcontractors and informal producers. Smaller companies that are a major part of the garment industry in Bangladesh can be affected because they do not have the financial and technological base to adopt sustainable practices in an effective way. Sustainability has both financial costs and benefits. Preliminary investments in green technologies, like effluent treatment plants or renewable energy systems, may raise capital expenditure by 10-20 %, which may be challenging to firms that have limited margins (World Bank, 2023). Nevertheless, there are long-term gains such as cost of operation reduction, increased resourcefulness, and competitiveness. According to McKinsey (2024), improved energy and material efficiency can save companies up to 15-20 % by implementing sustainability measures. Also, sustainable practices can help add to brand value and also appeal to international customers who value ethical sourcing. Regardless of these developments, there is a serious gap between sustainability practices and transparency and marketing strategies. Although companies can adopt sustainable operations, they do not effectively communicate these activities to the stakeholders. This lack of connection diminishes the possibility of sustainability to affect the consumer perception, trust, and buying behaviour. This necessitates a synergy to integrate sustainability, transparency and marketing to generate long term value especially in emerging markets like Bangladesh where structural and institutional barriers still hinder development.
[bookmark: _heading=h.24v6p97hyc6o]2.2.2 Supply Chain Transparency 
Transparency in supply chains means the process of the systematic disclosure of information about sourcing practices, labour conditions, production processes, and environmental impacts of the clothing value chain at all levels.
Transparency in the global fashion industry is now a very important need with growing demands by regulators, consumers and international purchasers. Nonetheless, there is evidence in the industry that the level of transparency is low. Recent international evaluations show that average transparency rates of large fashion brands are merely about 26-28 on average, and less than 10 % of the companies report complete lists of their suppliers or extensive environmental information. This shows that there is a major discrepancy between the anticipated and the reality of transparency practices in the industry.
Transparency has a direct impact on trust and purchasing behaviour as a consumer. The surveys indicate that about 70-75 % of consumers in the world want brands to report on sourcing, labour standards, and the environmental impacts (Damberg et al., 2024). Also, two-thirds of consumers say that transparency gives them more trust in a brand, and close to half of consumers are more likely to switch to competitors when brands do not present credible information. These statistics show that transparency is not a mere ethical necessity but also a strategic issue that influences competitiveness in the market. Many world brands in turn are investing in digital traceability technologies. As an illustration, blockchain-based systems have been shown to enhance the precision of supply chain tracking to up to 80 %, and minimize the risks of data manipulation, becoming even more appealing to transparency efforts.

Nevertheless, there is a great disparity in the application of transparency. In developed markets, especially in Europe, the transparency level is relatively higher because of the stringent regulatory standards and the compulsory disclosure of sustainability. On the other hand, the Bangladeshi clothing industry is plagued by significant structural problems. The industry has a high level of fragmentation and multi-tier supply chains with much of the production offshored being in the form of subcontracting networks and estimated to be more than 40 %. Such informal production structures reduce transparency and render the effective monitoring of labour conditions and environmental compliance a challenging task by firms.
More importantly, lack of transparency in Bangladesh is also limited by the ineffective enforcement systems and poor technological standards. Though big export-driven industries can establish compliance systems and sustainable reporting practices, small suppliers frequently do not have the funds and the technical skills to introduce the systems. It is estimated that more than 60 % of small and medium-sized garment producers in the developing economies have impediments linked to the cost and access to electronic technologies (Khan et al., 2024). Moreover, lack of real-time monitoring systems does not allow the collection of data continuously, and as such, the stakeholders receive outdated or incomplete information. This presents a disconnect between what is being reported by companies and what is happening in supply chains.
Financially, there are obvious business performance implications of transparency. The higher the supply chain transparency, the greater the brand value and less reputational risk that companies are likely to face. According to industry data, brands that engage in transparent practices are able to increase consumer trust metrics by up to 20 % and minimize the chances of supply chain disruptions due to compliance breakdowns. In addition, transparency allows companies to detect inefficiencies, minimise waste, and optimise the use of resources, resulting in a cost-saving in the operation in the long-term. The issue of transparency implementation cost is however a major challenge. Short term investments in digital tracking systems, audits and reporting infrastructure can raise operational costs by 10-15 %. The costs may be prohibitive to firms that operate under tight margins especially in Bangladesh. However, the long run payoff, such as better buyer relations, increased competitiveness, and penetration of high quality markets, is more than the initial investment. With the ever changing global regulations and anticipation of the consumer, the capability to deliver transparent and verifiable supply chain data will be a survival necessity in the global clothing market.
[bookmark: _heading=h.5w88rdi647ys]2.2.3 Sustainable Marketing Strategies 
The marketing concepts of sustainability in the clothing industry are the inclusion of the environmental and social responsibility in branding, promotion and consumer involvement. This involves green marketing, ethical branding, and sustainability-oriented communication in an attempt to shape consumer behaviour.
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[bookmark: _heading=h.gw4nrvhtrpev]Figure 2.4: Figure 5 from Sustainable marketing strategies
Source: (Trivedi et al., 2018)
With the growing interest in environmental concerns among people around the world, sustainable marketing is not a marginal activity but a strategic asset. Industry statistics show that nearly 67 % of consumers take sustainability into account when buying products, whereas about 30-35 % would be ready to spend more on sustainable products. Moreover, it can be affirmed that the global sustainable fashion market is expected to expand at an annual rate of more than 9 %, which portrays the growing demand of wearable that is environmentally friendly (Al Imran et al., 2024; Chowdhury, 2025).
The available literature shows that sustainability has a great impact on consumer perception and purchasing behaviour. According to surveys, almost 73% of consumers worldwide are ready to switch their consumption patterns in order to minimize the environmental impact, and more than 50% of the consumers want to use the brands that transparently clarify the sourcing and production activities. Sustainability messages like lowering carbon emissions, recycled materials and fair labour practices in the clothing industry have been associated with positive brand image and customer loyalty. It is also reported that through the successful execution of sustainable marketing strategies, brands are able to attain a customer retention rate of up to 20-25 % and a brand trust rating of up to 15 % than the competition. These results underscore the strategic role of sustainability in the development of competitive advantage (Zulfikar, 2024).
Nevertheless, there are major issues that the effectiveness of sustainable marketing is weakened by despite these advantages. Greenwashing, which is the inflated or false claims about sustainability by companies, is one of the most urgent problems. Research indicates that close to 40 % of the environmental claims in the fashion industry can be deceiving or insufficiently supported, which adds to the growing consumer scepticism. Consequently, the sustainable products are on the increase in demand but the trust in the marketing activities associated with sustainability is weak. About half of the consumers say that they struggle to tell the difference between authentic and deceitful sustainability claims, undermining the effectiveness of marketing practices. One of the weaknesses that have been found in the literature is the lack of relationship between sustainability practices and marketing communication. A large number of organisations are using sustainable production techniques but they do not communicate the initiatives to consumers (Borges et al., 2023). On the other hand, other companies spend a lot of money doing sustainability marketing without significant alterations in their operations. This discrepancy undermines credibility and restricts the usefulness of sustainable marketing approaches. This problem is specifically worsened in developing economies like Bangladesh as there are no standardised reporting systems and only weak enforcement of regulations so the sustainability claims can hardly be checked.
Sustainable marketing has financial opportunities and costs. It has already been proven that sustainable product lines can bring revenue growth rates 5-10 % higher than traditional products especially in the international markets where ethical consumption is a priority. Moreover, well-positioned companies in terms of sustainability also tend to enjoy better brand equity and higher market share. Considering the examples, companies that have viable sustainability policies report a significant increase of customer loyalty and long-term profitability (up to 18 %) based on repeat purchases and a favourable brand image. Nonetheless, the initiation of sustainable marketing strategies costs a lot of money. The expenses related to sourcing sustainable materials, certifications, and marketing campaigns may also add up to approximately 10-20 % of the operational costs (Gil-Ozoudeh et al., 2024). These costs are a major impediment to manufacturers in Bangladesh where the profit margin is low in many cases. Nevertheless, the long term gains like increased competitiveness, access to foreign markets, and better buyer relationships are better than the initial investment.
On the whole, the literature suggests that sustainable marketing can have a powerful impact on consumer behaviour and financial performance. The effectiveness of it however greatly relies on the credibility and transparency of communication. In the absence of precise and testable data, sustainability claims can be treated as deceptive, which will limit their strategic worth. Thus, transparency needs to be incorporated with sustainable marketing in order to optimize the effect, especially in the economies that are developing, and the lack of trust and structural issues are still eminent.
[bookmark: _heading=h.t4d8orcfpvyl]2.2.4 Consumer Behaviour and Trust 
Consumer trust in sustainability claims is a phenomenon that relates to how consumers perceive that the firms actually practice and report environmentally and socially responsible behavior. When it comes to the clothing industry, trust has been a decisive factor of buying behaviour, especially as sustainability is becoming a key factor of consumer behaviour. The empirical evidence indicates that around 60-70 % of consumers are willing to buy sustainable brands, and a considerable %age will take into account ethical labour behaviour and environmental factors before they buy apparel products. With reference to Bangladesh, consumer awareness is slowly building up, especially among urban populations, where such sustainability characteristics as ethical sourcing and environmentally friendly production have a positive impact on purchasing intentions. Nevertheless, consumer trust is not necessarily established automatically, but instead it is conditioned by perceived credibility and openness of brand communication (Al Imran et al., 2024; Vemulapalli, 2025).
Credibility and transparency of information are two very important aspects in trust. Brands that offer viable, verifiable, and easy to comprehend sustainability information are most likely to be trusted by the consumers. Research has shown that open communication about labour standards and environmental activities can go a long way in increasing consumer trust and making buying decisions. But in cases of vague information or where there is no supporting evidence, a consumer is likely to doubt the validity of the sustainability claims. This is further complicated by the fact that reporting has not been standardised and disclosure practices are not consistent in Bangladesh. Studies emphasize that consumers tend to use external indicators, including certifications or brand reputation, to assess sustainability assertions since they do not have easy access to trustworthy information (Hasan and Shehun, 2022; Saha et al., 2024).
One of the most important problems that compromise the trust of consumers is the existence of misinformation and greenwashing. Most companies overstate or distort their sustainability projects, a factor that results in doubt among customers. This is a major problem especially in emerging markets, where there is minimal regulation and verification systems. Consequently, even truly sustainable companies might not be able to gain the trust of consumers as a result of general skepticism. Also the socio-economic factors including price sensitivity affect consumer behaviour in Bangladesh where affordability usually comes first before sustainability factors are considered. This introduces the disconnect between consumer attitudes and real buying behaviour, restricting the power of sustainability-based marketing approaches (Islam et al., 2022; Chowdhury, 2025).
Financially, consumer trust directly affects the performance of organisations. Good trust levels lead to high brand loyalty, repeat buying, and revenue growth in the long run. Research shows that companies that are regarded as credible are better placed to maintain their consumers and firm up their market. On the other hand, a loss of confidence following false claims may lead to loss of reputation and sales. Trust is also important in situations like the garment industry in Bangladesh which is an export-oriented business and therefore has to sustain a relationship with foreign buyers who are becoming more demanding in terms of transparency and ethical standards. Yet, there is still a serious gap in the literature on the development and maintenance of trust in the emerging economies, and more studies are required in the context of Bangladesh (Hossain, 2024; Pranta et al., 2025).
[bookmark: _heading=h.yu9im669eerh]2.2.5 Problems and obstacles in Bangladesh 
The Bangladesh clothing sector is exposed to diverse structural, institutional, and operational issues that greatly impede the successful adoption of the sustainability and transparency principles. Although it is among the largest exporters of ready-made garments in the world with over 80 % of national exportation revenue, and it employs over 4 million people, the industry has been facing systemic inefficiencies. The adoption of sustainability in Bangladesh is mainly due to the pressure exerted by external stakeholders like international buyers as opposed to internal-based strategies which point to a reactive as opposed to a proactive approach to the issue of sustainable development. Such dependency indicates institutional constraints on a larger scale and points out the absence of strategic alignment between the sustainability goals and organisational behaviours (Islam et al., 2022; Chowdhury, 2025).
The weakness of regulatory structures and implementation systems is one of the most crucial obstacles. Despite the existence of environmental and labour laws, their application usually lacks uniformity and as such there are still practices that are implemented non-uniformly within the industry. The absence of these enforces a skewed competitive climate whereby companies that invest in sustainability are forced to incur competitive costs that are not always reflected in the market. Moreover, a lack of co-ordination among the regulatory bodies, industry associations and individual firms minimizes the success of the sustainability efforts. Due to this, there is still fragmented compliance and most firms are driven by cost reduction as opposed to environment and social responsibility. These institutional problems are a critical blow to the sustainability initiatives credibility and scalability in the sector (Hossain, 2024; Vemulapalli, 2025). The second significant obstacle is the absence of technological infrastructure that is needed to facilitate transparency and sustainability programs. The use of subcontracting and informal production networks is common, making it less transparent and making it hard to guarantee the sustainability standards adherence in all production levels (Hasan and Shehun, 2022; Saha et al., 2024). Another serious obstacle to sustainability adoption is cost constraints. Introduction of green technologies, enhancing labour relations, and introducing transparency systems demand significant financial input. These costs are prohibitive to companies which operate on narrow margins of profit especially to small and medium enterprises. Studies have shown that investments that are related to sustainability may lead to higher operation expenses of about 1020 %age, which is a huge deterrent to implementation. Thus, most companies focus on short-term profitability and neglect long-term sustainability, which restricts the development of the industry in general (Islam et al., 2022; Pranta et al., 2025). These barriers have dire consequences on competitiveness and access to markets, financially. 
Although the concept of sustainability is becoming increasingly important, there is still a gap in the empirical study on the local level that looks at how these issues can be efficiently resolved in the Bangladeshi context. The majority of the literature is global oriented and will not provide detailed information on the particular hurdles encountered by the firms in developing economies. This is a disadvantage in the sense that the context-specific research has not been developed; therefore, firms may not be able to establish effective sustainability policies. Thus, new studies will be necessary to investigate feasible practices that can be consistent with the institutional, financial, and operational factuality of the Bangladeshi clothing industry (Chowdhury, 2025; Hossain, 2024).
[bookmark: _heading=h.4ztirqdnnish]2.3 Theoretical Foundation 

	Theory
	Key Concept
	Relevance to Study
	Variables Explained
	Critical Insight

	Stakeholder Theory
	Organisations must address the needs of multiple stakeholders through accountability and transparency
	Explains why clothing firms must disclose sustainability practices to stakeholders such as customers, buyers, and regulators
	Transparency, Stakeholder Trust
	Assumes firms can respond equally to all stakeholders, which may not hold in Bangladesh due to weak governance and power imbalance

	Triple Bottom Line (TBL)
	Focus on economic, environmental, and social performance
	Provides a framework to evaluate sustainability practices in the clothing industry
	Sustainability Practices (Economic, Social, Environmental)
	Implementation is challenging in developing countries due to lack of standardised reporting and resource constraints

	Green Marketing Theory
	Sustainability communication influences consumer behaviour and brand perception
	Explains how transparent communication impacts marketing strategies and consumer trust
	Consumer Perception, Marketing Effectiveness
	Transparency does not always lead to trust; excessive or unclear information may cause scepticism


[bookmark: _heading=h.a4hmp8198tqv]Table 1: Theoretical Framework
Source: Self-Created
Three main theoretical frameworks that are the basis of this study are Stakeholder Theory, Triple Bottom Line (TBL), and Green Marketing Theory, which in combination help to offer a multifaceted perspective on the issue of transparency and sustainable marketing in the clothing industry (Nogueira, Gomes and Lopes, 2025).
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[bookmark: _heading=h.tbnwrzqqiwyb]Figure 2.5: The interconnection of the elements of the Triple Bottom Line concept 
Source: (Żak, 2015)
The Stakeholder Theory highlights that organisations should respond to various expectations of different stakeholders, such as consumers, employees, suppliers, regulators, and communities. Applying this theory to the Bangladeshi clothing industry, it is especially applicable as the global customers and international consumers are more and more demanding of ethical sourcing and transparent supply chains. Empirical studies have shown that more than three fifths of consumers in the world expect the brands to report on sustainability issues, which supports the necessity of stakeholder-led accountability in creating corporate strategies.
This view is further extended in the Triple Bottom Line framework that incorporates three important dimensions, including economic, environmental, and social performance. These dimensions in the clothing industry are very intertwined. As an example, the industry emits about 10 per cent of all carbon emissions and close to 20 per cent of industrial effluent, which illustrates the environmental aspect, and employs more than 60 million people worldwide, which depicts the social aspect. The sustainability practices are associated with long-term profitability in terms of efficiency and enhanced brand value. In Bangladesh, where the garment industry also earns the country more than USD 47 billion in exports, the balance between these three dimensions is very important in staying competitive in the international market (Rahman and Moazzem,2022).
Green Marketing Theory is concerned with the way sustainability can be communicated to consumers and its impact on the purchasing behaviour. Studies show that about 60-70 % of the customers would like to buy sustainable brands, and about 30 % of them will be ready to pay some additional to get products that are environmentally friendly. The success of green marketing is however determined by the credibility and transparency of communication. The lack of accurate and verifiable information leads to a reduction in effectiveness of sustainability claims as they are viewed as misleading, which has a negative effect on consumer trust. This paper adds value by bringing together these theories in order to explain transparency as a bridge between sustainability practices and marketing results. The research includes stakeholder accountability, multidimensional performance, and communication approaches, which make the study more holistic to comprehend the role of transparency in improving sustainable marketing in Bangladeshi clothes industry.
Nevertheless, the choice of Stakeholder Theory, Triple Bottom Line, and Green Marketing Theory is not taken without criticality. Although other theories might be used to explain the pressure of regulation like Institutional Theory or the internal capabilities as the Resource-Based View (RBV), these theories are relatively weak towards explaining the centrality of transparency in sustainability reporting. The main focus of the Institutional Theory is on external pressures and conformity but it lacks adequate explanation on how organisations strategically communicate sustainability practices to their stakeholders. On the same note, the RBV puts more emphasis on internal resources and competitive advantage, but does not directly deal with the expectations of its stakeholders and transparency mechanisms. Thus, these theories were not given priority in this research. Conversely, a combination of the selected frameworks offers a more detailed explanation of transparency in sustainable marketing. Stakeholder Theory creates the requirement of accountability and responsiveness, Triple Bottom Line sets the content of sustainability disclosures that is multidimensional, and Green Marketing Theory clarifies the interpretation of such disclosures by consumers. This integration is especially relevant to the Bangladeshi context where the complexity of the supply chain, low institutional enforcement, and the degree of consumer awareness are leading to the lack of transparency. The integration of these views, therefore, takes the study out of the narrow theoretical explanations and offers a more context-based framework that is capable of explaining organisational and market dynamics. This is why the particular selection of theories as the most suitable to address the research problem is justified.
[bookmark: _heading=h.a3t9ymam7r7w]2.4 Conceptual Framework
The conceptual framework accounts for the correlation between transparency, consumer trust, and sustainability marketing effectiveness in the clothing industry, especially in the Bangladeshi context. The independent variable is transparency, which indicates the level of disclosure of correct and verifiable information by the firms on the aspects of sourcing, labour practices, and environmental impact.
This theoretical framework will show how supply chain transparency is the key tool that connects sustainability practices, consumer behaviour, theoretical framework and industry issues to the sustainable marketing outcome in the clothing sector of Bangladesh. Ethical sourcing and environmental responsibility are the factors of sustainability that promote transparency, and the theories of Stakeholder Theory, Triple Bottom Line, and Green Marketing are the ones that give it an analytical basis. Consumer awareness and trust further reinforce the importance of transparency. Its implementation is however hampered by challenges like fragmented supply chains and poor institutional systems.


[image: ]
[bookmark: _heading=h.mz0amvv7a23m]Figure 2.6: Conceptual Framework 
Source: Self Made
The consumer trust is a mediating variable, which explains the effect of transparency on the marketing outcomes. Research indicates that consumer trust can be boosted by 20 % through transparency, which leads to purchase intention and brand loyalty. Trust will be one of the important mechanisms in the clothing industry where about 60-70 % of consumer’s desire sustainable brands and transparency will be transformed into measurable marketing performance. 
Sustainable marketing effectiveness is the dependent variable, whose results include the growth in sales, brand equity, and retaining customers. It has been demonstrated that any company that has believable sustainability communication can attain 15-20 customer retention and better market performance. 
Technology and regulation are also moderating variables included in the framework. Transparency is reinforced through technological solutions like blockchain and traceability systems that improve the quality of information and its availability. 
[bookmark: _heading=h.dijrg8ieqbxq]2.5 Literature Gap
Although much has been done to study sustainability and transparency in the global clothing industry, there are still considerable gaps, especially with regard to emerging economies like Bangladesh. The literature available is highly biased towards the developed markets where there are stronger regulatory systems, superior technologies, and greater awareness of the consumers to implement the transparency and sustainability practices. Consequently, the results of such studies cannot be entirely applied to developing countries that are typified by institutional fragilities and resource limitation. One of the biggest gaps is the lack of integration of transparency and sustainable marketing strategies. Although there is a vast amount of research on sustainability practices in an operational sense and some that discuss sustainability practices in the context of marketing communication, few researches have investigated how transparency connects to both of these areas. This disconnection restricts knowledge of how sustainability efforts can be practically conveyed in order to affect consumer behaviour and gain trust.
Moreover, the empirical studies on the clothing industry of Bangladesh in particular are missing. Despite being one of the biggest globally, and exporting more than USD 47 billion, there is scanty literature that offers a context-dependent understanding of the interaction between transparency and sustainability in the institutional and supply chain setting of the sector. Available literature tends to depend on secondary data or generalised world trends, and does not reflect realities on the ground.
[bookmark: _heading=h.8maalk9bd4fu]2.6 Conclusion 
This chapter has provided a critical review of the literature available in the area of sustainability, transparency and marketing in the clothing industry, and has identified some of the major themes, as well as identified critical gaps in the literature. The review shows that the sustainability practices are becoming more common in the industry due to environmental factors, regulatory forces, and consumer needs. Nevertheless, these activities are usually adopted at the operational level and not incorporated effectively in the marketing strategies. This generates a gap between what companies act and say, restricting the strategic importance of sustainability practices. It is here that transparency comes in as one of the most important considerations to fill this gap. As it has been demonstrated across the literature, transparency lowers information asymmetry and consumer trust, and boosts brand credibility. As the number of consumers who prefer sustainable brands ranges between 60 and 70 % and more than 70 % of consumers anticipate the availability of transparency in sustainability reporting, it is clear that transparent communication is a key factor that affects the purchasing behaviour. Nonetheless, the performance of transparency is limited by factors like fragmented supply chain, lax regulatory implementation, and lack of technological application especially in emerging economies such as Bangladesh. Moreover, there is a great gap in research within the framework of Bangladesh.
[bookmark: _heading=h.hallc5vv3q3j]

[bookmark: _heading=h.6rkb2yg6ob68]CHAPTER 3: RESEARCH METHODOLOGY 
[bookmark: _heading=h.mbjvye64e917]3.1 Introduction
The chapter outlines the methodological framework adhered to explore the potential of the clothing industry in Bangladesh to improve on sustainability marketing strategies by transparency (Chowdhury, 2025). It provides the research philosophy, approach, design, data collection, sampling, and data analysis methods that the research applied with respect to accomplishing the research objectives. The research method is intended to be such that the research paper comes up with valid, reliable, and context-specific information in keeping with the research problem that is presented in earlier chapters.
The research design embraces primary quantitative research design since this is based on the direct collection of empirical data on the study participants in the Bangladeshi clothing industry. This is especially crucial since, as it was determined in Chapter 2, the literature in this field is highly reliant on the secondary data and does not offer any insights into the organisational practices that are real-time. Thus, the proposed study will address that gap by collecting personal information by employing workers and experts working in the field.
[bookmark: _heading=h.arju99b02sc7]3.2 Research Onion Framework (Critical Paragraph – Data Driven)
The research onion framework is a systematic, step-by-step structure that offers methodological consistency is studied with the inclusion of philosophical assumptions and the decisions of the practical research (Queiroz, Alves Junior and Costa Melo, 2022). Each of the onion layers in this work will be critically incorporated into a main quantitative research design to provide empirical rigour and consistency of analysis. At the most peripheral level, the positivism embrace is a characteristic of the study aim to produce measurability and generalisability of knowledge, especially in business research where the use of numerical measures of transparency levels, sustainability adoption levels, and employee perceptions, is prevalent. This is in line with industry data presented that transparency indicators including the average score of 26-28 in the Fashion Transparency Index are very dependent on quantifiable measurement. Going a step further, the deductive method embraces theory testing as the theory should be presented with the help of such existing frameworks as Stakeholder Theory and Triple Bottom Line to the example of the Bangladeshi clothing industry where empirical validation is not well-known. The quantitative research nature methodology further reinforces this method since it allows the statistical relation of variables of transparency, trust and marketing outcomes to be analysed in relationships which have been previously proved to affect consumer trust by up to 20%. The survey method is chosen because it is effective in gathering standardised information of a significantly large sample especially in a fragmented sector where there are more than 4 million workers scattered across various levels of supply chain (Yang, bramanian and Al Harthy, 2024).
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[bookmark: _heading=h.cre8vitsrllz]Figure 3.1: Research Onion 
Source: self-made 



[bookmark: _heading=h.q2dmwlyc67kc]3.3 Research Philosophy
[bookmark: _heading=h.ywhbbknk6u8h]3.3.1 Overview of Research Philosophy
Research philosophy can be defined as the set of the underlying assumptions on the way knowledge is developed, understood, and proved in a study and it is an important concept that determines research design, data collection, and analysis that are used in a study. In scholarly studies, especially those related to business and management science, philosophical positioning defines the difference between the objective and measurable and socially constructed knowledge (Zander, 2024). The significant philosophical paradigms are positivism, interpretivism, pragmatism, and realism which present varied ideas on generating knowledge. Positivism is concerned with objectivity and quantification, interpretivism with subjective meaning and human experiences, pragmatism with qualitative and quantitative approaches depending on the requirements of the research and realism tries to reconcile the objective and contextual sense of reality. 
[bookmark: _heading=h.89dqnlizjel3]3.3.2 Justification for Positivism
This paper takes a positivist approach to research philosophy, which presupposes that the reality exists outside of the researcher and that it can be measured objectively by means of the empirical observation and statistical analysis (Rahman, 2023). Validity of positivism is highly substantiated in the kind of research objectives that are to be conducted which will be to investigate relationships between factors like transparency, sustainability practices and effectiveness of marketing in the clothing industry. The variables are also intrinsically measurable, and have commonly been measured in past industry research; e.g. transparency is commonly measured by a numerical score such as the Fashion Transparency Index and trust in a company by the consumer is often more likely to increase by up to 20 percent when the organisation has a well-developed sustainability disclosure. The positivist method allows the research to utilise structured questionnaires and Likert scales and allows gathering of numerical data that can be examined via statistical software like SPSS.

[bookmark: _heading=h.fy1z60xk19c9]3.3.3 Critical Evaluation of Positivism
Notwithstanding its advantages, there are drawbacks to the use of positivism and it needs a critical review so that there can be transparency in the methods. A major criticism associated with positivism is that it favours simplifying highly intricate social and organisational phenomena through the quantification of phenomena in terms of numerical variables (Sapkota, 2024). Transparency and sustainability concerns within the Bangladeshi clothing industry are influenced with factors that are deeply entrenched through cultural norms, the informal supply chain practices, and institutions weaknesses which cannot be entirely measured by quantitative measurement only. As an example, although statistical data may be used to show low degree of transparency (usually with an average score of less than 30 in world indexes), it does not fully tell the reasons why this was happening since a subcontracting practice or lack of efficiency in the regulation may be an underlying cause. Besides, positivism is based on the assumption that human behaviour is predictable and measurable, but the response of consumers to sustainability communication needs to differ considerably based on subjective views, misconception, or distrust in greenwashing. According to the empirical evidence, however, almost 40 percent of the sustainability claims in the fashion industry are viewed as deceptive, suggesting that quantitative data might not be fully appropriate to reflect consumer trust dynamics (Magasi, 2025).
[bookmark: _heading=h.x2zor4l0sk9e]3.4 Research Approach
[bookmark: _heading=h.pllby1sxrfbk]3.4.1 Deductive vs Inductive Approach
Research methods determine the logical path by which the knowledge is created, and are often grouped into deductive and inductive reasoning (Yao, 2024). The deductive method is theory based and is interested in testing the existing theoretical construct with existing empirical data whereas the inductive method is exploratory and tries to construct theories by the use of observed patterns. In the modern business and management study, the decision between these methods is mostly subject to the character of the research purpose, and the presence of theoretical foundations. Within the sustainability and transparency aspects of clothing industry, there already exists a body of literature, substantiated by world data that over 70% of consumer’s demand brands to report sustainability methods and that transparency can enhance consumer trust by nearly 20 per cent. This kind of statistically based evidence justifies the appropriateness of deductive approach to logic whereby a set of theories that were previously held to be true can be tested in a given location like Bangladesh. 
[bookmark: _heading=h.dc0au6n10u00]3.4.2 Adoption of Deductive Approach
The research approach of this study will be deductive research approach, which entails deriving hypothesis based on existing theories and testing the hypotheses on empirical data gathered in the field. It commences with theoretical propositions involving the Stakeholder Theory, Triple Bottom Line (TBL) and theory of Green Marketing, propositions that highlight the importance of transparency, accountability, and sustainability as influencing factors in organisational performance and consumer behaviour. These theories imply that more transparency ought to build on more trust on the stakeholders, their brand perceptions and eventually their marketing results (Singh, 2024). These assumptions can be experimented quantitatively in the Bangladeshi clothing sector, where an empirical evidence is scarce even despite the economic integration of the sector in the national exports, with the sector generating above 80 percent national export income, and over 4 million employees work in this sector.
[bookmark: _heading=h.hhykn91jegj1]3.4.3 Justification for Deductive Approach
The deductive method used is well-grounded in the purpose of the study to analyse causal and correlational associations between the concept of transparency, consumer trust, and sustainable marketing performance. Quantitative research designs have the inherent necessity to test hypothesis and deduction is a logical route between theory and data analysis (Barroga et al., 2023). Indicatively, prior empirical evidence has shown that organisations which are more transparent achieve a higher customer retention rate of up to 1520, which shows that there is a measurable relationship that can be tested in the context of Bangladesh. In addition, deductive approach promotes methodology rigour by making sure that data collection tools, e.g. structured questionnaires, are directly correlated to theoretical constructs. 


[bookmark: _heading=h.t6l9fi31ga3v]3.4.4 Critical Evaluation of Deductive Approach
Irrespective of its merits, the deductive approach has had some limitations that need to be realised critically (Hall, Savas-Hall and Shaw, 2023).The fact that it is dependent on current theoretical frames is one of the greatest weaknesses given that they might fail to offer a comprehensive truth to unique contextual realities of emerging economies such as Bangladesh. Using the example of the Stakeholder Theory which posits that organisations are capable of harmonising all the interests of all stakeholders, it may not be the case in a fragmented supply chain where more than 40 percent of production goes to subcontractors, and information systems regarding the chain are superficial. Moreover, inductance can limit the unearthing of new knowledge, wherein it is more concerned with proving or refuting existing hypotheses as opposed to unearthing the surprise patterns or emergent phenomena. This is especially applicable when it comes to studying the topic of sustainability and transparency where institutional, cultural and technological elements may play their part in shaping certain results in a manner that cannot be fully attributed to the current theories. 
[bookmark: _heading=h.u8p2ztj9l432]3.5 Research Design and Strategy
[bookmark: _heading=h.6sx43vpwcvee]3.5.1 Quantitative Research Design
This paper is a quantitative research design that will involve gathering and evaluating numerical data to evaluate the correlation between the main variables, including transparency, sustainability practices, and marketing effectiveness in the Bangladeshi clothing sector (Hall, Savas-Hall and Shaw, 2023).A focus on the quantitative methodology is closely connected with the positivistic philosophy of the study and deductive logic because it allows objectively measuring the research and statistically supporting theoretical postulations. Quantitative research techniques are becoming increasingly popular in the modern business research field to produce generalizable outcomes, especially where measurable variables, including the level of transparency, consumer trust and sustainability adoption rates, matter. To illustrate, according to industry statistics, more than 60-70 per cent of consumers worldwide in their buying choices are taken into account sustainability which reveals the significance of quantifiable analysis in the discovery of market trends. Consistency in data measurement is guaranteed by the structure of quantitative research using standardised data collection methods, e.g. Likert-scale questionnaires, eliminating weaknesses in ambiguity and increasing reliability. 
[bookmark: _heading=h.uv5ej1d7uo92]3.5.2 Research Strategy: Survey Method
In order to create quantitative research design, the research will use survey research strategy to gather primary inputs of those participants in the clothing industry (Ramírez-Escamilla et al., 20240.The survey technique is especially suitably situated due to the overwhelming size of the industry and its scattered area, as the industry employs more than 4 million workers in various levels of supply chains. The benefit of surveys is that a comparatively big sample of data can be collected in a relatively small amount of time, making surveys both practically feasible and scalable. It is also possible that the structured questionnaires yield standardised responses, thus enhancing comparability and making them easy to subject to statistical analyses. This will be essential when analysing the perceptions on transparency and sustainability because it will be possible to determine the patterns and trends following across various organisational functions and experience. Empirical studies indicate that digital survey tools can boost the response rate even by 30, which further lends credence to the efficiency of digital survey tools in organisational research. In addition, surveys are also appropriate in terms of capturing attitudes, opinions, and perceptions, which are core in comprehending the impact of transparency on marketing performance and trust of stakeholders.
[bookmark: _heading=h.7uzhd52jmvfh]3.5.3 Time Horizon: Cross-Sectional Design
The study has a cross sectional time horizon, which implies that data is gathered at one point in time, in order to examine contemporary practices in the Bangladeshi clothing industry. This method is suitable in light of the aim of the study to measure the current rates of integration of transparency and sustainability and monitor not the perceptions over time (Schäfer, 2023).With sustainability adoption becoming more and more a global imperative because of regulations and the demands of consumers, evidenced by the number of green-certified factories swelling and the growing global calls to transparency, a cross-sectional design offers an opportune view of contemporary organisational behaviour. The main benefits of this method are that it is time efficient and cost effective and it is also possible under the limitations of academic studies.
Nonetheless, the cross-sectional design has its own limitations. It cannot support the formation of causal relationships as it records data of a data at a single point and not placing it over a period of time. As an illustration, although the study would establish the existence of a good correlation between transparency and marketing effectiveness, it could not possibly establish the causality between transparency and better results or the opposite. 
[bookmark: _heading=h.czkrsbmmkf3v]3.6 Data Collection Method 
[bookmark: _heading=h.6monk8jx7cz7]3.6.1 Primary Data Justification
The research uses a primary data form of data collection to bring context-sensitive and empirically based information on transparency and sustainable marketing practices in the Bangladeshi clothing industry (Chowdhury, 2025). The use of primary data is highly grounded with the limitations traced in the literature as most of the literature has heavily been referring to secondary sources like global reports, institutional datasets as well as industry analyses. Although these sources can give important macro-level information, like the garment industry contribution of over 80% of all export earnings in Bangladesh, they do not have a way of capturing real time organisational practices and perceptions by employees. Additionally, the secondary data is prone to generalising results in the different markets across the world and hence restrictions in applicability to new economies which have loose supply chains with lax regulations. However, in Bangladesh, with more than 4 million labourers working on various and mostly informal production networks, empirical data on internal transparency practices and sustainability implementation is insufficient. Consequently, primary data would allow the research to fill this gap as it will be possible to collect first-hand, real-time data, and increase relevance and validity of the results. 
[bookmark: _heading=h.f7ygc4qvvt71]3.6.2 Data Collection Tool: Structured Questionnaire
In operationalising primary data collection, the research uses a structured questionnaire, and it is generally accepted that this method is an excellent tool to use in quantitative research (Tang et al., 2025). The questionnaire will be structured in a manner that allows consistency, comparability and analysis, which is within the scope of positivist and deductive framework of the study. To fully cover the variables of interest, it has been broken down into five major sections. Section A (Demographics) gathers background data, including age, gender, job role, experience, which allows splitting the respondents into segments and an overall analysis of the data in comparison to each other. Section B (Sustainability Practices) looks at how the respondents are aware and applying sustainability practices to their operations which support industry trends in which producing improvements in energy and resource efficiency can save the company up to 15-20 percent in operational expenses. Section C (Transparency) is devoted to the degree of disclosure and efficiency of communication as the latter is of paramount importance since the global transparency scores in the fashion industry are relatively low, and they go approximately under 30. Section D (Challenges) outlines barriers including financial and technological limitations, and complexity of the supply chain issues, which impact more than 60% of small and medium enterprises in the developing economies. 
[bookmark: _heading=h.90as9uw2dl4f]3.6.3 Question Types and Measurement
The questionnaire also involves the use of a mixture of Likert scale (15), multiple choice questions and ranking hence it can facilitate depth as well as standardisation of answers. Likert scales are especially useful to assess perceptions and attitudes to provide a numerical measurement of such variables as agreement with transparency practices or satisfaction with sustainability initiatives. This method enables statistical analysis, such as a comparison of means scores, and correlation testing (Rahnenführer et al., 2023). Multiple-choice questions are more precise and less burdensome to the respondents, and prioritisation of challenges and strategy specified by ranking questions assist in prioritising the most critical issues. These structured formats contribute to increased reliability and the fact that the responses can be systematically analysed using statistical packages like SPSS. 
[bookmark: _heading=h.kzink8yomkhk]3.6.4 Data Collection Process
The information is gathered with the assistance of Google Forms, the digital tool, with the help of which it becomes possible to allocate survey in the most efficient and scalable way. Questionnaire is issued via email systems and social networks and is targeted to employees in the clothing industry. This method is most appropriate as the nature of the workforce is scattered out and the use of online communication devices is becoming more popular (Oksanen et al., 2024). The data collection will be conducted over 2-3 weeks, giving enough time to ensure enough response rate but also be pertinent to prevailing industry conditions. Digital data collection techniques have been also revealed to enhance efficiency in responses by up to 30 per cent thus making them an option worth considering in organisational research.
[bookmark: _heading=h.pn7yarhd3bhw]3.6.5 Critical Evaluation of Data Collection Method
A structured questionnaire has a number of benefits (Gracias et al., 2023). It is affordable and it does not require huge amounts of money to collect data, it can also be easily analysed since it is well structured. Furthermore, it facilitates the gathering of data on a relatively large sample and in a limited period of time, which improves the generalisability of the data. The technique, though, has its drawbacks that cannot be mitigated. The threat of low response rates, especially in organisational study, is one of the main issues, as employees might lack time or interest in such kind of study. Moreover, the use of self-reported information poses the possibility of bias, such as the social desirability bias, in which respondents can exaggerate such positive actions as compliance with sustainability. 
[bookmark: _heading=h.x1ppz5s7so9k]3.7 Sampling Technique
[bookmark: _heading=h.61v37acjfsgh]3.7.1 Target Population and Sampling Method
The present research concentrates on the staff of the Bangladeshi garment sector as the sample which includes employees who are engaged in the organisation in managerial positions, staff operating in the organisation and sustainability experts familiar or directly connected with the organisational practice concerning transparency and sustainable marketing. This population selection is strategically justified because the garment sector is a source of over 4 million employees, and accounting to over 80 percent of Bangladesh export earnings and, therefore, a very important context to study the dynamics of sustainability and transparency (Thoben, 2022).The above will enhance the employee coverage of both strategic and operational realities in an organisation since the research will touch on employees of various hierarchies and hence be able to provide a wide outlook of the practices used in organisations.
In order to gather data on this population, the research will use the convenience sampling method, which is a non-probability sampling tool where the target population is chosen according to their availability and interest in taking part in the study. This method is generally applicable in business and management research especially in emerging economies where a holistic sampling frame is challenging because of the disaggregated industry structures. The bearable Bangladeshi clothing industry, where the supply chain is multi-level and subcontracting networks are loosely organised, it is virtually impossible to get a completely representative list of workers. 
[bookmark: _heading=h.pwmwazxtsw6x]3.7.2 Justification and Sample Size
Convenience sampling has been used based on a number of viable factors (Raifman et al., 2022). To start with, it has restricted access to the entire population making probability sampling techniques, including random sampling, hard to conduct. Second, the research is time bound and a system that will enable them to collect the data fast is necessary. Third, the methodology allows a realistic possibility, and the researcher will be able to collect responses to the research questions by using the available participants via digital communities like email and social media.
The research will employ a sample size of 100-120 respondents which is in accordance with the criteria of quantitative research in management research. This is believed to be a suitable sample size that will allow pinpointing the patterns, achieving a descriptive and inferential statistical analysis, and creating significant insights without exceeding the scope of the research time. The sample is a small percentage of the total industry employees, but gives a decent foundation on which transparency and sustainability practices can be analysed. 
[bookmark: _heading=h.rvcok9tcjjgt]3.7.3 Inclusion and Exclusion Criteria
The relevant data and quality of data are ensured using inclusion and exclusion criteria (Bernardi et al., 2023). Participation criteria is based on working in the clothing industry and with at least one-year experience, as this will ensure that the respondents who will answer the questions have adequate understanding on organisational practices. This is especially critical in an industry where sustainability efforts and transparency measures might differ in organisations and positions.
The exclusion criteria also eliminate the people who are outside the industry or those who present incomplete questionnaires. This assists in validity and reliability of the data set since only relevant and full answers are analysed. 
[bookmark: _heading=h.qpts5bckllbp]3.7.4 Critical Evaluation of Sampling Technique
Although our convenience sampling has a practical benefit, it is also linked to significant limitations that are of critical importance to take into consideration (Schimmelpfennig et al., 2025). Sampling bias is one of the significant constraints because the sampled participants might not represent the larger population of over 4 million garment workers. E.g. more conveniently reached respondents via digital means might work in more formal or more technologically advanced organisations, leaving out the views of informal or subcontracted workers who play such an important role in the Bangladesh supply chain mechanism.
Moreover, the sampling approach was a non-probability type, which does not give high levels of generalisability of results since the results are not statistically generalizable to the whole population. This applies especially because it is a highly heterogeneous industry in which transparency practices might vary enormously between different firms of different sizes and capacities. Moreover, the respondents who might be more interested in sustainability will be more likely to participate and therefore the data may be skewed towards more favourable perceptions. 
[bookmark: _heading=h.y5iig1g4cv3]3.8 Data Analysis Techniques
[bookmark: _heading=h.my6yumb4duso]3.8.1 Analytical Tools and Approach
Primary data analysis of this research is done with Statistical Package of social sciences (SPSS) and Microsoft Excel which are popular in quantitative business research because of their strength and versatility in working with large volumes of data (Scott-Boyer et al., 2023). For more sophisticated statistical testing, such as correlation and regression analysis, SPSS is highly applicable, whereas Excel should be used to organise data preliminary, code, and visualise it. The application of these tools fits into the positivist philosophy and quantitative design of the study, which allows applying the systematic and objective interpretation to the data. Considering the fact that the research will focus on the quantifiable constructs like transparency, sustainability practices, and marketing efficiency, statistical software will guarantee precision and increase the appropriateness of results.

[bookmark: _heading=h.lnicpjq13k6e]3.8.2 Descriptive Analysis
Descriptive statistics is the initial step in analysis and gives a summary of the fundamental characteristics of the dataset (Rahnenführer et al., 2023). This involves frequencies, percentages and mean scores that define the demographics of the respondents and general trends in their perceptions on the transparency and sustainability practices. As an illustration, frequencies and percentages will assist in determining how responses are spread out within various categories, including awareness or actual execution of sustainability programs. Likert-scale mean scores will give a numerical value of central tendency enables comparison of variables. Descriptive analysis plays a vital role in laying down the preliminary comprehension of the data and seen patterns, which can guide on subsequent statistical analysis. 
[bookmark: _heading=h.frp0vmk5mkwa]3.8.3 Inferential Analysis
The study, in addition to descriptive statistics, uses inferential analysis to test hypotheses about research and to analyse relationships among variables (Kumar et al., 2025). In particular, a correlation analysis is employed to find out the strength and direction of relations between such variables as transparency and consumer trust or sustainability practices and marketing effectiveness. This is significant considering previous empirical data indicating that transparency has the potential to enhance the level of trust by as much as 20%. Regression analysis can also be performed where required to determine the predictive value of independent variables (e.g., transparency) on dependent variables (e.g., marketing outcomes). These methods make the study not merely a mere description, but give statistically verified facts on the relations on which sustainable marketing strategies are based. 
[bookmark: _heading=h.fse9g1hjpia6]3.8.4 Purpose of Data Analysis
The main goal of the data analysis at will be to find patterns, relations and trends in the data and to examine the research hypotheses based on theoretical perspectives like Stakeholder Theory and the Triple Bottom Line (Vinay, 2024). Using descriptive and inferential methodology, the research will offer an overall insight on the effect of transparency on the sustainability practices and effectiveness of marketing in the Bangladeshi clothing industry. Such a two-faceted method will improve the analytical rigor of the investigation as it will produce both the insights of an exploration and statistically validated judgments. 
[bookmark: _heading=h.nfp2p8tkz7gj]3.8.5 Data Presentation
Tables, charts and graphs are used to present the findings and this enhances clarity and easier interpretation. Bar charts and pie charts are the best visual aids to explain distributions and comparisons, whereas tables give more specific numerical data to conduct a more detailed analysis. Data presentation is essential in making sure that difficult statistical outcomes are conveyed well to the scholarly and practical clients. 
[bookmark: _heading=h.ygxyyjy1u724]3.9 Reliability and Validity
[bookmark: _heading=h.9jc4casv723]3.9.1 Reliability
Reliability is the ability of the measurement that is consistent, and that is, the consistency is under the same condition that the research instrument should yield the same type of results. This paper determines the reliability of the measurements, based on Cronbach’s Alpha which is a very popular statistical test of internal consistency. Any threshold of 0.7 and higher is regarded as acceptable which implies that the questionnaire items are effective in measuring what is intended to be measured. Reliability is further achieved through the utilisation of a standardised survey that has structured Likert scale questions which reduce ambiguity as well as allow a consistent burden of the questions across respondents. This especially concerns the quantitative research where non-consistency of measurement may be a disincentive to the validity of statistical analysis (South et al., 2022).
[bookmark: _heading=h.rg1ar83itk1w]3.9.2 Validity
Validity is the correctness and suitability of the measurement and the instrument measures what it is supposed to measure. In this research, two important validity types content validity and construct validity are taken into consideration. The validity of content validity guarantees that the questionnaire is sufficient enough to capture all the pertinent issues connected with the topic of the research such as the sustainability practices, transparency and marketing outcomes (Hossan et al., 2025). Construct validity, in turn, evaluates the degree to which the items used in measurements reflect the theoretical constructs based on the theoretical frameworks, like Stakeholder Theory and Green Marketing Theory. Validity is essential in this research since poor measurement might make it easy to arrive at false conclusions concerning the relationship between transparency and sustainable marketing. 
[bookmark: _heading=h.c4vicjrpfs5n]3.9.3 Measures to Ensure Reliability and Validity
There are a number of measures implemented to increase the reliability and validity of the research. Pilot testing is done first to find out and eliminate any ambiguities or discrepancies in the questionnaire. Second, concise and clear question design is used in order to reduce misinterpretation and are answered by respondents. Third, the research uses existing scales of measurement in places where feasible, enhancing reliability and comparison with other studies done. 
[bookmark: _heading=h.7awpyhbloega]3.11 Limitations of Methodology
Although this study has some methodological benefits, there are a few limitations that should be mentioned (Campo et al., 2023). Due to the convenience sampling, the sample might not be necessarily representative of the larger population of the Bangladeshi clothing industry, which is prone to bias. Also the use of self-reported data may result in bias in responses such as the social desirability effect. The birth-buick method does not provide a chance to determine causal relationships or describe time variations. Additionally, the reduced access to informal and subcontracted workers might keep out significant points of view. Such constraints can impact generalisability, but they are addressed by exercising a thorough research design and open interpretation of research results. 
[bookmark: _heading=h.zltsb63b5ug]3.12 Chapter Summary
In this chapter, the methodological framework employed in the study has been described. The research design was based on a positivist philosophy and a deductive approach with an underpinning by a quantitative survey strategy. Structured questionnaires were used to collect primary data which was analysed using statistical packages and tested using reliability standards and ethical considerations.
The following chapter will show the analysis of the data and findings, and empirical evidence of transparency and sustainable marketing in the clothing business in Bangladesh will be provided. 
[bookmark: _heading=h.isrxmvic8ycw]

[bookmark: _heading=h.jsu30mnkctjq]CHAPTER 4: DATA ANALYSIS AND FINDINGS
[bookmark: _heading=h.kfesxy640fz0]4.1 Introduction
This chapter explains the analysis of primary data, which is gathered by distributing a structured questionnaire to the employees in the clothing industry in Bangladesh. The total number of valid responses obtained was 122, which were analysed using descriptive and inferential statistics in SPSS. Descriptive statistics for each item of the survey and reliability analysis are presented, using Cronbach's Alpha for each thematic scale. The Pearson correlation and linear regression analyses then analyse the statistical association between the transparency, sustainability practices and the marketing-related outcomes. The results are discussed in relation to the theoretical approaches of Stakeholder Theory, Triple Bottom Line (TBL), and Green Marketing Theory introduced in Chapter 2.

Demographic Questions 
[bookmark: _heading=h.56sjglejiaif]Figure 4.1: Pie chart of Question 1
[image: Chart]
This pie chart asks participants about the age bracket they belong. The highest percentage has came down to 82.4%, stating that there are more Gen Z consumers, 36-45 bracket people estimated 4.2%, 26-35 ranged 11.8%, and the remaining 46 and above was way less to 1.7%. 
[bookmark: _heading=h.quxf0nt4pu2h]Figure 4.2: Pie chart of Question 1a

[image: Chart]
The second question asked to participants is about their gender, where the highest estimates remains female consumers with 47.9%, male with 43.7% and people not to say was 8.4%. This showcases that female consumers prefer sustainbale clothing more than other genders. 
[bookmark: _heading=h.7zg6jm7tnptf]Figure 4.3: Pie chart of Question 1b 

[image: Chart]
Participants were asked how many years they have worked in this organisation, as the respondents stated that 3.4% people have been working for more than 10 years. The highest number was 1-3 years, 45.4%, 4-6 years, 28.6%, 7-10 years 2.5% and less than 1 year was estimated to be 20.2%. 
[bookmark: _heading=h.c5fxxca3mpld]Figure 4.4: Pie chart of Question 2
[image: Chart]
Based on this question, we determined that the highest job was of supervisors, estimated 79.8%, operational staff of 15.1% and managers were 3.4%. 
[bookmark: _heading=h.aghjw97u9y79]4.2 Descriptive Statistics
All eleven items (Questions 3–13) were presented as a Likert scale, which was used to provide summary descriptions of key variables on measures of central tendency and dispersion. The results below (Figure 8) show the mean and standard deviation for each item for the total valid sample (N = 122).

[bookmark: _heading=h.pgt5v3hpiz1y]Figure 4.5: Descriptive Statistics – All Survey Items (SPSS Output)
[image: ]
Source: SPSS Analysis of Primary Survey Data (2025)

[bookmark: _heading=h.1ccqhobqhctv]4.2.1 Sustainability Practices (Q3–Q4)
When the scale inversion is taken into account in SPSS coding, the mean of the response to question 3 (My organisation actively implements sustainability practices in its operations) was 2.35 (SD = 0.917) which demonstrates a positive overall tendency towards an agreement answer. This suggests sustainability practices are widely recognised in respondents' organisations, which aligns with the statistics from BGMEA (2024) of more than 200 LEED-certified factories in Bangladesh with tangible energy and water savings.
Question 4 (Employees in my organisation are aware of sustainability policies and initiatives) had a mean score of 3.15 (SD = 0.735), which was a more neutral-to-negative score for the internal awareness. This gap is an important discovery: Sustainability can be in existence but the general population of the workforce not sufficiently “informed”. Inconsistencies in the implementation of sustainability on the inside that are not addressed on the outside also hinder the effectiveness of sustainable marketing, as Borges et al. (2023) have argued.
[bookmark: _heading=h.1hx85c3o9oa]4.2.2 Transparency Practices (Q5–Q7)
Q5 (My organisation clearly communicates its sustainability practices to stakeholders) achieved a mean score of 3.71 (SD = 0.931), reflecting a medium level of agreement that external communication takes place, but with a high level of variance, showing that some organisations are more consistent than others. Question 6 (Information about sourcing and suppliers is openly shared) had a mean of 3.99 (SD = 0.949), suggesting that disclosure of information about sourcing and suppliers is not a straightforward issue, but rather, information is neither completely open nor completely absent. The mean score for question 7 (Sustainability-related information is clear and easy to understand) was 3.27 (SD = 0.936), indicating a moderate level at best for the clarity of sustainability information.

[bookmark: _heading=h.djo9hxza9tba]4.2.3 Challenges to Transparency (Q8–Q9)
The mean rating for question 8 (Supply chain complexity makes it difficult to maintain transparency) was the highest in this data set with 5.48 (SD = 1.173) demonstrating good agreement that SC complexity is a perceived barrier. The finding corroborates with Khan et al. (2024) who report that a large proportion of garment manufacturing in Bangladesh is fragmented with multiple-tiered subcontracting (in excess of 40%). The answers to question 9 (technology resources limit transparency) provided a mean of 2.47 (SD = 1.085), corresponding to the coding of the SPSS which indicates that technology limitations are also recognised as a constraint. As mentioned by Saha et al. (2024), digital skills are a primary requirement to achieve transparency operationally in the RMG industry, and they can contribute to the RMG industry's lack of transparency between the sustainability agenda and evidence-based disclosure.

[bookmark: _heading=h.jmzlts9pp8xy]4.2.4 Transparency and Marketing Outcomes (Q10–Q13)
The mean response for Question 10 (Transparency in sustainability practices increases customer trust) was 3.98 (SD = 0.744), with a moderate to strong agreement of transparency being positively correlated with customer trust. This directional finding confirms the main finding of this study and aligns with Deloitte's (2023) finding that sustainable disclosure done effectively can build up consumer trust by up to 20%. Question 11 (Lack of transparency reduces brand credibility and trust) yielded a mean of 3.25 (SD = 0.903) and Question 12 (Transparency improves the overall brand image) had a mean of 3.98 (SD = 0.698) showing high levels of agreement that transparency has a positive impact on brand image. The mean score of question 13 (Transparency influences customer purchasing decisions) was 3.19 (SD = 0.827), indicating that there was a moderate but positive correlation between transparency and purchasing behaviour. The results support the study conducted by Al Imran et al (2024) which established that sustainable marketing practices have a positive relationship with brand perception and purchasing intention in the RMG industry of Bangladesh.

[bookmark: _heading=h.qcyzcto5m0u7]4.3 Reliability Analysis
To ensure the internal consistency of each construct, Cronbach's Alpha was computed separately for each of the four thematic scales identified in the questionnaire: Sustainability Practices (Q3–Q4), Transparency Practices (Q5–Q7), Challenges to Transparency (Q8–Q9), and Marketing Outcomes (Q10–Q13). A threshold of at least α = 0.70 is considered acceptable; scores greater than 0.80 are considered to be good reliability (South et al., 2022).

[bookmark: _heading=h.r8jkta74c54]4.3.1 Reliability: Sustainability Practices Scale (Q3–Q4)
[bookmark: _heading=h.j0parzx1f9ml]Figure 4.6: Reliability Statistics – Sustainability Practices (Q3–Q4)
[image: ]
Source: SPSS Analysis of Primary Survey Data (2025)

The Cronbach's Alpha for Sustainability Practices (Q3 and Q4) was α = 0.755 (N = 122), which is acceptable and satisfactory for internal consistency. Both Q3 and Q4 have a scale mean if deleted = 3.15, corrected item-total correlation = 0.621, which means that both are equally contributing to scale coherence. This validates the measure of the underlying construct (sustainability practice adoption and employee awareness) as a single dimension.

[bookmark: _heading=h.9ci010j3lm4r]4.3.2 Reliability: Transparency Practices Scale (Q5–Q7)
[bookmark: _heading=h.yq4wosrtuyym]Figure 4.7: Reliability Statistics – Transparency Practices (Q5–Q7)
[image: ]
Source: SPSS Analysis of Primary Survey Data (2025)

The Cronbach's Alpha for the Transparency Practices scale (Q5, Q6, Q7) was α = 0.192, below the acceptable level and suggesting that the three items were not internally consistent. The corrected Item-Total Statistics show that responses to the three items (Q5, −.017; Q6, .159; Q7, .173) do not appear to be following a consistent pattern. Sourcing disclosure (Q6), information clarity (Q7), and transparency communication (Q5) could be relatively independent aspects of transparency that do not fall under the same shared construct. Schäfer (2023) suggests the concept of supply chain transparency is multi-dimensional, and its aspects do not necessarily co-vary with one another.

[bookmark: _heading=h.r2fn5zup28zj]4.3.3 Reliability: Challenges to Transparency Scale (Q8–Q9)
[bookmark: _heading=h.gs4owqj7hlt0]Figure 4.8: Reliability Statistics – Challenges to Transparency (Q8–Q9)
[image: ]
                                     Source: SPSS Analysis of Primary Survey Data (2025)

For the Challenges scale (Q8 and Q9), the Cronbach's alpha was −0.800, which occurs when items are negatively related to each other. Both item-total correlations are corrected and thus are −.286, and the SPSS output indicates that the negative correlation is a result of the negative average covariance between the items, which is not consistent with the assumptions of the reliability model. This outcome represents a significant discovery: the respondents perceive the complexity of the supply chain (Q8, mean = 5.48) and lack of technology (Q9, mean = 2.47) in different and almost opposing ways. This gap may be due to the exposure that their supply chains have had to different levels, between supervisory and managerial respondents. In the same vein, Khan et al. (2024) report that barriers in the supply chain vary in their effects at various organisational levels. Given this, Q8 and Q9 are analysed as separate variables throughout this study.
      
[bookmark: _heading=h.ywhfcuyl6ci0]4.3.4 Reliability: Marketing Outcomes Scale (Q10–Q13)
[bookmark: _heading=h.ikienu6g0fk]Figure 4.9: Reliability Statistics – Marketing Outcomes (Q10–Q13)
[image: ]
Source: SPSS Analysis of Primary Survey Data (2025)

The Cronbach's alpha for the Marketing Outcomes scale (Q10–Q13) was α = 0.827, which showed good internal consistency and was consistent with the four items being a measure of a coherent construct of marketing outcomes that are visible to the consumer. The Item-Total Statistics indicate high corrected item-total correlations for the items of trust (.629), brand image (.767), and purchasing decisions (.725), and relatively high (but still useful) values for brand credibility (.533). To note, eliminating Q11 would make alpha equal to 0.847, which would indicate a need for further research to fine-tune the measurement of the brand credibility dimension. In general, alpha for this scale is high, which supports the marketing outcomes construct and the use of these items for the following inferential analyses.
[bookmark: _heading=h.fu9qwur7lo5c]4.4 Pearson Correlation Analysis
A Pearson correlation analysis was performed to explore the linear relationships and degrees of association between the main constructs of the study: Sustainability Practices, Transparency, Challenges, and Trust/Marketing Outcomes. Three separate bivariate correlations were run in SPSS to test the key relational hypotheses of the study.

[bookmark: _heading=h.2kbxndm7b9l0]4.4.1 Sustainability Practices and Transparency
[bookmark: _heading=h.33ilzl2aziq]Figure 4.10: Pearson Correlation – Sustainability vs Transparency (SPSS Output)
[image: ]
Source: SPSS Analysis of Primary Survey Data (2025)

Sustainability composite variable is moderately positively related to the Transparency composite variable with a Pearson correlation coefficient of r = 0.537 (p < .001, n = 122) and the relationship is statistically significant. This finding supports the idea that the same organisations that are seen as active in sustainability practices are also seen as transparent in communicating. Theoretically, this is found to be consistent with the Stakeholder Theory which stated that "accountability and transparency are essential to fulfil the stakeholder expectations" (Freeman et al., 2022). Notably, the moderate correlation also suggests that the adoption of sustainability practice does not necessarily correspond with sustainability communication, a result which resonates with the existing literature indicating that there is a structural gap between sustainability practice and sustainability communication in the Bangladeshi garment sector (Islam et al., 2022).

[bookmark: _heading=h.sbsnpmqi15u5]4.4.2 Challenges to Transparency and Transparency
[bookmark: _heading=h.g7216g7zy1sj]Figure 4.11: Pearson Correlation – Challenges vs Transparency (SPSS Output)
[image: ]
Source: SPSS Analysis of Primary Survey Data (2025)

A strong positive correlation of r = 0.692 (p < .001, n = 122) is found between Challenges (Q8–Q9 composite) and Transparency. It is interesting to note that the positive direction of this relationship exists: that is, the more strongly the respondents perceive structural barriers (supply chain complexity and technology limitations), the higher their awareness of transparency or sensitivity. This could be because individuals with more operational and/or strategic knowledge of the sources of transparency barriers (including compliance officers and senior staff) also possess a more advanced understanding of transparency as a construct and its significance. This is aligned with Saha et al. (2024) who conclude that awareness of digital capability and transparency sensitivity grow together in more mature organisations with higher sustainability maturity. The strong correlation also serves as an indicator for the strategic interdependence between challenge recognition and transparency orientation— suggesting a link between challenge and transparency outcomes.

[bookmark: _heading=h.kabf3jop4bqh]4.4.3 Transparency and Trust / Marketing Outcomes
[bookmark: _heading=h.22nu48vgixwo]Figure 4.12: Pearson Correlation – Transparency vs Trust & Marketing Outcomes (SPSS Output)
[image: ]
Source: SPSS Analysis of Primary Survey Data (2025)

There is a strong and highly significant positive correlation between the Transparency variable and the Trust_mktg composite (Q10 – Q13), r = 0.694 (p < .001, n = 122). The main empirical result of this study and a strong statistical basis for the hypothesis is that transparency in sustainability practices is significantly linked to consumer trust and the favourable marketing results such as brand image, purchasing behaviour. This finding aligns with Damberg et al. (2024), which shows that transparency in the supply chain is a key factor in shaping consumer purchasing decisions for sustainably certified products, and with Deloitte (2023), which indicates that consumer trust metrics can be improved by as much as 20% if companies provide effective sustainability disclosure. The level of the correlation validates the theory of Green Marketing; that is, transparency as the crucial link between sustainability practice and marketing performance (Al Imran et al., 2024; Nogueira et al., 2025).

[bookmark: _heading=h.w7avarbfh5w7]4.5 Regression Analysis
Linear regression analysis was performed to examine the predictive relationship between Transparency (independent variable) and Trust_Marketing Outcomes (dependent variable). In accordance with the directionality hypothesis formulated from the conceptual model, the regression model was set up with the single predictor Transparency and the criterion variable being Trust_Marketing.

[bookmark: _heading=h.bphc9blm4eqd]Figure 4.13: Regression Analysis – Model Summary, ANOVA, and Coefficients (SPSS Output)
[image: ]
Source: SPSS Analysis of Primary Survey Data (2025)

[bookmark: _heading=h.n7csyob20jv6]4.5.1 Model Summary
The Model Summary Reveals R = 0.694 and R² = 0.482 (Adjusted R² = 0.477) which means that Transparency explains 48.2% of the variation in the overall outcome of Trust. The standard error of the estimate is 0.467; this is a fairly good fit. In social science research, an R² of 0.482 is considered to represent a strong effect size for a single-predictor model, and points to the high level of substantive prediction of marketing trust outcomes by Transparency. Overall, the findings are strongly consistent with the main hypothesis tested by the study which proposed that transparency in sustainability practices is not just an ethical duty but a major contributor to marketing efforts at the consumer level that directly influence marketing outcomes.

[bookmark: _heading=h.2p7bh19p3gne]4.5.2 ANOVA
The results of the ANOVA test indicate that the overall regression model is statistically significant: F (1, 120) = 111.573, p < .001. The sum of squares of the model (24.358) is significantly larger than the Residual sum of squares (26.198) which suggests that the model accounts for a significant percentage of the total variation. The F-ratio is significant and this validates the use of Transparency as a predictor variable, and shows that the regression model offers a statistically adequate explanation of the dependent variable.

[bookmark: _heading=h.d5spy2z7csko]4.5.3 Regression Coefficients
The Coefficients table shows that Transparency has an unstandardised coefficient of B = 0.773 (SE = 0.073) and a standardised Beta of 0.694, t = 10.563, and p < .001. The constant is B = 0.768 (p = .005). The positive significant coefficient indicates that trust marketing outcomes significantly increase with increases in perceived transparency. For each unit increase in the Transparency composite score, Trust_Marketing increases by 0.773 units. The standardised Beta of 0.694 also shows that Transparency is strong in standardised terms, further solidifying its strategic importance. The findings are in line with those of McKinsey & Company (2024), who found that 67% of fashion executives consider supply chain disclosure as a strategic priority, and with the empirical results of Saha et al. (2024) and Kouhizadeh et al. (2022), which indicate that disclosure-enabling technologies in the garment sector have operational and competitive value.

[bookmark: _heading=h.ffte5fk4iynq]4.6 Chapter Summary

 In this chapter, the author has discussed and analysed the survey data from 122 respondents of the clothing industry of Bangladesh with the help of SPSS. Descriptive statistics showed that sustainability practices are in operation but not communicated internally, transparency is perceived as being ambiguous and inconsistent, and supply chain complexity and technology are seen as strong structural barriers. Reliability analysis revealed good internal consistency for the Marketing Outcomes scale (α = 0.827) and acceptable internal consistency for the Sustainability Practices scale (α = 0.755); the low and negative alphas for Transparency (0.192) and Challenges (−0.800) scales indicate true construct heterogeneity, not failure of scale measurement. The Pearson correlation results showed that there were strong, positive and significant relationships among Challenges awareness, Transparency (r = 0.692) and Transparency, Trust_Marketing Outcomes (r = 0.694), and a moderate positive correlation between Sustainability Practices and Transparency (r = 0.537). The regression analysis showed that Transparency was a significantly strong predictor with B = 0.773, β = 0.694 and p < .001 of Trust_Marketing Outcomes (R2 = 0.482). The results of these analyses are presented in Chapter 5 for interpretation.











[bookmark: _heading=h.ydl8js4shpjf]CHAPTER 5: DISCUSSION

[bookmark: _heading=h.uq6y0gb893u9]5.1 Introduction
This chapter critically evaluates the results of the study presented in chapter 4 using the theoretical frameworks, literature and the research objectives set in chapter 1 – 3. The discussion is presented thematically, covering the sustainability practice–communication gap, the nature and meaning of transparency ambiguity, the structural challenges found in the data and the statistical link between transparency and marketing results. The results are discussed throughout using the three theories: Stakeholder Theory, Triple Bottom Line (TBL) and Green Marketing Theory, to identify their theoretical and practical implications for Bangladesh clothing industry.

[bookmark: _heading=h.66ui4mt1u1p9]5.2 The Sustainability Practice–Communication Gap
An extremely important pattern that these descriptive statistics show is the gap in uptake of sustainability practice and awareness amongst employees within the company. Question 4 (employee awareness of sustainability policies) reveals a much more nuanced picture: although there is a fairly even spread of opinions, with the majority unable to state that employees are aware of sustainability policies, there is a clear lack of awareness in certain organisations. The reliability analysis of this scale (α = 0.755) provides confirmation that these two items are not completely independent constructs, but, as can be seen by the significant differences between the two, there is no automatic link between organisations implementing sustainability and their employees being somewhat more aware.
The social aspect, comprising workers' engagement and internal communication, seems to be less developed than the operational sustainability adoption (Slaper and Hall, 2022; Nogueira et al., 2025). Islam et al. (2022) also claim that sustainability is largely compliance-oriented in the garment industry of Bangladesh, driven by the international buyers, instead of a strategy developed within the company.

[bookmark: _heading=h.53ylatb4qh1d]5.3 External Transparency: Ambiguity and Its Strategic Cost
It is not just psychometrically interesting, but also substantively interesting, that the Cronbach's Alphas for the Transparency scale is low (α = 0.192). It is not necessarily a sign of the inadequacy of the questionnaire design, but a reflection of the true multi-dimensionality and inconsistency of transparency practices of the sample. As Schäfer (2023) explains, transparency in the supply chain is not a single entity, but rather the practices of communicating to stakeholders (Q5), disclosure of sourcing (Q6) and the transparency of information (Q7) do not necessarily occur together.
According to Green Marketing Theory, to communicate and influence consumer behaviour, communication should be accurate, consistent and credible (Al Imran et al., 2024). This is exactly what the Fashion Transparency Index 2023 indicates, with a score of 26-28 out of 100 for the large fashion brands, and a similar trend seems to be happening at the operational level in Bangladesh, as per the present data. Similarly, another draws on other evidence that organisations tend to be neutral or disclose as little as possible in markets characterised by less regulatory oversight. This aligns with the neutral responses found for Q5 and Q6.

[bookmark: _heading=h.e55n0f5f71e2]5.4 Structural Barriers: Technology and Supply Chain Divergence

The split has significant ramifications in terms of strategy. Technology limitations (Q9) were strongly associated with transparency perceptions and the outcomes of trust, in correlation analysis. Saha et al. (2024) show that digital skills contribute significantly to the transparency of operations in Bangladesh's RMG industry, and Kouhizadeh et al. (2022) reveal that blockchain systems can enhance the accuracy of the supply chain tracking system by up to 80%. The regression analysis supports the findings that Trust is the strongest predictor of outcomes of trust (B = 0.773, p < .001, R² = 0.482), and technology investment is directly one of the determinants of marketing performance improvement, in part due to technological capacity

The Challenges scale (α = −0.800) represents a true conflict for the sample between what supply chain complexity (Q8) and technology limitations (Q9) are experienced. The descriptive data indicate that Q8 had the highest mean of the entire data set (5.48), indicating high agreement that supply chain complexity is a transparency barrier, while Q9 had a mean of 2.47, indicating a more split response to the technology limitations item. The two challenges had negative inter-item correlation, indicating that these are seen as unique by different respondents, which aligns with Khan et al. (2024) observation of that supply chain barriers are experienced in different ways across tiers of the organisation. y and transparency.

[bookmark: _heading=h.wyvwh184sxwp]5.5 Transparency as a Driver of Marketing Trust and Brand Outcomes
The overall result of the present study, the high correlation of the variables Transparency and Trust_Marketing Outcomes (r = 0.694, p < .001) and the regression obtained (β = 0.694, R2 = 0.482) lend to the overall hypothesis strong statistical support that transparency in sustainability practices is a meaningful driver of consumer trust and brand performance.
This is also supported by the high level of correlation between Transparency and Trust_Marketing that was found. The importance of supply chain transparency for consumer purchasing behaviour of sustainably certified products is shown by Damberg et al. (2024), who prove that a chain with an element of transparency has an impact on consumer purchasing behaviour, and by Deloitte (2023), who report that the effect of good sustainability disclosure on consumer trust metrics is as high as 20%. This strategic significance is echoed by the report “Transparency in the fashion supply chain” (McKinsey & Company 2024), which states that 67% of the fashion executives consider supply chain disclosure as one of the top strategic priorities.
There is a moderate positive correlation between the Sustainability Practices and Transparency (r = 0.537), highlighting an important nuance that there is a relationship between the practice of Sustainability, but not a determinative one. This finding implies that there is a gap between sustainability and transparency, meaning that the processes of operating and enhancing sustainability sometimes don't allow for transparent reporting mechanisms. The garment industry in Bangladesh is a good example where initiatives towards sustainability are often instigated by compliance measures imposed by international customers, while the levels of transparency are relatively low due to the fragmented nature of sourcing networks, subcontracting practices, limited technological capability, and weak regulations (Islam et al., 2022; Hasan & Shehun, 2022; Hossain, 2024). This helps to support the study result that sustainability implementation and disclosure of the same can take place independently and a partial dissociation of sustainability action from sustainability communication is observed, which has also been reflected in the literature.
[bookmark: _heading=h.o2gsohta47f7]5.6 Chapter Summary
This chapter has critically explored the results of Chapter 4 using the principles of the theories used in the study and the broader academic research. The analysis shows that sustainability practices and transparency in the clothing industry of Bangladesh are two distinct aspects of the industry with each having its very own structural, technological and communicative barriers. The findings from the statistical relationship between transparency and marketing trust outcomes support the strategic importance of investing in transparency and the results of reliability and correlation show that transparency is a multi-dimensional and context-specific construct. These insights are used in chapter 6 to draw conclusions and recommendations that are based on evidence.


[bookmark: _heading=h.9szxtnn3tt51]CHAPTER 6: CONCLUSION AND RECOMMENDATIONS

[bookmark: _heading=h.cxpb5r7tbotg]6.1 Introduction
The overall findings of the research are presented in this chapter which brings together the findings of the statistics (Chapter 4) and the theoretical discussion (Chapter 5) to directly answer the research aim and the research objectives. Based on the evidence, industry practitioners, policy makers and researchers are then offered strategic recommendations to build on. The chapter ends with an analysis of the possible limitations of the study and some recommendations for future research.

[bookmark: _heading=h.rv14xn3x06oe]6.2 Summary of Findings and Conclusions
First, sustainability practices have been realized at an operational level as per the data of the Bangladeshi garment manufacturing industry provided by BGMEA (2024) and it is evident that awareness of the internal staff about sustainability is not much developed. The reliability confirmed the sustainability construct and the gap between the Q3 and Q4 descriptive scores expose a key gap of internal communication which limits the authenticity and consistency of sustainability activities.
In the second thought, transparency and communication can be manipulated through fragmentation. The low alpha value of the Transparency  reflects the true multidimensional nature of disclosure practices in which three dimensions of communication, sourcing disclosure and information clarity are performed in an uncoordinated manner. This aligns with the existing literature on transparency, which includes a broader understanding of implementation in developing economy supply chains.

Third, challenges in the supply chain are seen as structural barriers to transparency, but are felt differently across the sample.The most universal constraint is technology limitations, with transparency orientation,in particular showing a strong correlation with it in the colleration analysis.
Finally, and most importantly, the regression analysis offers empirical evidence which reveals that Transparency is a significant predictor of Trust_Marketing Outcomes. The correlation between the transparency and consumer trust, brand image, and purchasing intention outcomes and the regression fits support that the greater the transparency, the greater the consumer trust, brand image, and purchasing intention outcomes that lead to competitive marketing performance. The results confirm the two theories used in this study: Green Marketing Theory and Stakeholder Theory, and provide empirical evidence for the literature on the sustainability and transparency of emerging economy garment industries.

[bookmark: _heading=h.sx8csuinkxw4][bookmark: _heading=h.6czuuanm373h]6.3 Addressing the Research Objectives 
Objective 1: This first research objective was fulfilled by descriptive and reliability analyses of sustainability-related items in the surveys. The results indicated that most of the respondents believed there was a general presence of sustainability practices within the clothing industry of Bangladesh, specifically in environmental responsibility, ethical sourcing and buyer requirements. It was found, however, that there was a significant communications aspect of sustainability, in that, not all sustainability activities were communicated effectively to stakeholders. The result is consistent with the literature that pointed towards the fact that the majority of garment factories in Bangladesh are implementing sustainability measures because they have to meet international standards, but are not putting them in the larger framework of a garment factory's sustainability strategy. For this reason, the study offered a comprehensive overview of the current measures and potential for sustainability in the industry.
[bookmark: _heading=h.ub8ilikjwqjn]Objective 2: 
To achieve this goal, correlation and regression analysis tests were conducted to investigate the relationship between transparency and trust/marketing outcomes. This enabled the results to present a positive relationship between transparency and marketing target variables.In addition, regression analysis found that the variance in trust and marketing performance was shown to be influenced by transparency with the coefficient of determination value .This study demonstrates that transparency is one of the main factors of consumer trust, brand reputation and efficient marketing that can be sustained. The findings support the Stakeholder Theory and the Green Marketing Theory, both of which state that sustainable reporting helps build legitimacy for the organization and thus consumer relationships. Therefore, the study finds that transparency is one of the most pivotal elements in successful sustainable marketing strategies of the clothing industry in Bangladesh.
[bookmark: _heading=h.2qyrsjnjhr1]Objective 3:
The third was to analyse survey responses on challenges for transparency and discuss a set of contextual challenges identified in the literature. The results reveal limitations in transparency linked to the complexity of supply chains, technology, reporting practices, institutional oversight and low capacity in manufacturing firms of smaller size. The negative correlation found between transparency barriers and transparency performance indicates that the obstacles have a strong negative impact on good sustainability communication. The study hence shows that a key challenge of transparency is not one that is purely organisational but has its roots in the structural and institutional nature of the Bangladeshi garment sector.
[bookmark: _heading=h.ot0hqfmxp6qq]Objective 4:
The fourth goal has been met by the creation of strategic recommendations that are directly linked to results from the field and literature review. The recommendations aim to lay the groundwork for an investment in a digital transparency infrastructure, enrich communication on internal sustainability, further develop the disclosure practices and foster more robust accountability processes across the supply chain. The recommendations made here encompass the identified gaps in the analysis and are presented in a practical manner for all industry stakeholders who want to make the marketing performance more sustainable and give consumers an extra level of trust. The study's recommendations are presented in relation to the findings of the study as well as its theory, which is beneficial to the clothing industry for increased transparency and competitiveness by using a Bangladesh context.
[bookmark: _heading=h.m1i3vwqm5me3]6.4 Strategic Recommendations
[bookmark: _heading=h.dadyegtej225]6.4.1 Invest in Digital Transparency Infrastructure
Based on the clear connection between technology limitations and transparency effects in the data, organisations need to focus their investments on digital traceability systems, disclosure platforms for their suppliers and supply chain monitoring technologies. Co-investment in common digital infrastructure should be made by BGMEA and international development partners, and made available to small and medium enterprises, as they are the ones who are the most technologically challenged. One of the more significant investment avenues highlighted by Kouhizadeh et al. (2022) is that of blockchain-enabled supply chain systems that can enhance the level of accuracy of the tracking up to 80%.

[bookmark: _heading=h.jexr89ya5twm]6.4.2 Bridge Internal Communication Gaps
The results show that there is a clear need for embedding sustainability in the employees' agenda, with a gap between sustainability adoption (Q3) and awareness (Q4). Organisations should create staff training plans to address sustainability, internal reporting systems and staff participation plans to benefit sustainability. Therefore, it is essential to have internal alignment of stakeholders before it can be consistent and credible externally, which Stakeholder Theory highlights (Freeman et al., 2022).

[bookmark: _heading=h.5flwv5fvlu5]6.4.3 Standardise External Disclosure Practices
Organisations must implement structured sustainability reporting systems like the Global Reporting Initiative (GRI) or UN SDG reporting systems to ensure coherence in the communication, sourcing disclosure and information clarity aspects of sustainability reporting. Reports should be geared for a variety of audiences such as customers, international purchasers and regulators.

[bookmark: _heading=h.p7lbv3peat6b]6.4.4 Pursue Transparency with Accountability
These conflicting reactions to supply chain complexity disclosure indicate that transparency exercises may have unintended consequences when providing information on the negative side of the supply chain without any indication of improvement. Organisations must have a 'transparency with accountability' approach which entails transparency on the current realities of supply chains and credible and time-bound improvement roadmaps (Vemulapalli et al., 2025).

[bookmark: _heading=h.d5b2u36ofecu]6.5 Limitations of the Research
There are a number of caveats. The sample is limited to garment workers in the country, as a whole, and only representative of younger supervisors (18-25 age group), which may under-represent the views of managers and informal sector garment workers. This is a cross sectional design that does not allow for causal inferences or changes over time to be made. Social desirability risk may be an issue with self-reported data, potentially overestimating people's sustainability perceptions. Limited number of sustainability officers/managers may have impacted the results regarding the complexity of the supply chain. Though these restrictions can be overcome by clear reporting and a detailed analytical process, future studies are needed to better sample and representatively include more stratified samples.

[bookmark: _heading=h.tna1xdkztck]6.6 Directions for Future Research
A few avenues of other fruitful studies emerge from this study. Causal insight can be gained by collecting data over time (longitudinal designs) that would capture how transparency practices change over time as a result of regulation or technology adoption. A mixed-methods study involving in-depth interviews of the managers, sustainability officers and international buyers would supplement the quantitative results. Future studies may also consider the impact of certain digital technologies like AI-driven mapping of the supply chain, blockchain-based certification, etc., on transparency results in various levels within the supply chain.
[bookmark: _heading=h.pz55xa8fykee]6.7 Final Conclusion
The findings of this research, which are based on a sample of the clothing industry in Bangladesh, have shown to be statistically significant and practically relevant factors of sustainable marketing outcomes via rigorous quantitative analysis. The regression result, which indicates that 48.2% of the variance in the Trust_Marketing Outcomes measure is explained by Transparency, and the high correlation value of r = 0.694, validates the hypothesis that there is a positive relationship between these two variables, and that investment in transparent sustainability communication is not an optional, ethical add-on, but a strategic imperative for competitive positioning in international markets. The study helps validate the use of the combined Stakeholder Theory and Triple Bottom Line (TBL) and Green Marketing Theory in this context and offers a practicable strategic approach to bridge the sustainability practice – performance gap in Bangladesh.
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                                APPENDIX A: SURVEY QUESTIONNAIRE 

Research Title: Analysing How the Clothing Industry Can Enhance Transparency Toward Sustainable Marketing Strategies in Bangladesh 

Question 1: What is your age group? 

Question 1a: What is your gender? 

Question 1b: What is your current job position?
 
Question 2: How many years have you worked in your organisation?
 
Question 3: My organisation actively implements sustainability practices in its operations. 

Question 4: Employees in my organisation are aware of  sustainability  policies and initiatives. 

Question 5: My organisation clearly communicates its sustainability practices to stakeholders. 

Question 6: Information about sourcing and suppliers is openly shared by the organisation. 

Question 7: Sustainability – related information provided by the organisation is clear and easy to understand. 

Question 8: Supply chain complexity makes it difficult to maintain transparency.
 
Question 9: Lack of technological resources restrict transparency in the organisation. 

Question 10: Transparency in sustainability practices increases customer trust.

 Question 11: Lack of transparency reduces brand credibility and trust. 

Question 12: Transparency improves the overall brand image of the organisation.
 
Question 13: Transparency influences customer purchasing decisions. 

Response Scale for Questions 3–13 1 = Strongly Disagree | 2 = Disagree | 3 = Neutral | 4 = Agree | 5 = Strongly Agree
1
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