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Abstract
This dissertation aims to uncover how sustainable marketing affects brand loyalty within the fashion sector. The research provides information on the development of the significance of sustainability within consumer behaviour and existing problems of opacity and heterogeneity. A literature review establishes the context in which sustainability has been adopted within the fashion sector, pointing out the prospects and issues arising from the concept compatibility between fashion brand values and customers. Described under the chapter on methodology are surveys that examine the customers’ attitudes and industry dynamics. Analysis indicates a positive link between sustainability and consumer loyalty although there is a sense of disbelief regarding the claims of sustainability. To mitigate this, the study focuses on enhancing the level of communication, sourcing, quality, and sustainability, to improve the consumer’s trust. The conclusions confirm that sustainability in question significantly influences the loyalty of the customers. Based on the study’s findings, four critical recommendations were proposed: improving the credibility of sustainability information communicated within the supply chain, raising the efficiency of ethical procurement and labour relations, combining responsibility and sustainability with innovation in product development, and achieving coherent communication of sustainability strategies. These strategies are crucial if fashion brands are to engage consumers in a real way and most effectively create sustainable relationships based on sustainability communication. All the recommendations noted underscore the fact that brands must achieve genuine commitment to sustainability and ensure that these efforts are adequately communicated to consumers responding to brands in the long term. By addressing those areas, the study contributes to practical recommendations for fashion brands willing to advance sustainability as a strategic value for the brand and a means to enhance consumer connection.
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[bookmark: _Toc179111373]Chapter 1. Introduction
Fashion constitutes one of the most significant and environmentally conscious industries with shifting trends and fast fashion becoming major trends, it has adopted sustainable marketing to build customer loyalty (Abbate et al., 2024). Sustainable marketing in fashion means the marketing of goods and solutions that cause a minimal unfavourable influence on the society and environment (Abbate et al., 2024). This approach aligns with the increasing customer trends of wanting to be informed regarding their product details, production procedures, and the environmental influences of the products they consume. This awareness has changed with consumers’ preferences more recently due to increased concern for environmental conservation and social causes. Brand loyalty across the fashion industry refers to the customer’s consistent preferences for and commitment to a specific brand, exhibited by repeat buying and positive brand advocacy (Willis, 2022).
The fashion industry has adjusted by incorporating elements of sustainability into its promotional platforms, including the usage of recycled substances and ethical employment practices (Thorisdottir and Johannsdottir, 2020). It is important to strive for these goals not only to conform to the standards of a company’s industry but also to lay the foundation for shaping that industry. This research has shown that equity, which results from successfully conveying the sustainability efforts of a firm, serves as a significant advantage in a competitive marketplace, particularly for targeting the environmentally conscious consumer. Marketing with sustainability encourages brand loyalty in the fashion industry more deeply compared to conventional promotional strategies (Gubbay, 2022). Some studies have also supported the notion that people tend to stick with brands whose values they share, especially those that reflect responsibility through sustainable production or operations. Customers are likely to trust those brands that truly care for the environment, and this is possibly one of the most fundamental aspects of sustainable brands in generating sustained consumer relationships. Brand trust thus acts as a bridge between sustainability and brand loyalty since consumers’ perception of brands as trustworthy can signpost them to sustainable products from specific brands. When the perceived level of commitment to sustainability is high, then the consumers are likely to form an emotional bond with the brand. This emotional bond corresponds to the customers buying from their repeat purchases and advocacy, which are the two most basic measurements of brand loyalty (Sharma and Apu, 2020). Sustainability initiatives can be valuable for rebranding since they help make the brand look more attractive to a wider population.
The use of sustainable marketing practices has its advantages and benefits, though it also has its drawbacks or limitations (Gubbay, 2022). The first problem that must be addressed is the issue of greenwashing, in which companies give false impressions of the environmentally friendly nature of their products. The customer is more aware and can differentiate between companies trying to be environmentally conscious and those simply trying to generate business (Abbate et al., 2024). It is crucial for the brands to effectively communicate the real meaning of their sustainability policies, which should also be credible and well-aligned with the companies’ overall strategies. The potential for brands that adhere to sustainable marketing strategies is large, as such measures go hand in hand with important consumer trends. Besides increasing customer loyalty thus creating a repeat business, the practices can also be considered economical through effective and efficient use of resources thus minimising wastage. They can create new business opportunities and customer audiences mainly including the consumer groups taking ‘green thinking’ into attention, especially the younger generations (Thorisdottir and Johannsdottir, 2020). The concepts of sustainability in marketing are slowly gaining ground as a crucial element of marketing strategy in fashion. As consumer values become more aligned with companies’ responsibilities to the environment and consumers, fashion brands should establish clearer commitments to these constituencies to foster more loyal relationships. The integration of sustainability into the marketing strategies of firms is expected in the future, and stabilising indicators show trends that suggest this has significant consequences for consumer loyalty and the company’s success (Willis, 2022).
[bookmark: _Toc179111374]1.1 Background of the study
Previous literature has thoroughly investigated the connection between sustainable marketing strategies and brand commitment in the fashion sector (Gubbay, 2022). One such finding is that consumers care more about sustainability now than before, as research also suggests a clear link between sustainable activities and consumer retention. For instance, a study by Sharma and Apu, (2020) suggested that strategies and tactics that embrace sustainability, for instance, the incorporation of recycled materials and ethical manufacturing methods, significantly improve brand loyalty because the customer shares the belief regarding the marketing communication being used (Tanveer et al., 2021). Previous studies have also explored the phenomenon known as “green branding,” or the marketing of goods and services based on environmental characteristics. The study identified that consumers build an emotional attachment with brands that employ green branding strategies as it aligns with their positive attitude towards businesses with polite environmental images (Tanveer et al., 2021). This emotional bond proves to be a key driver for brand loyalty, and thus, customer repurchase and advocacy behaviours. Another problem that has been previously studied is that of greenwashing, where the company misleads the consumer regarding its environmental consciousness (Adamkiewicz et al., 2022). The study has exposed the reaction of consumers to the ambiguous and clear sustainability claims and the importance of transparency in marketing emerged (Thorisdottir and Johannsdottir, 2020). This means that customers, especially the environmentally conscious ones, are likely to stick to brands that offer accurate information on sustainability efforts compared with misleading claims.
Literature suggests that sustainable marketing practices also help to acquire new customers, especially the youth, who have made sustainability an important aspect during their purchase decisions (Gubbay, 2022). For instance, a study by the author showed that organisations that establish themselves as communicating sustainable initiatives are likely to attract consumers who are conservative in their environmental impact, hence increasing their market base (Kam and Yoo, 2022). These prior studies emphasise that comparable and sincere sustainable marketing strategies are a crucial step towards establishing and sustaining consumer relationships with fashion organisations. The study findings point to the evidence that supports the statement that sustainable marketing produces positive returns as far as brand image, consumer loyalty, and business performance are concerned (Ray, Subhasis, and Lipsa Nayak, 2023).
[bookmark: _Toc179111375]1.2 Problem Statement
Some of the challenges that the fashion industry experiences include pollution and waste in the environment, ethical issues such as labour and Animal rights, and depletion of resources (Adamkiewicz et al., 2022). Despite having such aspects of focus concerning sustainability, environment, and ethics, little has still been done about the link between sustainable marketing initiatives and brand loyalty (Thorisdottir and Johannsdottir, 2020). Previous studies fail to consider these strategies’ influence on brand preference and consumer behaviour (Sharma and Apu, 2020). To this end, this research seeks to fill this gap by examining the influence of sustainable marketing on brand loyalty in fashion firms. In the context of the developing significance of sustainability for customers, there is a need to discover which sustainable behaviours customers find appealing, and for this reason, worthwhile to adhere to (Abbate et al., 2024). The findings of this study will be useful for fashion brands as they will give direction on how to adjust their marketing strategies to align them with consumer values thus improving brand equity. The insights will provide tangible solutions concerning the incorporation of sustainability into current promotional techniques, thus fostering both profitability and sustainability within the fashion industry.
[bookmark: _Toc179111376]1.2 Rationale for the Study
The fashion industry is under pressure to integrate sustainable practices in its operations due to the expanding awareness among customers and the environment (Adamkiewicz et al., 2022). There is a research gap that has few extensive research with a focus on how sustainable marketing directly affects brand loyalty. Though prior literature has explored consumer attitudes toward sustainability, inadequate research has explored these attitudes in the context of brand loyalty with special importance to the fashion industry (Abbate et al., 2024). This research seeks to tackle this gap by assessing the connection between sustainable marketing communication and clothing brand loyalty among fashion consumers (Sharma and Apu, 2020). The study’s results should benefit fashion brands that seek ways to enhance customers’ loyalty through sustainability approaches (Thorisdottir and Johannsdottir, 2020). This study will also facilitate a better understanding of how sustainable marketing contributes to the management of consumer behaviour and this will provide applied significance to marketers and companies. Personally, this research will help to build up professional knowledge of sustainable marketing, which has become an active field of research both in the academic sphere and business world and, therefore, contribute to career growth.
[bookmark: _Toc179111377]1.4 Research Significance
Sustainability is gradually becoming a significant consideration when making purchase decisions and is consequently significant when explaining brand loyalty in the fashion business (Tanveer et al., 2021). The findings of this study will contribute to understanding the impact of sustainable marketing on customer loyalty and help fashion brands to establish effective approaches that would promote sustainable marketing and positively impact both organisations and customers (Abbate et al., 2024). By identifying factors that affect brand loyalty in the context of sustainability, the study will contribute to furthering fashion brands’ market positions and achieving long-term commercial success (Thorisdottir and Johannsdottir, 2020). It will enrich the current knowledge about sustainable marketing by offering fresh information about consumers and their interaction with sustainability concepts. It will also help the fashion industry to decrease its influence on the natural environment as well as on society and assist organisations in establishing environmentally and ethically sustainable practices as consumers shift towards conscious consumption and supporting those brands that reflect sustainable values.
[bookmark: _Toc179111378]1.5 Research Aim
To explore the impact of sustainable marketing practices on brand loyalty across the fashion industry, recognising key strategies that foster customer retention and long-term brand commitment.
[bookmark: _Toc179111379]1.6 Research Objectives
·       To determine the current Sustainable Marketing Practices employed by the leading fashion brands.
·       To identify key drivers of brand loyalty associated with sustainable marketing.
·       To evaluate customer insights and recognition of sustainable marketing practices and their correlation with brand loyalty with fashion customers.
[bookmark: _Toc179111380]1.7 Research Questions
·       How do the leading fashion brands employ the current Sustainable Marketing Practices?
·       What are the key drivers of brand loyalty associated with sustainable marketing?
·       What are the customer insights and recognition of sustainable marketing practices and their correlation with brand loyalty with fashion customers.
[bookmark: _Toc179111381]1.8 Research Hypothesis
Null Hypothesis:
Sustainable marketing practices have no specific influence on brand loyalty among fashion customers. 
Alternate Hypothesis:
Sustainable marketing practices have a specific constructive influence on brand loyalty among fashion customers. 
[bookmark: _Toc179111382]1.9 Structure of the Dissertation
·       Introduction: This stage of the study displays the background context to the research, the main objectives of the study, and the research questions. It outlines the objectives and research questions and is centred on the analysis of Sustainable Marketing Practices regarding their effect on Brand Loyalty across the Fashion Industry.
·       Literature Review: The second chapter is a literature review that presents authors' opinions and views on different topics, as well as the author’s critical analysis and assessment of the information presented. It identifies the literature gap in the field and critically discusses them considering attaining the objectives of the research while giving an outline of the existing literature.
·       Research Methodology: This stage aims to express how the research has been directed, the research design and philosophy, the approach, the procedures for collecting sources of information, and the methods for data analysis. The study also describes how these components enhance a systematic and legitimate method to the exploration of research questions.
·       Data Analysis: In this section, the procedure for Analysing data that was obtained is provided, the important findings are highlighted, and their significance is considered and explained. It enhances the literature review findings with the data analysis results to have a comprehensive perspective of the result.
·       Conclusion and Recommendations: The last chapter of the research is the conclusion and recommendation, which analyses the results of the research and arrives at conclusions concerning both empirical evidence and existing literature. It provides real-world recommendations for future research, and it outlines potential action plans for enhancing sustainable marketing in the fashion sector.
[bookmark: _peupfmtti7il]

[bookmark: _Toc179111383]Chapter 2: Literature Review
[bookmark: _Toc179111384]2.1 Introduction
This literature review explores the findings of prior scholarly works regarding sustainable marketing strategies within the fashion industry with a concentration on the effects on brand loyalty. It examines several cases that demonstrate how manufacturers must have brand values that reflect consumers’ expectations of sustainability. The review also outlines the existing knowledge gaps, including the presence of limited direct knowledge of how sustainable marketing strategies affect consumer perception and subsequent brand loyalty. In this context, the literature review offers the knowledge needed to assess the connection between sustainability efforts and brand value in the fashion sector.
[bookmark: _Toc179111385]2.2 Sustainable marketing and Brand Loyalty
There are various definitions and meanings of sustainable marketing and brand loyalty available to understand these concepts. Some of them are given below for the readers:
Sustainable marketing: According to Mohammad et al., (2021), it is a consolidative method or method that covers social, ecological, and economic facets in the development of marketing strategies whereas Bhattacharyya, (2023) defines sustainable marketing as a procedure of communicating, creating and delivering the value of consumers in a way that human and nature can be benefited it for a long time. Kemper and Ballantine (2019), defined it as the incorporation of social, environmental, and economic concerns into marketing strategies. So, after analysing and understanding the above definitions, it can be further defined as development strategies that benefit humans and nature and integrate social, economic, and environmental concerns while making strategies.
Brand loyalty: Russell‐Bennett. and Parkinson  (2015), in their study, define Brand loyalty as a multidimensional and complex theory that involves both attitudinal and behavioural components. Attitudinal brand loyalty refers to a customers’ predisposition towards a brand, influenced by psychological processes, and Behavioural brand loyalty is observed through a consumer's repeated purchasing behaviour. According to Kato, (2021), brand loyalty is consumers’ commitment to a brand based on their emotional connection and understanding of the brand's concept and he also defines it as keeping it preferable to a specific product or service. Thus, brand loyalty is a consumer's commitment to purchase a product from the same company again and again because the company has influenced the behaviour of consumers with its strategies.
[bookmark: _Toc179111386]2.3 Current Sustainable Marketing Practices employed by the leading fashion brands.
1. [bookmark: _Toc179111387]Why there is a need for sustainable marketing practices in the present time.
With the present speed of production and consumption of cosmetic products, clothes and other consumption of fashion products, the industry has faced threats due to not maintaining sustainability in the environment and uncontrolled use of resources (Jovanović  & Doljanica 2019).  Growing concern for trendier items makes fast fashion a highly lucrative industry. By 2022, the revenue of global fast fashion had reached $ 106. 42 billion, with expected to expand further by 74 % by 2027, as reported by Research and Markets 2023 (Li et al., 2024). Over time, these Fibres and garment manufacturing moved to China and other Asian countries in attempts to capitalise on cheap labour which is a predominant factor that has taken the fashion industry international. It has also introduced virtual flow within the international trade structures (Zhao et al., 2021). China and India are reported to be the major suppliers of fast fashion products, and the main stakeholders in the fast fashion market countries like the US, Canada, China, Germany, the UK, and India (Li et al., 2024).
Gradually this evolution of the fashion industry in the world contributed to climate change on a large level and it is responsible for contributing up to 10% of worldwide carbon emissions. Over the last 15 years, the impact of clothing and footwear products on climate change has reached up to 1,3 billion tonnes of greenhouse gas emission.
According to the Global Fashion Agenda, 2017, it will emit about 2.8 billion tonnes of GHG emissions yearly by 2030
Sustainable marketing initiatives should include all the economic, social, and physical factors. Economic initiatives on the other hand should act in such a way that it ensures the dispersion of the financial benefits among these different groups of the societal Customers, community people, employees, and business partners through local financial assistance. This is a win-win situation for all stakeholders while at the same time supporting sustainability (Joshi & Kumar 2024).
[bookmark: _Toc179111388]2. Current Sustainable Marketing Practices  
It includes the use of eco-friendly materials, supply chain transparency, waste reduction, and the promotion of fair labour practices. However, the effectiveness and authenticity of these efforts remain subjects of critical examination.
Eco-Friendly Materials 
Eco-friendly products impact positively on customer satisfaction and the financial performance of the industry (Anita et al., 2024). Organic fabric products such as organic cotton and recycled polyester have been used to reduce earth pollution. Although these materials decrease the impacts on the environment, the efficiency is variable. For instance, organic cotton reduces the usage of pesticides but at the same time is very demanding in terms of water. Likewise, often recycled products pose a risk of contamination by microplastic (Claxton and Kent, 2020). 
 Supply Chain Transparency 
Organisations are communicating supply chain issues to enhance consumers’ perception and understanding of brands through sourcing and manufacturing. This transparency is believed to help in gaining the consumers’ trust, but it is usually one-sided, disclosing only the positive while hiding the negative (Rana, 2024). Since such information disclosure is selective, this raises questions about the sincerity of these exercises in transparency. 
Reduction of Waste and the Circle Economy 
Recycling programs and zero-waste designs are being eyed in organisations to reduce the volume of waste produced. Although these efforts assist in reducing waste, they are somewhat inadequate in addressing issues to do with overconsumption. The dilemma of recycling is that it results in downcycling which involves degrading the item’s quality to end up in a landfill. 
Fair Labor Practices 
Another approach to sustainable marketing is fair labor practices. While attempting to capture the consumers’ attention, the companies pledge to respect the human rights of the workers but fail in actually upholding the commitments made due to different levels of reporting and enforcement (Thakkar, 2021).
Carbon reduction and Climate neutrality
There are some fashion brands that today have declared that they are coming up with policies of carbon offsetting and climate neutrality with projects such as investment in renewable energy systems, reforestation, and carbon credits (Jacobson and Harrison, 2022). Such actions focus on the elimination of the carbon emissions that are attributed to production and distribution processes. Critics of carbon offsetting state that it can decrease the harm that companies unleash on the public but they are more like stopgap measures (Leal Filho et al., 2024).
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[bookmark: _Toc178604243]Figure 1:A graph of Carbon footprints from traditional, fast fashion consumption and strategies for the transition to circular fashion. (Source Li et al., 2024)
[bookmark: _Toc179111389]3. Challenges to employing 
The companies face multiple challenges while implementing these strategies. Some of them are mentioned below. 
The first and foremost challenge is the high cost. The practices and strategies demand huge amounts of money. This barrier creates hurdles and restricts the companies to achieve an end. Small companies face this kind of challenge.
Further, the complexity of the supply chain complicates the effort, as it is difficult to ensure full transparency and consistency in global operations (Kim and Oh, 2020). The complexity of production networks makes it difficult to monitor and enforce sustainable practices at every level.
Consumer uncertainty is another important issue. As greenwashing becomes more widely known, consumers are increasingly questioning the authenticity of sustainability claims. This uncertainty can erode trust and brand integrity, increasing the need for companies to be truly transparent.
[bookmark: _Toc179111390]2.4 Key drivers of brand loyalty associated with sustainable marketing.
Sustainable market practice plays a pivotal role in enhancing brand loyalty. Most modern consumer goods are neither unique nor indispensable, making it challenging for consumers to differentiate them based on core functionality. As a result, purchasing decisions are often driven by hedonistic desires rather than purely rational needs. Some studies suggest that consumers are increasingly influenced by emotional and experiential factors rather than the practical aspects of products. Other factors influence people and increase brand loyalty (Khandai et al., 2023).
1. [bookmark: _Toc179111391]Transparency
Transparency means giving information about something to the people. The modern consumer has a desire to know the journey of products from sourcing to production and beyond (Rana, 2024). Modern customers are more aware, and they do not just bury their heads in the sand and let a company’s advertisement tell them what they want to hear, but rather assess if the corporation is being genuine. Transparency is a process where the realities of the practices are revealed to the public. In addition, authenticity with transparency serves as a base for creating a close and trusting relationship between brands and clients.
Sometimes, there are some cases when transparency is applied only partially or when it becomes a mere veneer to influence the customer’s perception of the company in a positive way without making considerable alterations to its business practices (Centobelli et al., 2022). In this way, such an application of transparency can become highly charged and lead to consumers’ distrust if the actions that drive a particular brand are not transparent at all. In brands’ case, it remains critical to be transparent in the real sense, lest they achieve a level of transparency that harms the trust.
[bookmark: _Toc179111392]2. Ethics in Business Operation
Ethics meet consumer demands, fostering industry resilience and positive social impact (Andrs, 2024). Values such as Ethical sourcing and Fair-trade practices are now incorporated into branding strategies to gain customer loyalty, especially of customers with a conscience. Such measures include making sure that the materials that are used it make products are eco-friendly and that the people involved in the manufacturing process receive decent wages and job opportunities under decent working conditions (Guo, Choi, and Shen, 2020). Modern consumers are more likely to purchase from companies that supply them with good quality products besides practicing good ethical standards in their businesses. This ethical consideration can greatly impact the brand attitude because it resonates with one of the emerging aspects of the market niche. The company should incorporate ethics as core values, integrating them into every stage of the design and production process (Andrs, 2024).
Although more and more companies advertise themselves by using ethical sources and fair-trade policies, it can often be seen that there is not much conformity and details in these statements. Supply chain integration creates difficulties in implementing ethical standards completely since the brands can have gaps in effectively implementing these standards (Elf, Werner, and Black, 2022). When the consumers of these goods and services realize these discrepancies, it weakens the bond of trust and loyalty required in any production and selling company to its clients, hence the need for ethical practices to be as real and standard in every aspect possible.
[bookmark: _Toc179111393]3. Sustainable Product Innovation
According to Anita et al., 2024, both eco-credited product development and sustainable marketing communication were confirmed to have a positive influence on customer satisfaction and financial performance the study implied that it established the fact that sustainability creation should be inculcated when developing products and their marketing strategies. Investment in new materials and processes that have less impact on the environment is one of the ways brands can distinguish themselves in the market (Turunen and Halme, 2021). These are the use of organic and recycled products, efforts to reduce water consumption in product manufacture, and such aspects as biodegradable packaging. Such innovations not only serve the purpose of satisfying consumers’ environmental consciousness but also help brands claim sustainable leadership, which in turn, serves to build brand loyalty.
On the other hand, the sustainability of such innovations is a matter of controversy in many cases. While some inventions proposed as environmentally friendly may have a closer look at their environmental impact, the scalability of some inventions may be restricted in the future. For instance, in the production process of organic cotton, large amounts of water are used and this in a way counterbalances the positive effects. Likewise, although the utilisation of recycled elements helps get rid of some wastes, they are also known to cause other challenges like microplastic presence. 
[bookmark: _Toc179111394]4. Consumer Education and Engagement 
Consumer education and engagement processes are the most important steps toward brand loyalty formation. However, the awareness about the impact of textile manufacturing techniques is still not known to customers (Rathinamoorthy, 2019). When a brand engages in the act of teaching its customers about sustainable practices through different platforms then there is a possibility of reaching customers to the company’s selling spots and it impacts the customer’s inner self. Promotion activities, such as a clothing take-back campaign or sustainability commitments, make the consumer an active participant in the brand’s sustainably-oriented actions and enhance the bond. 
Although company information like these through educational and engagement initiatives can be an effective way to build loyalty, they have to be meaningful and informative to be credible. Otherwise, it will not be effective.
[bookmark: _Toc179111395]5. Brand value proposition and emotional brand equity 
Brand Storytelling: The ability to build an emotional connection and tell a brand story can be considered an effective strategy for brand loyalty when it comes to sustainability. Ginsberg and Bloom present examples in which brands tell great stories to which sustained audiences are highly receptive. The storytelling practice can develop an emotional connection with the consumers (Rana, 2024). Through storytelling, a person can inform the consumers about the brand and its achievements. Such stories are familiar to consumers’ values.
However, only a genuine brand story can create positive impacts on the targeted consumers and business clients. If the stories are viewed as fiction or mere hype-making, this tends to result in the disillusion of the consumers. For instance, when a brand comes up with a story around sustainability, and later if consumers find the company is not practicing sustainability it will have a bad effect on the consumer (Lu et al., 2022). Hence, all brands need to be transparent and guarantee that behind the stories, they take real and tangible measures to preserve and even reinforce the consumer’s loyalty.
[bookmark: _Toc179111396]2.5 Consumer understanding and identification of sustainable marketing practices and their relationship with brand loyalty with fashion consumers.
As per the view of Kam and Yoo, (2022), an analysis of the study on sustainable marketing in the fashion industry confirms that there is a constructive and direct correlation between consumer awareness of such practices and brand preference. The findings of the research show that when consumers understand the efforts that the brand is putting into sustainability, they are willing to have a close emotional bond with the brand, which in turn increases loyalty. This association is normally based on the perception of consumers in terms of environmental responsibility and ethical standards adopted by the brand. For instance, research indicates customers who are convinced of the authentic green image of a brand are likely to engage in repeat purchasing and recommend the brand to others, this is due to satisfaction that stems from a brand that supports their personal beliefs. Increased marketing sustainability, including honest material disclosures, ethical production, and environmentally friendly designs, contribute significantly to consumers’ perception and brand loyalty which is built on trust (Kim and Yoo, 2022).
The literature also addresses some drawbacks, including the risk of greenwashing, whereby brands may make inflated or even misleading claims on sustainability, which may further harm consumers’ trust in sustainability marketing communication. This goes a long way in supporting the argument that sustainability in marketing is best achieved using true marketing. It is critical to incorporate customer knowledge into these strategies because applying sustainability in a way that appeals to consumers makes brands even more appealing (Kim and Yoo, 2022). Existing study suggests that where eco-marketing communications are perceived as authentic and congruent with customer self-identity, sustainable marketing practices yield significant assistance in terms of brand loyalty, and hence, a competitive advantage in the current context of increasing sustainability perception among fashion customers (Ray and Nayak, 2023).
Similarly, according to the perspectives of Neha, Joshi, and Kumar, (2024), the review of sustainable marketing practices in the fashion industry provides significant information concerning the link between these measures and consumer commitment. All the studies reviewed intensively address that sustainable marketing particularly environmentally friendly manufacturing and ethical sourcing positively impacts the brand image and consumer trust. This trust is a key driver of brand loyalty, and this has been identified through variance-based PLS-SEM analysis. The advantages of these studies are based on a quantitative analysis of the findings, as they offer a statistically sound correlation between sustainable practices and brand-related consumer behaviours. There are limitations as well because the combination of cross-sectional surveys and quantitative measurement techniques is used (Neha, Joshi, and Kumar, 2024). Many of these methods do not capture the driving emotions and cultural behaviours that are necessary to sustain long-term loyalty.
The research findings indicate that sustainable marketing indeed strengthens the consumers’ brand identification, but the sustainability practices need to be authentic, profound, and accurately incorporated into the brand’s ethos instead of being done merely for marketing’s sake. There is also a focus on the requirement of disclosure to counteract the tendency of consumer scepticism, especially due to the issue of greenwashing. Much of the existing research is very strong in terms of the results obtained and at the same time suffers from the lack of diversity in the sample and is most often focused on specific markets which puts a question mark on the extent of generalizability of the reported findings (Neha, Joshi, and Kumar, 2024). The more quantitative orientation may miss detailed consumer expectations that are revealed by qualitative work, for example, how consumers develop an affective bond with sustainability-based brands.
The study also has differences concerning the guidelines provided on how that business entity can enhance brand loyalty through sustainability. Another research points out that brands can participate in community and cultural tasks, arguing that such activity may enhance the level of passion in the relationship with the target audience. Some stress the necessity of adequate openness regarding the measures taken in the sphere of sustainability (Neha, Joshi, and Kumar, 2024). In total, the analysed literature establishes a good base for appreciating the link between sustainable marketing and brand loyalty as well as pointing at the direction for further research to cover the gaps that are still present in the current studies including the need to use the qualitative research methods and investigate a more diverse range of consumers across age, gender, ethnicity, and other demographics within the context of the fashion industry.
On the other hand, Hesse and Rundau, (2023), highlight that sustainable marketing within the context of the fast fashion industry, and more specifically within the scope of analysing brand loyalty, is closely linked to several theoretical concepts. The Theory of Planned Behaviour (TPB) is particularly useful here, as it clarifies how consumer concerns, which are attitudes towards sustainable practices, perceived standards within a consumer’s circle, and perceived control over buying behaviour, manifest into actual purchasing behaviour. In the case of sustainable advertising, these factors are affected by fast fashion brands’ congruent messaging with those values, thus making sustainable consumption both aspirational and possible (Hesse and Rundau, 2023). This is important in ensuring brand loyalty as consumers prefer brands that they associate with their ethical standards. Another similar theory is the Cognitive Dissonance Theory, according to which, there is some level of discomfort when buyers’ actions entail the purchase of fast fashion products while violating the sustainable values of the consumers. Awareness and marketing campaigns that enable consumers to perform more ethical actions (for instance, through recycling programs or buying items from sustainable product lines) help in alleviating this internal conflict within the consumer and hence lead to better brand loyalty. It has also been argued that such marketing initiatives often merely veil the fundamentally unsustainable nature of and thus constitute what some scholars have labelled ‘pseudo-social’ marketing: promoting environmentally friendly images and narratives but whose real aim is to keep consumers engaged and their wallets open (Hesse and Rundau, 2023). Another theory that can be used is the Self-Perception Theory, implying that consumers base their attitudes on their behaviour. If a consumer is continuously exposed to a brand’s sustainability products, they will be forced to consider themselves as responsible users of the natural resources hence making them loyal consumers to the brand (Grazzini, Acuti, and Aiello, 2021). Though this might be a great marketing strategy, consumers can easily be trapped into thinking that this company is environmentally conscious because they see the larger green marketing.
[bookmark: _Toc179111397]2.6 Hypothesis Evaluation
Extending from the literature, the research also rejects the null hypothesis that sustainable marketing practices have no significant influence on brand loyalty. Research findings suggest that the concepts of transparency, ethical requirements in procurement and other ways of engaging customers have a positive impact on brand associations and customer loyalty (Neha, Joshi & Kumar, 2024; Kam and Yoo, 2022). Following the alternate hypothesis, the findings show that sustainability improves loyalty as customers identify with brands that embrace their values. Other theories like the Theory of Planned Behavior and self-perception Theory by Carlon also stress this relationship of only brands that stick to consumer ethics create that loyalty. In conclusion, true sustainability tremendously enhances customer confidence and, therefore, their relationship with fashion brands.
[bookmark: _Toc179111398]2.7 Research Gap
Despite raising awareness of sustainable marketing among the fashion industry players, there is limited knowledge about the effectiveness of sustainable marketing on brand loyalty (Thorisdottir and Johannsdottir, 2020). There is a gap in the literature on marketing practices that work towards achieving sustainability goals, and more particularly, how the specific environmental and ethical implementation of such practices impacts customer loyalty (Kim and Yoo, 2022). The research investigating the influence of key drivers of brand loyalty connected to sustainability and the customer understanding of these facts as well as their connection with brand loyalty in the fashion industry remains mostly unexplored. This research gap shows that there is a need for more research to provide a better understanding of sustainable marketing communications.
[bookmark: _Toc179111399]2.8 Theoretical framework
Stakeholder theory and the triple bottom line are frequently used theoretical foundations of sustainable marketing in the fashion industry, focusing on the three sustainability dimensions.
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[bookmark: _Toc178604244]Figure 2: Stakeholder Theory.
(Source: Mamun, Yasser, and Rahman, 2013)
Stakeholder theory (ST) is a theory of organisational management (Mahajan et al., 2023) and the Triple bottom line model measures the sustainability of a business in three areas: planet, profit, and people where it focuses on environmental factors a lot (Yip, Zhou, and To, 2023). These frameworks might be basic but can be insufficient when it comes to fashion sustainability hence a need to adapt them for better industry audit further. 
[image: ]
[bookmark: _Toc178604245]Figure 3: Relationships of the basics of the Triple Bottom Line concept.
(Source: Dalibozhko and Krakovetskaya, 2018)
In context with the Loyalty ladder, it is a customer relationship model that describes a process of moving the potential customers being prospects to first-time buyers and then to repeat buyers and then becoming advocates. They usually begin with Prospect, then Customer, Client, Supporter, and Advocate. The theoretical framework identified and used in this research work concerning the Loyalty Ladder model is highly relevant to this research context as it offers a more focused view of how the aspects of sustainable marketing affect customer relations (Madhura and Panakaje, 2022). Analysing the transition from a prospect to an advocate, the model allows to assess how sustainability plans build brand loyalty in fashion customers. It shifts the consumers’ journey towards advocacy to where they become brand advocates specifically writing the dissertation about analysing customer data. This model will prove useful in ascertaining the correlation between sustainability practices and customers’ loyalty, satisfaction, and consistency in the fashion business. 
	Advantages
	Disadvantages

	· Structured Approach: Outlines a concise plan of what needs to be done to enhance the customer base.
· Customer Retention: Develops behaviour that guides customers to the next level of loyalty to retain and encourage them to act as ambassadors (Bianchi and Gonzalez, 2021).
	· Limited to Relationship: Doesn’t address operational or sustainability issues.
· Focus on Existing Customers: May overlook broader market opportunities.



While comparing the Loyalty Ladder model with others, it concentrates on creating more customer engagement. The Triple Bottom Line (TBL) concept is centered on economic, social, and environmental accountability. Both focus on the long-term, but the Loyalty Ladder focuses on the customer, whereas TBL concerns itself with a firm’s triple bottom line (Cairns, Ritch, and Bereziat, 2022). 
Similarities: Both models focus on long-term sustainability: customer’ loyalty as well as sustainability in running the organisation (Neil Richardson, 2022). 
Differences: The Loyalty Ladder is a short-term customer sales and loyalty strategy, whereas TBL is a long-term sustainable business strategy within the society, economy, and environment (Neil Richardson, 2022).
[bookmark: _Toc179111400]2.9 Summary
This chapter focuses on the analysis of literature on sustainable marketing in the fashion industry and their contribution to branding on consumer loyalty. This includes an outline of the current branding practices that have been observed by the leading brands and the factors that relate to customer loyalty to sustainable products. The chapter also addresses how consumers recognise sustainable efforts, by looking at the relationship between such perceptions, and their commitment toward fashion brands. Leaving the significant influence of sustainable marketing on customer retention unexamined, this analysis underscores the absence of a clear understanding of the consequences of marketing strategies and therefore calls for more research.

[bookmark: _Toc179111401]Chapter 3: Research Methodology
[bookmark: _Toc179111402]3.1 Introduction
Research methodology is defined as a systematic or comprehensive technique and approach used to collect, examine, and interpret data to attain the respective research objectives (Pandey and Pandey, 2021). It plays an important part in ensuring the reliability and validity of findings by providing a structured framework for the research procedures. In the current study, the Saunders Research Onion Framework has been employed to efficiently explore the methods and approaches used to quantify the subject matter. This specific framework is selected because of its comprehensive nature, enabling a layered exploration of research strategies, philosophies, and techniques (Haydam and Steenkamp, 2020). The current study offers flexibility in research design and aligns well with the research’s primary quantitative focus. By utilising this structured approach, this study can ensure methodical and thorough research, ultimately contributing to more credible and robust results. 


[bookmark: _Toc178604246]Figure 4: Saunders Research Onion Framework.
Source: Created by author
[bookmark: _Toc179111403]3.2 Research Design
Research design refers to the general blueprint that shows how the study will be carried out, and how information from sources will be collected, measured, and investigated. To enhance the credibility and accuracy of the results that are used in structuring the study, it is necessary to establish certain key aspects that will ensure the achievement of reliability and validity of the results or the outcome of the study (Sileyew, 2019). The current research adopted a descriptive study design, which has been particularly inclined towards the quantitative research methods. This research design has been chosen because it allows for a systematic gathering and analysis of numeric data, whereby measures related to sustainable marketing activities and brand loyalty can be quantified. The chosen descriptive research design is most appropriate for gaining as well as explaining the connection between customer knowledge and brand commitment across the fashion sector. Using this quantitative research strategy, the study can quantify customer behaviours and perceptions and get statistically essential insights (Snyder, 2019). It also enables the use of structured data collection instruments such as surveys which ensures completion of similar research in similar or other settings to use similar tools with forms that are likely to yield similar results. The descriptive design is embraced because of its effectiveness in presenting descriptive and clear information regarding the relationship between brand loyalty and sustainable marketing practices.
[bookmark: _Toc179111404]3.3 Research Philosophy
Research philosophy is known as the perceptions and assumptions undertaken regarding the nature of knowledge (epistemology) and reality (Ontology) and the ways by which the knowledge is gathered. Research philosophy gives a foundation on how the research is being conducted and guides the selection of the study design, approach of information gathering and examination, and the method of analysing and interpreting the findings of the research. Of all the four types, the two most significant research philosophies are interpretivist research philosophy and positivist research philosophy. Positivism philosophy holds firmly on the belief that reality is real and measurable using both scientific means and ways and interpretivism philosophy aims at understanding the phenomena from the social being’s point of view.
This research adopts the positivism research philosophy, which is quite suitable for this study’s goal of exploring the influences of sustainable marketing practices on brand loyalty within the fashion sector. Selecting positivism as a research philosophy for the current study is appropriate because it focuses on the quantifiable observations and the relationship between the variables, allowing the researcher to test hypotheses and predict potential outcomes (Taherdoost, 2021). By adopting a positivist approach, the research can objectively assess the effects of sustainable marketing tactics utilising significant statistical approaches and analysis, fostering a generalisable and reliable outcome (Ahmad et al., 2019). This philosophy ensures that the findings are based on empirical evidence, improving the study’s reliability and enabling the formulation of practical recommendations for fashion brands aiming to align their marketing strategies with customers' values.
[bookmark: _Toc179111405]3.4 Research Approach
The research approach refers to a strategy and process for carrying out a particular study that ranges from broad postulations to specific strategies for acquiring, processing, and analysing data. It fills the gap between the overall research philosophy and the major approaches that have been embedded in the study. Research methods can be broadly divided into two forms, these include inductive and deductive approaches (Khatri, 2020). A deductive approach starts with a hypothesis or theory and plans a research method to verify it while an inductive approach commences with observation and aims at developing a theory based on patterns evident in each data set (Fritz and Vandermause, 2018). The current research follows a deductive research approach, which is ideal for the study due to its aim to investigate the link between marketing practices that embrace consumer loyalty and sustainability. Working within a deductive research approach to the study begins with marketing and customer behaviour theories that are established for testing hypotheses through empirical data (McNabb, 2020). The selected method allows for a structured evaluation of a company’s and other large marketing activities regarding consumer loyalty and their commitment to the fashion industry. The deductive approach also helps in applying the primary quantitative analysis of the impact of various marketing strategies that give a rigid framework of interpretation of the results on the marketing strategies. This will actively incorporate the current existing theories in the study hence enhancing the validity and reliability of the conclusion made.
[bookmark: _Toc179111406]3.5 Research Strategy
This research utilizes a primary quantitative research technique through administering a survey questionnaire. The survey involves fashion consumers to determine how they perceive the marketing practices of sustainability on brands. The questions used are close-ended and use a Likert scale to determine participants’ level of agreement with sustainable, transparent and loyal concerning the managed organisation (Sileyew, 2019). Descriptive statistics has been used to examine the trends, relationships and significance of the various variables related to consumer loyalty. The following are methodological, quantifiable, and systematic, making it effective in determining ways of relating sustainability and brand loyalty.
[bookmark: _Toc179111407]3.6 Research Choice
The research method is defined as significant processes or procedures utilised to gather and examine the information within the study. It forms how the researchers collect empirical evidence to test hypotheses or address the research objectives. For the current study, a quantitative research method has been chosen. This is chosen because this method is well-suited for assessing the influence of marketing strategies that focus on sustainability and their influences on consumer loyalty across the fashion sector. Quantitative research methods are distinguished by the gathering of numerical data and the use of statistical techniques to examine this data (Ahmad et al., 2019). This research method is suitable because it enables the computation of relationships between variables and the testing of hypotheses regarding how significant marketing practices impact consumer behaviour.
The choice of a quantitative research method is justified by the need for an objective, quantifiable understanding of how sustainable marketing initiatives influence customer loyalty. By incorporating structured questionnaires, the researcher can collect data from a specific number of participants such as employees, which eases the assessment of patterns and correlations across distinct demographic groups (Taherdoost, 2021). This research method gives a wide overview of how multiple marketing strategies are perceived and valued by the target population, allowing the recognition of key elements that drive brand adherence (Fritz and Vandermause, 2018). The chosen research approach offers the benefits of statistical credibility and relevance, making it possible to draw conclusions that are appropriate to a broader population. The utilisation of statistical tools including Excel and SPSS will assist in generating a detailed visualisation and reports of the gathered data, supporting evidence-based suggestions for improving significant marketing strategies. The defined research method is instrumental in delivering a clear, actionable understanding of the effectiveness of sustainable marketing practices to strengthen long-term consumer loyalty.
	Advantages
	Disadvantages

	· Objective Measurement: Qualitative research focuses on and gathers facts and information that are relatively easy to quantify, whereby the results of the research indicate trends in the consumer base’s brand loyalty (Rausch and Kopplin, 2021).
· Generalisability: In more detail, generalizing the findings of an adequately conducted survey is possible, which will make the conclusions more accurate in representing the fashion customers.
· Efficient Data Collection: Whenever data is required from many respondents, surveys and/or structured questionnaires are useful in gaining such data (Mohr, Fuxman, and Mahmoud, 2022).
	· Limited Depth: There is a possibility that quantitative data sets can be insufficient to analyse the affective and psychosocial aspects that drive customer loyalty and sustainable practices, which can only be obtained qualitatively.
· Rigid Responses: Hypothesis-driven approach hinders the freedom of participants to give out their opinions thus providing limited Brand imagery data (Youn and Jung, 2021).
· Bias in Sampling: When it comes to sampling where for example in stratified sampling the groups could be improperly represented then the results given wouldn’t be as accurate as they should be.


[bookmark: _Toc179111408]3.7 Time Horizon
This study uses a cross-sectional time horizon hence data is collected at a given time only. This approach enables the capturing of opinions on sustainable marketing from the fashion consumers hence an outline of their perceptions of the marketing strategy on brand loyalty during the survey period (Taherdoost, 2021).
[bookmark: _Toc179111409]3.8 Population and Sampling
In the research work, a population refers to an entire group of entities or people that are of interest for a specific study. Sampling refers to the way of choosing a subset of people from the group of population to engage in the research work. For this study, the population involves employees working within the fashion sector who are familiar with marketing practices. This population group is significantly relevant as these individuals are more likely to have a direct understanding of the marketing strategies incorporated by fashion brands and their influences on consumer loyalty. The sampling technique utilised within the study is a simple random sampling approach. This approach is chosen because it incorporates respondents' selection in a manner that every individual across the population has an equal chance of being selected (Ahmad et al., 2019). The information has been gathered from the primary data gathering approach and a survey strategy with the help of questionnaires. The access to the employees has been through collaborating with the companies who have agreed to complete the survey voluntarily using e-mails and LinkedIn platforms. The sample size of the current research was limited to the employees within the fashion industry. The questionnaires were distributed to approximately 100 employees of the fashion sector out of which 73 responses were gathered that contained specific data concerning sustainable marketing strategies and consumer loyalty. The chosen sampling method is appropriate when the population is specifically homogenous, meaning that while employees may hold different roles across the fashion industry, they all share pertinent experience or knowledge concerning marketing practices (Majid, 2018). 
Simple random sampling is selected for its potency and simplicity in ensuring an unbiased representation of the population. By providing every employee an equal opportunity to be incorporated into the sample, this approach decreases the potential for sampling bias, thereby enhancing the possibility that the sample will accurately reflect the wider population (Taherdoost, 2021). This method is specifically useful when the aim is to generalise the findings to the entire population groups of employees across the fashion industry.
	Advantages
	Disadvantages

	Some of the benefits of using a simple sampling technique are that it is fair and easy since all the participants have the same probability of being chosen. This has the reverse effect of making bias levels go down and it also makes it easier to make the calculation go back to the population via the sample since this is more representative of the population. It is also very easy to implement and analyse which is always an advantage when trying to increase the statistical validity of a model (Kong, Witmaier, and Ko, 2021).
	Some of the limitations are the difficulty of developing the correct list of target responders; and the possibility of leaving out some of the important subgroups and characteristics of the population, which would affect the survey outcome (Chen et al., 2021).


[bookmark: _Toc179111410]3.9 Data Collection Methods
The data collection method is known as the procedure of collecting data from multiple sources to effectively address research questions and attain the research objectives (Ahmad et al., 2019). It incorporates choosing suitable tools and techniques to acquire validated and credible information that can be examined to draw relevant conclusions. Common data-gathering methods incorporate interviews, surveys, observations, and secondary data analysis. The choice of method is highly based on the research goals, the nature of the data required, and the resources available. In the current research, a survey (Questionnaire) method as a data collection approach has been selected to gather quantitative information. This method is specifically constructive for deriving structured responses from many respondents, making it ideal for examining the influence of significant marketing strategies on consumer loyalty (Fritz and Vandermause, 2018). Surveys enable the systematic gathering of numerical information, which can be statistically examined to determine trends, correlations, and patterns. The use of surveys is justified as it allows the gathering of primary information directly from the participants who are employees and are familiar with the marketing practices used within the fashion industry. By constructing a structured questionnaire with closed-ended questions, this research can effectively collect comparable information on the participant’s insights and perceptions towards sustainability-focused marketing efforts. "Closed-ended questions" in a survey are those that provide respondents with specific options to choose from, rather than allowing for open-ended responses. For example, a closed-ended question might require the participant to classify his or her response according to the degree of agreement with a particular statement (e.g., “Strongly Agree”, “Agree”, “Disagree”, “Strongly Disagree” or to answer “Yes” “No”, “Maybe” to certain options. Respondents were given 7 days to complete the survey. This allowed sufficient time for thoughtful and complete answers. These questions apply best to the quantitative archival data since the answers can be easily quantified for statistical purposes. This data collection technique gives a clear, determinable measure of how these marketing strategies influence consumer loyalty, enabling an explicit assessment of the relationships among variables (Taherdoost, 2021).
Distributing the survey online through platforms including Google Forms ensures a wide reach and attainability, and smooth participation of multiple participants across the fashion sector. The use of stratified random sampling will further improve the representativeness of the respondents, ensuring that distinct segments of the target population are sufficiently represented. By selecting this data-gathering approach, this research will be advantageous from validated and statistically specific results, which are important for making evidence-based suggestions (Ahmad et al., 2019). The structured nature of the survey and the capability to examine information quantitatively will assist in drawing valid conclusions concerning the marketing strategies in encouraging long-term consumer adherence. 
[bookmark: _Toc179111411]3.10 Data Analysis
Data analysis refers to the process of systematically implementing logical and statistical approaches to examine and interpret datasets, to recognise significant trends, patterns, and relationships among the variables being studied (Argyres et al., 2020). In the current research, a descriptive statistical analysis has been incorporated to examine the quantitative data sets gathered from the survey. Descriptive statistics using Excel sheets have been utilised to examine the crucial features of the datasets. The statistical information obtained from the analysis gives a summary of the sample and the measures, providing an overview of the participants’ beliefs towards sustainable marketing practices and their influence on brand loyalty. This data analysis approach has been chosen because it provides systematic insights into both the specific relationships and general trends in the data sets (Ahmad et al., 2019). The chosen analysis approach offers a concise and clear summary of the information, making it easier to communicate findings. 
[bookmark: _Toc179111412]3.11 Ethical consideration
[bookmark: _pyrfhxbzsw93]Ethical considerations are important in any research work to ensure the protection of the integrity and respondent’s rights within the study. In the current research, which incorporates employees as a population group across the fashion sector, multiple ethical concerns have been considered. Informed consent is the primary concern, respondents have been fully informed concerning the research’s purpose, process, and possible risks before agreeing to engage (Suri, 2020). Confidentiality and Anonymity have been strictly maintained, ensuring that participants' responses cannot be traced back to significant employees, thus protecting their professional reputations and identities. This study has avoided any form of coercion by ensuring that participants' engagement in the research is entirely voluntary, with no dismissive ramifications for those who choose not to be involved. Such adherence to significant ethical practices has made a crucial impact in developing trust with respondents and ensuring that the study findings are ethically sound and reliable.  


[bookmark: _Toc179111413]Chapter 4: Data Analysis
[bookmark: _Toc179111414]4.1 Introduction
The data analysis chapter in this research is centered on analysing and interpreting the results got from the survey questionnaire administered to the respondents for this study. This entails a structural analysis of the gathered responses to get significant trends, patterns, and other details regarding the research objectives (Ahmad et al., 2019). Based on the finding of the distribution of response data made in the chapter, qualitative inferences about the participants’ perceptions, preferences, and behaviours are made possible. This chapter highlights the importance of using descriptive statistics, charts, and graphical displays to present the findings and provide a better understanding of the survey results compared to the research questions.
[bookmark: _Toc179111415]4.2 Analysis of Data
Q. 1 What is your current role within the company?
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[bookmark: _Toc178604247]Figure 5: Current role within the company.
(Source: Survey Questionnaire)
The survey data shows the current roles of 73 respondents within their respective companies. The largest group, comprising 42%, holds positions in Middle Management, highlighting a substantial presence of individuals responsible for implementing organizational policies and overseeing day-to-day operations. Following this, 33% of participants are at the Associate/Entry level, indicating a significant portion of newer employees or those in junior roles. 19% of respondents occupy Senior Management roles, which suggests their involvement in high-level strategic decision-making. A small group, 6%, falls under the others category, representing various roles that don’t fit into the predefined categories. This distribution provides insight into the organizational structure, showing a balanced representation of different management tiers, with a particular emphasis on middle-level management.
Q. 2 How long have you been working in the fashion industry?
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[bookmark: _Toc178604248]Figure 6: No. of years working in the fashion industry.
(Source: Survey Questionnaire)
Concerning the pie chart, these are the number of years employees have been in the fashion industry. The largest group, 50.7%, has worked for 1-3 years, which suggests that the industry may attract many newcomers. After this, 19.2% have worked for 4-7 years, which indicates that these people have been actively practicing in the field for quite some time. Regarding the experience distribution, approximately 15.1% of the workers have less than one year of experience and can be considered as new staff. 7.7% have worked for more than 10 years and 7.3% have 8-10 years’ experience. This distribution implies that there are a smaller number of people with years of experience within the workforce in this industry.
Q.3 In your role, how important is a brand’s commitment to sustainability when developing marketing strategies?
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[bookmark: _Toc178604249]Figure 7: Perceptions of the importance of sustainability in developing marketing strategies.
(Source: Survey Questionnaire)
The above chart shows the respondents’ views on the relevance of sustainability while defining their marketing strategies at their positions in the fashion sector. A total of 73 employees responded, 52.1% of whom said sustainability is “Important” when it comes to considering marketing strategies, thus implying a positive correlation between the two. Another 19% consider it as “Very Important,” which reflects the industry’s increasing attention to sustainability measures. 17% of the respondents remain “Neutral” towards the statement; while 12% perceived it as “Not Important” or “Not at all Important.” This distribution reflects what can be perceived as somewhat of a drastic shift in the industry's attitude toward the need to factor sustainability into strategic marketing choices.
Q. 4 How familiar are you with sustainable marketing practices within your company or the fashion industry in general?
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[bookmark: _Toc178604250]Figure 8: Familiarity with sustainable marketing practices within the fashion industry.
(Source: Survey Questionnaire)
In the pie chart, the level of awareness of the respondents about sustainable marketing practices in their own company or the fashion industry is presented. While a relatively high proportion, 45%, says that such practices are not unfamiliar to them, it can be argued that sustainability is known to many professionals. Another 25% responded that they are very familiar which shows they have a good level of knowledge in this area. 17% are neutral, which means that they do not consider themselves experts in sustainability in marketing but at the same time are not completely unfamiliar with it either. Only 9.6% said they only have a little familiarity with the topic and, thus, may not be very knowledgeable. As many as 4.1% of the interviewed respondents are not familiar with sustainable marketing practices at all.
This distribution shows that though many people have a certain level of awareness or knowledge about sustainability efforts in marketing campaigns, there is a segment of employees who may not even get exposed to these kinds of initiatives at all. It implies that companies may need to undertake more training and education campaigns to guarantee a higher level of awareness of sustainable marketing concepts across the industry.
Q. 5 How likely are you to recommend sustainable marketing practices as a key strategy for enhancing brand loyalty?
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[bookmark: _Toc178604251]Figure 9: Likelihood of respondent recommending sustainable marketing practices as a key strategy for enhancing brand loyalty.
(Source: Survey Questionnaire)
The above pie chart shows the probability of the respondent recommending sustainable marketing practices as an important strategy for brand retention. 43.8% of them are likely to recommend it to other professionals, which means that a big part of the workforce appreciates the link between sustainability and consumer affiliation. Another 27.4% are very likely to recommend this approach and, therefore, they are even more likely to support this approach. 19.2% of participants are neutral, which means they are indifferent as to whether they support or not the idea of employing sustainability to build brand equity. Only a small fraction of 9.6% are either unlikely or very unlikely to recommend sustainable marketing, which means that some may not appreciate the rightful role of sustainable marketing in customer retention.
The analysis shows a positive attitude towards sustainable marketing communication for the building of brand loyalty with more than half supporting the notion. It also reveals some neutral or unsure customers, which means there are still niches that have not recognized and embraced its advantage.
Q. 6 To what extent do you believe that your company’s sustainability efforts influence customer loyalty?
[image: ]
[bookmark: _Toc178604252]Figure 10: Respondent's perceptions of whether their company’s sustainability efforts influence customer loyalty.
(Source: Survey Questionnaire)
The pie chart indicates the perception of the respondents regarding the impact of their company’s sustainability policy on customer loyalty. Significantly, 47.9% of them perceive that such endeavours do have positive effects, which implies that about half of the study participants are aware of the importance of sustainability in cementing customer loyalty. 27.4% agreed strongly with the statement thus supporting the notion that sustainability is a crucial attribute that organizations should consider retaining their customers. In contrast, 9.6% failed to express a strong opinion towards the issue, implying that they are uncertain or have some doubt concerning the issue. A minority holds the opposite view, with 9.6% stating that they strongly disagree and 5.5% from the disagreeing compartment. This indicates that although most of the respondents appreciate sustainability as positive for customer loyalty, there is a sample that either does not see a relation between sustainability and customer loyalty or feels that the measures put in place as inadequate in influencing customer loyalty. The results indicate that, in general, the employees hold a positive attitude toward the strategy coupling sustainability and customer loyalty, yet skepticism still exists.
Q. 7 How satisfied are you with the current sustainability initiatives in your company's marketing strategies?
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[bookmark: _Toc178604253]Figure 11: Respondents' satisfaction levels regarding their company's sustainability initiatives in its marketing strategies.
(Source: Survey Questionnaire)
The pie chart is an illustration of the level of satisfaction of the respondents with their companies’ sustainability efforts in marketing. The largest percentage, 43.8%, shows that most respondents are satisfied with these initiatives; therefore, there is a positive attitude toward sustainable marketing by the company. About 24.7% are very satisfied, which indicates that approximately a quarter of the respondents may find that the company’s sustainability strategies in marketing go beyond expectations. On the other hand, 12.3% are in the middle of the road which means that they have no strong personal feelings or stand on the issue. There is also dissatisfaction with 11% being dissatisfied and 8.2% being very dissatisfied. This combined 19.2% means that while sustainability initiatives are being implemented, a sub-section of employees is dissatisfied which may mean there is room for further improvement or change in marketing communication strategies. Most respondents have a positive perception regarding their company’s sustainable marketing initiatives, even though there is a significant percentage of the less content respondents, which may highlight the need to close the gap between sustainability and marketing.
Q. 8 Which factor do you think most influences customers to buy from a sustainable fashion brand?
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[bookmark: _Toc178604254]Figure 12: Factors which respondents believe most influence customers to buy from a sustainable fashion brand.
(Source: Survey Questionnaire)
The pie chart above shows the degree to which the various factors affect customer decision-making to purchase from a sustainable fashion brand. The largest segment, 35.6%, indicates a strong customer belief in price as being the most important factor in their decisions. This means that price is an important consideration as is shown by the fact that consumers are willing to pay affordable prices even in their endeavour to gain access to sustainable products. After the price, 27.4% of the respondents emphasise that another important factor that affects their purchases is the quality of the product, which means that consumers continue to value the sturdiness and design of sustainable fashion products. Concerning sustainability, 17.8% of the respondents deemed this a major driver ranking it third overall. This means that the goal of sustainability can be useful, but it should be put into context with practical factors such as cost. The brand reputation and marketing both got a score of 9.6%, suggesting that while they play some role, they are not seen as critical factors. The chart implies that even though customers express their willingness to embrace sustainable products, their purchasing choice is somewhat driven by factors such as price and quality.
Q. 9 Do you think that sustainable marketing practices have made your brand more trustworthy in the eyes of consumers?
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[bookmark: _Toc178604255]Figure 13: Notion of sustainable marketing practices on brand concerning trustworthiness.
(Source: Survey Questionnaire)
The pie chart shows the responses to the question: “To what extent do you perceive sustainable marketing practices have improved the perception of your brand as believable by consumers?” A crucial response of 42.5% asserted that sustainable marketing has improved the believability of the brand. Also, 28.8% strongly agree with this statement, which affirms the notion that sustainability enhances brand association. Collectively, this shows that 71.3% of the respondents believe that sustainability practices have a positive impact on enhancing consumer confidence.
On the other hand, 17.8% of the respondents are still in the middle, which means that they are still unsure as to how sustainable marketing can directly affect brand trust. A smaller portion, 7.5% disagreed while 1.4% strongly disagreed, meaning that only a small percentage do not think that sustainability has a huge impact on customer trust. The chart has a positive outlook, with the majority believing that sustainability is an important aspect of building brand credibility.
Q. 10 Do you believe that sustainable marketing practices will become increasingly important in the fashion industry in the future?
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[bookmark: _Toc178604256]Figure 14: Respondent’s belief in sustainable marketing practices in the fashion industry in the future.
(Source: Survey Questionnaire)
The pie chart illustrates the responses to the question: “What is your opinion on the importance of sustainable marketing in the fashion industry in the future?” That is, 41.1% of the respondents agree with the statement that sustainable marketing will remain relevant within the context of the fashion industry in the future. A considerable percentage of 34.2% of the respondents state a strong agreement with the statement that sustainability is important for the future marketing of fashion. In combination, this suggests that 75.3% of the respondents appreciate the increased emphasis on sustainability. On the other hand, 12.3% chose the ‘neutral’ option which can be interpreted as indecisiveness or indifferent attitude towards the topic. However, 6.8% of respondents do not agree, and 5.5% of them do not strongly disagree, which implies a lack of concern towards sustainable practices regarding the future fashion industry. In conclusion, it can be stated that the upward trend of focus on sustainable marketing seems viable in the fashion industry, and this statement is supported by the results of the research.
Q. 11 Have you observed a shift in consumer behavior towards brands that prioritize sustainability within the fashion industry?
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[bookmark: _Toc178604257]Figure 15: Observation concerning a shift in consumer behaviour towards brands that prioritize sustainability within the fashion industry.
(Source: Survey Questionnaire)
The pie chart depicts responses to the question: “Has the consumer experienced a change in their preference towards sustainability in the fashion industry?” A bar chart was used to illustrate responses to the research question, and in total 75.3% of the respondents answered “Yes” to the question suggesting that they have noticed a change in consumers’ preferences for sustainable brands. This means that a significant number of the respondents have supported the notion that sustainability has emerged as one of the important factors affecting the decisions to purchase fashion products. The remaining 24.7% chose “No,” which means that they did not agree with the statement and had not noticed shifts in customers’ attitudes toward sustainability. This minority may be understood as a result either of low awareness of sustainable trends or of the slower growth of sustainability-themed brands in some markets or among some segments. Based on the gathered data, it appears that a consumer shift in favour of fashion brands focusing on sustainability has been observed in the industry.
Q. 12 Which of the following sustainable practices does your company prioritize?
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[bookmark: _Toc178604258]Figure 16: Notion of sustainable practices that the company prioritises.
(Source: Survey Questionnaire)
The chart provided above shows the identification of priority concerning different sustainable practices in a firm. The practice most emphasised through the survey is that of environmental minimisation, for instance, the carbon footprint with 54.8% asserting its significance. Another vital concern is the recycling or use of environmentally friendly material, and 43.8% of the participants agreed with the statement. About 41.1% of the respondents are also concerned with the fair treatment of employees, while 31.5% of the respondents believe that materials should be sourced ethically. Production transparency and proper treatment of animals with no use of cruel products have been considered in equal importance, the least priority importance rates being 23.3% and 21.9% for this criterion. This distribution indicates a good emphasis on environmental concerns and fair production, which showcases the company’s deep concern with sustainability.


[bookmark: _Toc179111416]Chapter 5: Discussion 
[bookmark: _Toc179111417]5.1 Introduction
This discussion chapter focuses on providing a discussion of sustainable marketing strategies in the fashion industry as per survey findings and literature review. It also assesses how the contributing factors to brand loyalty such as transparency, trust, and ethical demeanour. The chapter also discusses the problem of greenwashing, misleading special claims, and mixed signals that may cause the loss of consumers’ trust (Blas Riesgo, Lavanga, and Codina, 2023). The current sustainable marketing strategies’ effectiveness and consumer behavioural changes, coupled with brand loyalty, is a subject best understood using data insights and theoretical frameworks as outlined in this discussion.
[bookmark: _Toc179111418]5.2 Analysis of current sustainable marketing practices in the fashion Industry.
The concept of sustainability has emerged as one of the significant trends in the current marketing management of some of the world’s leading fashion brands due to changes in customer orientation towards more sustainable products. The shift toward sustainable marketing is since there is a generation of conscience customers out there such as millennials and Gen Z that expect businesses to be environmentally and socially responsible (Blasi, Brigato, and Sedita, 2020). Such sustainable practices within the fashion industry include the transition to ecologically sound ways of producing and designing clothes and encouraging the actual usage of fewer clothes. It should be noted that the outcomes that might be achieved by applying certain of these strategies may depend on the ways that are chosen for their implementation and how these strategies are promoted among consumers (Mandarić, Hunjet, and Vuković, 2022). 
[bookmark: _Toc179111419]5.2.1 Key Sustainable Practices 
The utilisation of environmentally friendly products is another widespread sustainable marketing that fashion brands have implemented. Most famous brands actively encourage the utilisation of organic cotton, recycled polyester, and biodegradable fabrics within their latest releases (e Oliveira, Miranda, and de Paula Dias, 2022). It not only decreases the ecological impact of their goods and services but is effective in creating positive customer responses to those sensitive to the ecological involvement of fast fashion. Besides, brands are concentrating on creating value through circular fashion models. Some of the strategies now in practice include returning old clothes to the manufacturer to be given a new lease, using old clothes to make other products, or using recycled fabrics to make new products among others (Busalim, Fox, and Lynn, 2022). The second key component of sustainable marketing in the fashion business is the issue of supply chain. Consumers are now more likely to directly engage brands on how and where those products are being made, which companies have chosen to partner with them, and the use of good labour practices. To meet the need for increased accountability and truth, brands, therefore, seek to provide more information. This strategy is good not only in speaking about sustainability but also in setting ethical brands apart from similar brands (Rahman and Nguyen‐Viet, 2023).
[bookmark: _Toc179111420]5.2.2 Consumer Perception and Effectiveness of Sustainable Marketing
The notion of sustainable marketing hence plays a critical success factor in fashion significantly that is dependent on perception. Some consumers are willing to pay for sustainable fashion, but consciousness is rather high, some people are just using sustainability as hype (Kumar, Garg, and Singh, 2022). Concerns such as ‘greenwashing’ help in increasing doubt which themselves make it very necessary for brands to be transparent. Sustainable marketing focuses not only on environmental factors but also on social issues of employment of workers and the software. Loyalty can be achieved provided the products being marketed are genuine (Dangelico, Alvino, and Fraccascia, 2022). As consumers become increasingly demanding and aware of brands’ sustainability performance, those companies that can prove their sustainability improvement have an advantage in the market; those that attempt to ‘greenwash’ their image will have a disadvantage. Sustainable fashion presents issues in terms of revenues, however, consumer interest also presents the potential for development and competitive advantage (Sun et al., 2020).
[bookmark: _Toc179111421]5.3 Key Drivers of Brand Loyalty Connected to Sustainable Marketing 
From survey results and a literature review, trust, product quality, and transparency are the principal factors that contribute to consumers’ brand loyalty in sustainable fashion. Ethical considerations should be given top priority, for customers are inclined to keep returning to a brand if it acts ethically and environmentally sustainable (Blazquez et al., 2020). Credible to the survey method, the study found out that the respondents placed a high premium on brands that are open about their sustainable practices. This, especially when done jointly with clear communication of working progress, including the barriers faced, creates trust (Grazzini, Acuti, and Aiello, 2021). There is also a perceived need from the consumers for them to know not only the strengths but also the weaknesses of the sustainability communications of a brand. The brands must make the consumers feel good about their decision-making process and the actual communication Bridge creates that authenticity and transparency to help the consumer feel good about the lifetime value of the purchase. The quality of eco-friendly products also plays an unforgettable role in loyalty. The survey showed that customers are more willing to repurchase goods from brands that create quality and environmentally friendly products. People are not ready to sacrifice quality while buying such products for sustainability purposes only, this means that the company needs to have products that lack sustainability but have the same quality as other regular products out in the market (Lu et al., 2022). The understanding of sustainability and quality is powerful when a brand manages to integrate both and retain the customer. Supporting this, the literature mentioned that company sustainability and its ability to offer high quality and focus on proper production work as competitive factors in customer loyalty (Ray and Nayak, 2023).
Transparency refers to the visibility of the brand’s activities and is seen to have a central position in the concept of sustainable marketing. It was also established that consumers who perceive the brand to be transparent are more likely to have long-term loyalty to that brand (Turunen and Halme, 2021). Transparency does not only refer to reporting sustainability goals but refers to specific interim milestones, activities, and even setbacks. Customers are smart and they know when a brand is genuine and when the brand is only trying to be environmentally conscious. That was concerning greenwashing in which brands overpromise or lie about sustainability, which for generations has been the cornerstone of loyalty. According to the survey, people are doubtful about brands’ actions concerning sustainability, so it is crucial to have more credible actions. This is like what the literature states about brands having to not only declare their sustainable efforts but also authenticate them by using certifications, reporting in detail, and executing sustainable results (Centobelli et al., 2022). Sustainable marketing is most successful when it addresses the triple bottom line, to encompass environmental, societal, and economic impacts. This notion was supported by survey findings since respondents had a specific interest in brands that included sustainable aspects in all the activities and did not perceive sustainability as a mere decoration or a trend. The primacy of the triple bottom approach increases a brand’s credibility and makes a customer’s loyalty relationship stronger. It establishes the belief that customers are guided by social adjusting, and environmental, and economic equity responsibility pull, which enhances brand effect and advocacy.
One of the main obstacles that brands encounter is how to allow consumers to cross-check the truth behind their sustainable claims (Guo, Choi, and Shen, 2020). Some of the surveyed people did not trust that brands were sincere in their sustainability activities with others being unsure of the level of truth in those claims. This is why more attention should be paid to the conception of brand authenticity and brand transparency. This is confirmed by the literature as it argues that sustainable marketing aligns well with tangible measures, which include third-party certifications, sustainability reports, as well as frequent messaging with renewed updates. Failure in such approaches makes the consumers change their perception hence linking sustainability to the efforts and the brands to wane. Therefore, trust, transparency, and product quality as the major factors that define the consumers’ brand loyalty sustainably (Elf, Werner, and Black, 2022). To retain and induce this loyalty, brands must concentrate on genuine efforts in terms of conveying sustainability, which involves fact-checking claims, as well as transparently reporting on virtual progress and learning from the mistakes made. Through its identification with the TBL and a focus on superior product quality, companies, and their brands can improve their standing in the market and further consolidate their relationships with clients.
[bookmark: _Toc179111422]5.4 Customer Insight and Recognition of Sustainable Marketing Strategies
In the context of fashion marketing, the findings of this survey show that consumers are more knowledgeable about sustainable marketing than before, but the level of knowledge may differ. A significant number of respondents were able to identify sustainability-related claims made by the brands but far fewer were able to differentiate between actual sustainable practices and mere advertisement or ‘greenwash’ (Kim and Oh, 2020). This reiterates what has been found in the literature where consumers are increasingly becoming conscious of sustainability but lack the capacity or knowledge to distinguish between the wolf-in-disguise and true sustainability in the fashion industry. It is useful that customers begin to be aware, as it can be considered that people are slowly moving to better consumption. The survey shows that many people have issues distinguishing which of the sustainable measures being implemented in organizations can be regarded as useful and which are just fashionable (Thakkar, 2021). This gap can result in skepticism which is also established in literature whereby consumers may develop doubts about the authenticity of sustainability efforts that some brand communicates. The fact that skepticism can weaken customer loyalty over the years if consumers are misguided makes this a very important fact. Brands must put more effort into creating awareness of the peculiarities of their sustainability policies and guarantee the clarity of the information. 
Survey results as well as the data from the literature clearly show that sustainability and brand loyalty have a positive relationship. If customers have a positive perception of a brand’s sustainability, then favourable attitudes and long-term emotional brand relationships will result, which increases brand loyalty (Jacobson and Harrison, 2022). The respondents who believed in the genuineness of the sustainable effects of a certain brand were more likely to continue patronizing such a brand. This work therefore supports the need to embrace authenticity in sustainable marketing. Companies need to show tangible improvements, and South African consumers need to know the specifics of brands’ sustainability communications in a format that can be easily understood and supported by the numbers. The work of the survey, which identified sustainability and brand loyalty as interconnected, was not only to shed light on opportunities for brands but also to describe difficulties for them to stay loyal in terms of their messaging (Claxton and Kent, 2020). As for the issues directly related to sustainability communication, respondents noted that brands with ambiguous goals or clichéd messages that achieved little more than creating confusion in consumers’ minds could not count on their long-term customer loyalty, the finding can be viewed as compatible with data which demonstrated that consistency of the message is the key to building and maintaining trust. Lack of information or overdoing it with unproven sustainability promises may repel a brand’s customers because gaps between the words and the actions work against the brand. The study also reveals that other customers also seem to be developing more skills required to identify which brands are serious business when it comes to sustainability, and which are not. For example, the level of knowledge possessed by the respondents about sustainability made them more skeptical of brands that sought to associate themselves with sustainability just for the sake of doing so. This all implies that with increased consumer awareness brands shall have to step up the level of relevance and honesty with which they convey their sustainability initiatives. This means that the practice of having a company layer a thin veneer of sustainability on top of its advertisements will not fly today as customers are more empowered (Brydges, Retamal, and Hanlon, 2020).
[bookmark: _Toc179111423]5.5 Outcome of Hypothesis
From the survey data analysis, it was clear that sustainable marketing practices had a positive impact on brand loyalty among fashion customers. For example, 75.3 % of the respondents in Q6 agree that sustainability practice leads to customer loyalty and 71.2 % in Q5 are likely to recommend sustainability as a key brand strategy. These findings indicate a positive correlation between sustainable marketing and customer loyalty, leading to the rejection of the null hypothesis and acceptance of the alternate hypothesis: Of these sustainable marketing practices, there is a specific positive impact on brand loyalty.
[bookmark: _Toc179111424]5.6 Research Limitations
Based on the primary quantitative study, this research has multiple limitations. Response bias may occur, as the respondents might give socially desirable responses instead of honest opinions, specifically on sensitive topics such as sustainability (Musova, et al., 2021). Time constraints may restrict the depth of the data gathering and examination, and Non-Response Bias could influence the overall results if a specific population group chooses not to engage. The following factors may impact the overall validity and reliability of the research findings. 



[bookmark: _Toc179111425]Chapter 6: Conclusion and Recommendations
[bookmark: _Toc179111426]6.1 Introduction
This chapter summarises the study and leads to recommended actions based on the study’s objectives. It describes how each of the objectives has been achieved through the analysis, the conclusion, and the recommendation section, and discusses the potential for future enhancement (Testa, Bakhshian, and Eike, 2021). The chapter also provides important implications that are intended to tackle the emerging challenges and to help fashion brands improve their sustainability performance and increase customer engagement. The findings developed during this research will enable brands to navigate their practices in consonance with consumers’ changing demands.
[bookmark: _Toc179111427]6.2 Conclusion
From the critical analysis of the literature, this study has sought to establish the role of sustainable marketing in boosting brand loyalty within fashion firms. The stated objectives have been achieved systematically by reviewing the literature, analysing the survey, and discussing the results. All the objectives have been met, and the interdependencies between sustainability and consumer behaviour, as well as brand associations, have been explained comprehensively. The first aim was to assess the existing sustainable marketing strategies within the fashion business. This study has analysed the various forms of sustainable marketing initiatives that fashion brands have embraced, as well as the effectiveness of these interventions. Some brands are committed to transparency and ethical actions, which is a sound note with consumers, but some others are accused of greenwashing. The research discovered that honesty is an important factor in understanding the effectiveness of sustainable marketing because people do not accept obvious or inflated information. The second objective focused on the factors that are likely to drive brand loyalty resulting from sustainable marketing. This was done by analysing survey data, which showed that trust, quality of eco-friendly products, and transparency are the key to customer loyalty. The literature backed this up, stating that if brands incorporate their marketing messages and initiatives with substantiated sustainable actions and show improvement, customers develop permanent ties with the brands. It can be a major issue for brands that do not show clear and tangible sustainability goals sustainability marketing needs to be accountable to consumers to succeed.
The third objective was to analyse consumers’ awareness and their attitudes toward the use of sustainable marketing communication. The results also reveal a seeming disconnect between what the participants know about sustainability in fashion and what they can explain. And although nowadays it has become fashionable in one way or another, many consumers are aware of the term ‘sustainability,’ but cannot distinguish between true attempts by the company and mere greenwashing. The above finding from the survey corroborates the existing research lauding the difficulty of consumer education in this area. But it was also identified that the consumers who trust the company and the organisation’s sustainability commitment are likely to consistently support the brand, which provides a link between Sustainability and Brand loyalty. The fourth objective interested the investigation of the effects of sustainability initiatives on brand association. According to the survey carried out, there is a strong relationship between the brands’ commitment to sustainability and consumer retention where many customers stated that they will remain loyal to brands implementing sustainability into their product offering. But the analysis showed that there were gaps and discrepancies in the message received from multiple sources, and the problem of how to determine sustainability proofs. These are barriers that reduce consumer trust partly suggesting that brands need to be more transparent when communicating sustainability efforts. The last goal was to make suggestions to improve responsible marketing practices in the fashion cycle. Considering the above findings, the following recommendations are made, brands should ensure they increase the awareness of consumers on sustainability. It is also important for brands to make sure that what they are saying regarding sustainability is believable and has clear goals that can be quantified to prevent brand disrespect and claims of playing a numbers game. It is necessary to note that brands’ activities must be constructed on the principles of the triple bottom line approach, which includes environmental social, and economic impacts, which can lead to the establishment of even more profound consumer-brand relationships. Lastly, this study culminated in examining how sustainable marketing practices affect brand loyalty in the fashion industry. Therefore, each of the objectives has been accomplished using a synthesis of theoretical literature and empirical evidence to provide insights and recommendations for fashion brands desiring to build effective sustainability initiatives and increase customer loyalty.
[bookmark: _Toc179111428]6.3 Recommendations
The study of sustainable marketing practices in the fashion business has shown several key issues that brands must address to improve the attractiveness and trustworthiness of a brand. Based on the findings from the research and survey results, the following recommendations are proposed to address these issues: 
1. Reinforce Transparency and Accountability in Sustainability Claims:
Another important issue that affects fashion is that the consumers do not believe the claims made by fashion brands about sustainability. The issue of consumers not knowing the difference between genuine brand commitments to sustainability and token attempts at producing only ‘green’ products that otherwise have as many defects, problems, and issues as their non-green counterparts are widespread (Gazzola et al., 2020). To overcome this brand, must increase the level of transparency and give comprehensible, tangible, and easily verifiable data about sustainability initiatives. 
Actionable Steps: 
· Execute third-party certifications or audits for sustainable practices to boost reliability. 
· They should release sustainability reports where they explain what they have achieved, what they have not achieved, and what they plan on achieving in the future. 
· The second recommendation is to provide clear information about the sustainability initiatives that are being carried out, with information on supply chain disclosure and materials, as well as information about waste minimisation. 
By embracing the concept of transparency, brands can make lasting gains with consumers (Nguyen et al., 2021). When customers trust that a brand is sincere with them, it will produce high levels of customer loyalty and even brand word-of-mouth recommendations.
2. Focus on Ethical Sourcing and Fair Labor Practices: 
Consumers want brands to act socially responsibly and that means ethically sourced commodities and fairly made products in other words brands have social and environmental responsibilities. To satisfy such expectations the brands should integrate fair trade practices to provide the employees with fair wages as well as a safe workplace. Sustaining supply chain relations based on a shared interest in sound labour policies is essential and, therefore, required. Brands should declare material origins and working conditions to consumers as often as possible (Islam, Perry, and Gill, 2021). With regards to ethics in sourcing, different brands create an emotional bond with the consumers as per ethical considerations. 
3. Align Sustainability with Innovation in Product Quality and Design: 
For there to be interest in sustainable products, these must be of the same quality as or even better than that of traditional fashion. emphasis should be placed on getting research that provides brands with strong and sustainable fabric that is environmentally friendly besides designing products that fairly depict modern fashion trends. Reminding the consumer that there are durable products in the market and that they are sustainable products which the consumer seems to be concerned about can go a long way in attracting many customers (Wren, 2022). Through incorporating and embracing the use of sustainable designs, brands can address the needs of the client through both aesthetics and sustainability improving the relationship branding and increasing brand loyalty. 
4. Improve Communication and Consistency in Sustainable Marketing Messages: 
A particular effort should be made to communicate all marketing messages with complete clarity and with the same tone. The management needs to design a compelling sustainability story that integrates well on social media and other online channels and has Bearings Direct train its marketing staff on how to relay these sustainability messages effectively (Jung, Kim, and Kim, 2020). Consumers want to know the truth, stakeholder engagement includes keeping consumers posted on the outcomes of the process as well as the occasional setbacks encountered in the brand’s sustainable development process. It is good, however; to avoid denationalisation and to also keep the messaging real. Introducing accuracy and truth in communication improves trust hence the long-term development of consumer relations in a competitive world.
[bookmark: _Toc179111429]6.4 Future Research
Future research should delve into the objective impacts of sustainable marketing on customers’ loyalty with an emphasis on a variety of fashion markets and consumer categories (Mukendi et al., 2020). These works do not include the evaluation of the influence of new technological trends, for example, starting from blockchain for increasing the transparency of supply chains, on the development of increased brand trust. Future research should also compare educational initiatives before and after the campaigns have been established to enhance consumer understanding of sustainability since it could impact the purchase decision-making on fashion products. 
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