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[bookmark: _Toc171867175][bookmark: _Toc172236328]1. Introduction

1.1. [bookmark: _Toc171867176][bookmark: _Toc172236329]Background
The modern consumer has become more environmentally and socially conscious, leading to an increased demand for products that can be recycled and have less of an impact on the environment (Mandarić, Hunjet and Kozina, 2021). To adapt to new consumer preferences, fast fashion (FF) companies are incorporating sustainable business strategies, including using sustainability-related tags and initiating related promotional activities (SanMiguel et al., 2021). Sustainability when incorporated with a business enhances the image of the company and also nurtures its relationship with its customers, thus making its products more reliable (Park and Kim, 2016). Thus, while there are a number of consumers who display an interest in sustainable fashion and preservation of the environment, FF, with its inexpensive merchandise, continues to reign in the market (Mandarić et al. , 2021). This work confirms that it is easier for consumers to understand that sustainable items are relevant to FF stores based on knowledge and attitude towards the brand (Hill and Lee, 2015). Roozen and Raedts (2020) focused on the effect of bad publicity on the FF industry and its implications for customer perceptions, brand choice, engagement, satisfaction, and purchasing behaviour.
Researchers have found out that there is a relationship between practicing sustainable strategies in retail stores and customer attitude, attachment, feeling, and patronage. Mentioning CSR activities primarily in the website context leads to increased positive impressions of both brand authenticity and CSR brand attitudes when the fashion brand is also described as environmentally sustainable (Childs, Woo and Kim, 2019). Lee, Ha-Brookshire and Chow, (2018) seeks to identify the consumer purchase intention in relation to multi-brand enterprises’ corporate social responsibility. Based on previous literature, this study investigates the effects of corporate-level CSR communication and brand-level CSR communication and purchase intention. Studies have also investigated effects of anti-consumption/ regarding ideas about slow fashion and behaviors related to it. These studies have established that the customers with concerns exhibit the intention to buy ethical signals of FF companies (Yoon, Lee and Choo, 2020). Literature exists on studying sustainability consciousness among fashion brands in different countries with emphasis on the importance of creating clothing that considers the effects of sustainable practices (Zain, 2023). The relation between ethics and sustainability about buying habits of customers has been highlighted and sustained by the significance of sustainability in fashion designing and manufacturing (Andrés, 2024). In conclusion, the investigation of customer attitudes towards sustainability practices in the retail industry of FF in the UK is multifaceted research that seats on consumer perceptions and brand image along with consumer buying behaviours. It is crucial to assist firms and governments in responding to consumers’ preferences and establishing a positive change in the industry.
1.2. [bookmark: _Toc171867177][bookmark: _Toc172236330]Rationale of the study

The rationale for conducting the current study on stems from concern and awareness by consumers for environmental issues and concerns, as well as their expectations for ethical behaviour by brands. The FF industry, which is famous for its short production times and cheap clothes, often faces criticism for its environmental consequences and policies towards workers. Identifying the consumer attitude towards sustainable practices is crucial information that brands need to align their strategies to better fit the market trends. Indeed, the purpose of this research is to explore customer perception towards sustainable practices in FF retail sector in the UK. Specifically, this research aims at extending the knowledge regarding the effects of such practices on brand image and, in turn, consumer behaviour. By deciphering these factors, the study shall expand the understanding of sustainable consumption and offer practical recommendations to retailers on how to enhance their sustainability schemes and better meet the consumers’ demands. The findings would be valuable for the marketers and regulators who aim to foster responsible behaviours amongst actors involved in the production of FF.

[bookmark: _Toc171867178][bookmark: _Toc172236332]3. Research Aim, Objectives and Questions
[bookmark: _Toc171867179][bookmark: _Toc172236333]3.1. Research aim
The study aims to investigate the customer attitude towards sustainability practices in the fast fashion (FF) retail business in the UK and analyse its impact on brand perception and purchasing decisions.
[bookmark: _Toc171867180][bookmark: _Toc172236334]3.2. Objectives
1. To examine consumer attitudes regarding sustainability initiatives in the fast fashion retail sector in the UK.
2. To analyse how sustainability practices affect consumers' perception of brands in the fast fashion retail sector in the UK.
3. To investigate the impact of sustainable initiatives on customers' purchasing decisions.
[bookmark: _Toc171867181][bookmark: _Toc172236335]3.3. Research questions
1. What are the consumers’ attitudes toward sustainability practices within the fast fashion retail industry in the UK?
2. How do sustainability practices impact brand perception among consumers in the fast fashion retail industry in the UK?
3. What effects do sustainability practices have on consumers' purchase decisions in the fast fashion retail industry?
[bookmark: _Toc171867182][bookmark: _Toc172236336]4. Literature Review

[bookmark: _Toc171867183][bookmark: _Toc172236337]4.1. Introduction to Fast Fashion (FF) and Sustainability

FF means wearing clothes that are cheap to make and designed to resemble the latest trends as displayed in the fashion shows or magazines. This sector have high turnover, low cost of production, and constant introduction of new sets to address consumer need to wear fashionable clothes at cheap rates (Nuraeni, 2023). The FF retailers may prefer the efficiency and low price over sustainable solutions which leads to negative impacts on the environment and society that raised concern among the buyers and scholars (Bick, Halsey and Ekenga, 2018). The effects of the FF industry on the environment are that the industry results in large amounts of wastes, the high consumption of water and energy and the extensive use of chemicals in the course of production. Sustainability has recently grown significantly popular and significance within the retail sector overall, particularly due to its opposition to the negative impacts of FF (Skinner et al., 2023). Sustainable fashion can be defined as the practice of designing, producing, and distributing clothing articles following best practices of sustainable supply chain, using sustainable/ recycled materials and minimizing the impact of production in the environment. Fashion shops that sell FF apparels are gradually adopting green initiatives to address environmental and social impacts associated with their business (Neves, Silva and Gomes, 2023). The FF companies tries to reduce their negative impact on the environment by offering the green products made out from the sustainable fabric, practicing the environmentally sustainable methods in production and also ensuring the recyclability of their apparels. The FF model has been criticized for aggravating the sustainability issues which are intrinsic to the contemporary fashion industry and its value chain (Lee and Weder, 2021). Specifically, retailers are consistently seeking to explore the means and ways that enable them to enhance their sustainability efforts, such as minimalist packaging, the use of sustainable products, and recycling campaigns (Zhao, 2024). 
4.2. Definitions
4.2.1. Consumer attitude
Consumer attitudes refer to "a learned predisposition to behave in a consistently favourable or unfavourable manner with respect to a given object" (Fishbein and Ajzen, 1975, p. 6)
Consumer attitudes are "relatively enduring overall evaluations of objects, products, services, issues, or people"  (Argyriou and Melewar, 2011, p. 11),
4.2.2. Consumer purchase decision
Consumer purchase decision is "the process by which consumers identify their needs, evaluate alternatives, make a choice, and finally, make a purchase" (Kotler et al., 2016, p. 177).
Consumer purchase decision is "the process by which individuals search for, select, purchase, use, and dispose of goods and services, in satisfaction of their needs and wants" (Schiffman and Lazar, 2010, p. 221).
4.2.3. Brand perception of the consumers
Brand perception refers to "the consumer's perception of a brand's total offering relative to competing brands" (Lane Keller, 2013, p. 120).
Brand perception is "the set of associations that consumers hold in memory regarding the brand" (Aaker, 2009, p. 111).
[bookmark: _Toc171867184][bookmark: _Toc172236338]4.3. Consumer Attitudes Towards Sustainability

Consumers have certain attitudes and beliefs towards sustainability, which is another research topic that may be discussed from different theoretical perspectives. Several studies in the fashion industry discussed consumer attitude employing various theories, including the Theory of Planned Behaviour (TPB) as well as the Beliefs-Attitudes-Intentions model (Bombiak and Marciniuk-Kluska, 2018). These frameworks help to develop a clear structure of the role of specific belief, attitude, and intentions of consumers towards purchasing sustainable fashion products on their behaviour. Next, the Technology Acceptance Model (TAM) and trust in electronic word-of-mouth (Ewok) has been employed by researchers to examine the causal model of online consumer attitude and purchase intention concerning tourism social networks as a rapidly developing area (Lin et al., 2020). The functional theory of attitudes has been used to explain the effect of Drive or motive on consumer behaviour, it therefore stresses upon the fact that in order to actually change the attitude of customers, the brand needs to look into these functions (Halwani, 2020).                                                                                                                                                                                                           
4.4. Tri-component model of attitude        
    The tri-component model of attitude, presented by Rosenberg et al. (1960), provides a systematic framework for comprehending attitudes by considering three components: These include affective measures that involve emotions, the behavioural measures that involve intentions of performing a particular action, and the cognitive measures that involve belief or knowledge. The main advantage of this paradigm is that it jointly examines the affective response and cognitive appraisal, allowing for a reduced oversimplification of the influence of attitude toward behaviour. However, there could be a possible negative attribute in that it is complex in that it is difficult to accurately measure and perceive all three aspects and perhaps could vary in cultural or situational contexts where different perceptions are possible. However, this problem is still present when employing the tri-component model which remains useful as it is quite inclusive in the evaluation and modelling of consumer behaviour and decision processes.
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[bookmark: _Toc171867185][bookmark: _Toc172236339]4.5. Sustainability Practices in the FF Industry
The FF segment has recently drawn much attention to its implementation of sustainability, as companies enhance their efforts in addressing environmental and social issues. For instance, H&M has a ‘Conscious Collection’ that contains fabrics that are sustainably sourced while Patagonia has adopted the use of recycled products as their motto (Evans et al., 2017). However, the implementation of sustainability in the ff industry comes with challenges like the high costs ill sustainable fabrics and its production, major changes in the supply chain, and maintaining the volume and cheap prices that are compulsory for the FF business model (Le and Nguyen, 2022). However, in many cases, attitudes and actual behaviours are significantly different, and despite consumers may claim that they care about sustainably produced apparel, many still prefer conventional FF brands over sustainably produced ones (Starčević, Marinković and Vjetrov, 2022).  There is nothing as difficult as propelling the FF sector towards sustainable practices that addresses environmental and social implications effectively.
[bookmark: _Toc171867186][bookmark: _Toc172236340]4.6. Research Gap
There is a vast body of literature that exists on sustainability practices and consumer behaviour, there is a noticeable lack of information as to how these practices affect customer views, perception of the brand, and purchasing intentions specifically in the FF retail industry in the UK. Modern studies often look at consumers’ total behaviour when it comes to sustainable fashion or focus on luxury Fashion brands leading to gaps in the knowledge area of FF. However, in such an environment, the relative advantage and disadvantages of low cost, fashion trends and sustainability are easily seen. Further, there are no many investigations of the UK market, which can contain different consumer characteristics and laws that may affect these relationships. This lack of information can be filled by focusing on FF companies, allowing them to enhance the alignment between their sustainability initiatives and consumption demand, ultimately enhancing their market position.

[bookmark: _Toc171867187][bookmark: _Toc172236341]5. Research Methodology
[bookmark: _Toc171867188][bookmark: _Toc172236342]5.1. Research Philosophy
The study will adopt positivism as research philosophy that relies on the measurable facts to acquire knowledge (Park, Konge and Artino Jr, 2020). This approach is suitable for the study as it seeks to objectively capture the attitudes and behaviours of consumers towards brands in the FF retail industry relating to sustainability.
[bookmark: _Toc171867189][bookmark: _Toc172236343]5.2. Research Design
The study will use quantitative research design, which entails the systematic gathering and analysis of numerical data. This design facilitates the usage of statistical data analysis, and allows for generalizing (Fryer, Larson-Hall and Stewart, 2018)– thus, the overall understanding of customer attitudes and their role in brand image formation and purchasing decisions in the context of FF.
[bookmark: _Toc171867190][bookmark: _Toc172236344]5.3. Sampling
Sampling entails reaching out to an individual or a number of individuals in a given population for research and drawing conclusions about the general population (Etikan, Musa and Alkassim, 2016) . The study will adopt convenience sampling to select the participants. The total number of respondents would be 50, which will be the consumers of fashion retail products. The sample will include respondents to the age group of 18-50, all gender types (male, female, others and prefers not to say) and from urban, semi-urban and rural areas. The convenience sampling is often employed for its ease in selecting the respondents. 	The method of sampling is preferred when doing research since it makes it easy to obtain data from conveniently accessible and willing participants (Sedgwick, 2013). This method is particularly useful when time and/or resources are limited or when it is difficult to secure a diverse sample, which makes it appropriate for potential first-stage assessment. However, there is a cautionary get that must be taken to this type of sampling because the sample is not selected randomly, and therefore the population sample may not be entirely representative of the whole population. Despite the disadvantage, convenience sampling remains useful for beginning research or when exploratory data are needed. The first step involves sampling what are known as ‘convenience samples’, which are those individuals or groups that are easily available. This is often done using characteristics like the proximity of the platform, internet accessibility, or location. Moreover, there is an invitation to these potential participants urging them to contribute to the research and use their initiative and quick response. Finally, data collection process commences once participants have agreed to participate in research studies and this means having a convenient sample but not a random one since the population was not randomly selected. 
[bookmark: _Toc171867191][bookmark: _Toc172236345]5.4. Data collection methods
The collection of data will be done through development of a structured questionnaire. The goal of this instrument is to obtain detailed information from the customers’ point of view, specifically regarding sustainable practices, brand image, and their purchasing decisions. The questions asked will be closed-ended and quantitative in nature as they will employ Likert scales to determine and quantify the answers. The data will be collected through Google forms. The respondents may require approximately 15 minutes to completed the questionnaire. The questionnaire will include Likert scale statements to each construct, approximately there will be 10 questions/statements.
[bookmark: _Toc171867192][bookmark: _Toc172236346]5.5. Data analysis
The collected data will be examined via SPSS. Descriptive statistics, such as the mean and SD, will be employed to assess consumer attitudes towards sustainability practices. Correlation and regression analysis will be utilised to evaluate the influence of sustainable practices on brand perception and purchasing decisions. These methodologies will facilitate the assessment of the robustness and characteristics of the connections between sustainability practices and crucial consumer behavior variables, yielding complete insights into the research aims of the study.

[bookmark: _Toc171867193][bookmark: _Toc172236347]6.Ethical considerations
Potential ethical concerns for this research revolve around the following: assuring respondent consent, anonymity, and avoiding adverse impacts on responders. Participants should have clear information regarding the objective, methods of the study and their rights that include the right to withdraw their participation at any one time without implications (Hasan et al., 2021).  It is crucial to anonymize personal data to protect the identity of individuals to always maintain privacy. Further, this study shall not employ any force or coercion or offer any incentives to influence willingness to participate in the study (Connelly, 2014). 
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