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Abstract
The scrutiny of the fast-fashion industry for its environmental and social impacts has led these brands to adopt Corporate Social Responsibility (CSR) as a means of preserving their legitimacy and competitive advantage. This paper focuses on assessing the impacts of the CSR strategies undertaken by H & M and how they affect the brand’s positioning in the UK fashion market. This research focuses on the CSR strategies of H & M in relation to brand loyalty, consumer trust, brand perception, and the sentiments of H & M's stakeholders in a market charged with ethical sensitivity and criticism of greenwashing.
An interpretivist research philosophy and an exploratory research design were used to understand stakeholder and consumer perceptions. The study was based on secondary data, including peer-reviewed academic research, corporate sustainability reports, various regulatory reports, media reports, and industry-related documents. A qualitative thematic approach was used to document the various sustainable practices, the trust in the CSR of the company, and the reputation of the company in the public domain.
The data points show that although H&M has advanced in areas like circular economy initiatives, emissions control, and supply chain transparency, UK consumers are still doubtful because they have a reputation for 'sustainability' that does not align with the fast-fashion business model. In this case, the brand perception was greatly affected by the CSR communication on social media and the reporting on CSR of the company. The communication was perceived as authentic and transparent by the observers of the company, thus increasing the trust and loyalty towards the brand. The joint perception of the brand reporting and the brand communication as authentic and transparent facilitated the trust and loyalty created in the brand. In this case, the perception of the company was greatly influenced by the reporting on the company. The company greatly influenced the reporting of the company to produce and use the report in the use and communication of the product. The report will be used for the communication with the product. The report will be owned by the company. When the company considers the communicative aspects of the use of the product, it will have the report of the communication.
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[bookmark: _heading=h.hm8cun4x5029]CHAPTER 1: INTRODUCTION
[bookmark: _heading=h.c32yffwau28n]1.1 Background & Problem Statement
[bookmark: _heading=h.rplrgnj3b72q]1.1.1 Background
The “fashion industry”, in general, and “fast fashion” has made fashion highly accessible and affordable at a high cost to the environment and society, as it manifests in the use of available resources, labour issues, and unethical production methods (Khurana and Muthu, 2022). As a reaction, “Corporate Social Responsibility (CSR)” is now a matter of concern among fashion retailers to be more responsible and earn consumer trust. As of 2024, H&M Group is one of the top global fast fashion retailers with is with a reach of 75 countries and reported revenue of 236 billion SEK, employing 170,000 people worldwide (H&M Group, 2025). In the UK, H&M has a strong retail and digital presence which contributes to its role as an important player in the fashion industry, specifically in developing and maintaining industry sustainability standards and consumer demand. H&M has faced a number of regulatory and consumer pressures which has resulted in a number of CSR initiatives, including supply chain visibility, and an increase in the utilization of recyclable and sustainably sourced textiles (Alam, 2025). H&M initiatives do not mean the concern towards their insubstantial positive social and environmental impacts have been relieved. Despite such initiatives, there is a suggestion that the brand is a greenwashed company, and there might be a discrepancy between the claims of CSR and the perceptions of consumers (Chowdhury, 2024). What lies in the UK market in the context of the effectiveness and authenticity of the CSR strategies implemented by H&M is thus the understanding of how such strategies affect the brand reputation, consumer trust, and loyalty.
[bookmark: _heading=h.fr18sguoa6j]1.2 Problem Statement
H&M has faced allegations of green washing from several \regulatory, non-govern, and consumer advocacy groups, particularly the evidence demonstrating the sustainability claims made by H&M (Tubic and von Jutrzenka, 2024). H&M has introduced a number of initiatives, such as the Conscious Collection and a program to recycle used garments. Critics have argued, and continue to do so, that some of the sustainability programs communicate a transparent and measurable impact (Adegeest, 2022).
The company has made public statements about its lasting desire to achieve sustainability with measurable and reportable intermediate goals, some of which have been recognized as positive in the sustainability of the company and its circular economy development (reduction in emissions and improved compliance from suppliers) (H&M Group, 2025). Increased regulatory scrutiny has been seen in several global regions, including the UK and US. The “Competition and Markets Authority (CMA)” found that, according to fashion to 60 per cent of the assertions made regarding the environmental impact are unsubstantiated, with H&M being among those companies (Butler, 2022). Legal proceedings initiated the challenges with the marketing of the environment and the marketing of the consumer in the United Kingdom, the Competition and Markets Authority (CMA) similarly examined the ungrounded environmental claims in the fashion industry. There is a tension in the marketplace where sustainability aims collide with consumer expectations that provides the basis for assessing the H&M’s CSR strategies in the UK fashion market, and the rest of the UK market, for credibility, relevance, and purpose.
Critics charge H&M UK, part of the fast fashion retailing giant, with ‘greenwashing’ the misleading commercial practice of advertising something as “environmentally friendly” while the advertising, marketing, and practice contain no verifiable sustainable elements and the company is less than forthcoming about the practice’s negative ecological impact. According to Adegeest (2022), although the retailer has launched feeble H&M “Conscious” collections and self-described sustainable garment recycling programs, the initiatives have been assessed as “low impact” and “opaque”. Efforts of self-described sustainable collections have been found to contain ‘puffery’ and moreover assessed as unsustainable by the UK Advertising Standards Authority. 
UK-specific analytical discussions assessments have highlighted areas of concern regarding the plausibility of these assertions. The UK Competition and Market Authority (CMA) documented that a considerable number of environmental claims posited by fashion companies such as H&M sparked no evidence and transparency (Butler, 2022). As such claims lack substance, these have exposed a significant section of the UK, where people are ethically concerned yet become sceptical of the claims in question. This problem, therefore, become significant to H&M in the UK market, where CSR communication interactions with a customer may not be fully disengaged from reality, eroding trust and loyalty to the value proposition, brand, and long-standing advocacy in the market (Mary, 2025; Segal, 2022).
[bookmark: _heading=h.qxj0tfgx0keg]1.3 Research Aim
To evaluate strategies of corporate social responsibility used by H&M for effective brand reputation in UK fashion industry
[bookmark: _heading=h.u2ge7282ztdp]1.4 Research Objectives
The bullets below refer to the key objectives for this research
· To assess the influence of H&M social media activities on brand image in the UK fashion market.
· To investigate the relationship H&M customers build based on trust in the UK due to the CSR initiatives.
· To understand how UK consumers interpret H&M sustainability prospects and initiatives as ethical and responsible in the challenging fast fashion paradigm.
· To assess H&M current position in the UK fashion market regarding the CSR expectation and demand and the related prospects.
[bookmark: _heading=h.yabogjer2cto]1.5 Research Questions
· How do H&M’s CSR initiatives contribute to building and sustaining its brand reputation in the UK fashion industry?
· What is the impact of H&M’s CSR strategies on consumer trust and brand loyalty among UK customers?
· How do UK consumers perceive H&M’s sustainability and ethical practices within the fast-fashion context?
· What challenges and opportunities do H&M encounter in implementing CSR strategies that align with stakeholder expectations in the UK fashion industry?
[bookmark: _heading=h.a2bgwub8fiui]1.6 Significance / Relevance of Study
The research has the major relevance or significant within the framework of the UK fashion industry, where ethical consumption and environmental consciousness are having a dynamic impact on consumer behaviour. The Apparel sector in which H&M operates has had criticism based on the environmental impact, non-sustainable manufacturing and the labour practices, among others and a need to establish genuine Corporate Social Responsibility (CSR) measures. Using the critical analysis of the CSR activities by H&M, the paper provides data on how these actions can establish brand reputation, consumer trust and brand loyalty in a highly absorbent market.
This study can be used in both the theoretical and practical spheres. It is added value in academics in relation to CSR effectiveness in the fast-fashion sector and particularly in the realisation of the gap between the corporations and the perception of consumers (Lagnaoui, 2023). Practically, the findings can be considered in recommending fashion merchants, policymakers and stakeholders to formulate and implement CSR programs that are authentic, open and align with the expectations of the stakeholders. Moreover, the study offers H&M and other organisations some valuable experience to make them look more real, manage the greenwashing challenge, and establish better relationships with customers and stay within the competitive sphere of the UK market.
In the corporate social responsibility (CSR) and sustainability position of H&M Group, the company defines and frames its long-standing and enduring environmental objectives as “CIRCULAR ECONOMY”. The company’s goal is for its materials to be 100 percent recyclable or sustainably sourced by 2030, and this remains a central goal in its global CSR framework (H&M Group, 2025). Progress towards this policy suggests that in 2024 the company should be able to report that 89 percent of the materials used by the company were either recycled or sustainably sourced, with a recycled material content of 29.5 percent, thus placing the company on track to achieve its 2025 target (H&M Group, 2025). Furthermore, measurable climate responsibility lies within H&M’s CSR policy. Within this framework, the company records a 41 percent reduction in Scope 1 and Scope 2 greenhouse gas emissions and a 24 percent reduction in Scope 3 emissions, reflecting supply-chain-focused CSR interventions by the year 2024, relative to the 2019 baseline (H&M Group, 2025). Additionally, H&M’s circular-economy CSR initiatives contributed to the reduction of Tier 1 and Tier 2 factories using onsite coal boilers to 27 in 2024, a decrease from 46 in 2023 and 118 in 2022. Also, freshwater used by garment suppliers reduced by approximately 10 percent, which reinforces the company’s CSR commitment to the environment (Fashioning World, 2024). Emission cuts: H&M had been reduced by 41 out of 2019 baseline on Scope 1 and 2 greenhouse-gas emissions, and by 24 out of 2024 on Scope 3 emissions (H&M Group, 2025). Circular-economy programs; Tier-1 and tier-2 factories that stated they used onsite coal boilers decreased to 27 (it was 46 in 2023 and 118 in 2022); the amount of freshwater utilized by garment suppliers decreased by almost 10 percent (it was 9.5 percent in 2023 and 118 in 2022) (Fashioning World, 2024). 
These measures are noteworthy because they indicate that H&M is making continuous efforts at ensuring sustainability, which can be measured in terms of emission reduction, applying the principles of the circular economy, or the ethical sourcing of products (HMGROUP, 2025). Tangible progress generated by H&M towards 2030 objectives will boost brand credibility and reduce greenwashing issues, as well as increase consumer trust as the possible determinants of brand loyalty and competitive edge within the UK fashion sector (HMGROUP, 2025).
[bookmark: _heading=h.tdoxc2cmlwdc]1.7 Brief Research Methodology
This study employs a secondary quantitative research design, assessing the available Corporate Social Responsibility (CSR) initiatives of H&M and assessing brand image and the associated level of consumer confidence within the UK fashion sector. The secondary quantitative data covers published sustainability reports, corporate disclosures, regulatory assessments, and relevant industry databases to seek measurable variables, including material sourcing, emissions reduction, recycling, and supply-chain compliance.
This research design works for Sundqvist (2024) because he is able to capture CSR variables in a way that allows for more objective assessments rather than more subjective assessments. Within this scope, he has examined the measurable CSR activities of H&M’s Conscious Collection that is defined as a product line that includes clothing made from upcycled, recycled, or other kinds of sustainably sourced materials, H&M’s garment recycling program (measured via collection and reuse rates), and supply chain transparency policies (measured via Tier-1 and Tier-2 supplier disclosure records).
The data collection sources implemented are secondary, and the data collection limits to peer-reviewed journal articles, books, industry reports, corporate publications, media reports, and NGO reports. Theoretical and empirical data of CSR, consumer trust, and brand reputation in the fashion industry can be in academic literature, and practical evidence of sustainability operations of H&M are revealed and located in industry and corporate magazines. H&M's journey toward sustainability is constantly reported through various media outlets like The Guardian, BBC News, Reuters, and Business of Fashion, emphasising the company's dedication and leadership in the area. Media and NGO reports represent essential voices of thought that indicate stakeholder issues, scandals, and cases of greenwashing, which further help in creating a balanced analysis of the CSR activities championed by the company.
The data gathered are subjected to a thematic analysis after which the data were grouped under broad themes that included environmental sustainability, ethical labour practices, consumer trust, and brand reputation. This allows the study to determine trends and critically evaluate the perceptions of the stakeholders on the H&M CSR strategies and their appropriateness in increasing brand loyalty.
The ethical aspect is adhered to during the research. Any sources used are referred to appropriately to promote academic integrity and to ensure openness and impartiality, both the arguments corresponding to the support and criticism of the topic are critically analysed (Mulenga and Shilongo, 2024). Through the integration of the advanced secondary research with the intensive qualitative study, the research approach guarantees credible, pertinent, and informative results on the question of how CSR contributes to creating the H&M brand image in the UK.
[bookmark: _heading=h.ph9xyymz0vlu]1.8 Structure of the rest of the project
The study is composed of five chapters, where the 1st chapter represented this introductory part. In chapter 2, the Literature Review, the literature available on CSR strategies in the fashion industry and its impact on brand image have been expounded with gaps and establishing a conceptual framework to inform the study. Chapter 3, Research Methodology, explains the research philosophy, research design, and research approach, and a combination of both research methods in a mixed approach, which entails qualitative research based on consumer perceptions and qualitative research based on the CSR initiatives of H&M. It provides treatment of the ways of data collection including surveys and secondary sources, and ethical considerations are done to attain integrity and compliance. Chapter 4, Findings, Analysis, and Discussion, presents and explains the information which has been gathered, compares it with the theoretic and literature perspectives to provide a comprehensive point of view of the impact of CSR on brand image. The conclusion of the research is made in the last paragraph, Chapter 5, Conclusions and Recommendations, which summarizes some of the key findings, recommends actions to be taken by both H&M and the fashion industry in general, comments the limitation of the study and gives future research opportunities. This model will facilitate sufficient continuity amid theory and practice, and a highly sound sifting of CSR plans and reputational outcomes.



[bookmark: _heading=h.qapx95bqtxjb]CHAPTER 2: LITERATURE REVIEW
[bookmark: _heading=h.jwv19dx2pnq5]2.1 Introduction
The review of the literature has examined the connection between corporate social responsibility (CSR) strategies and the brand image in the UK fashion sector through the H&M case study. It has discussed the impact of CSR initiatives on consumers and their loyalty, trust, and impressions and the issues of matching sustainability activities with the practices of fast fashion. The section has also examined the most important scholarly opinions regarding CSR communication, authenticity, and ethical responsibility, which created a theoretical base of comprehending the influence of the CSR approach by H&M on its overall brand image and reputation.
[bookmark: _heading=h.7y2vp61pkcp4]2.2 Research Areas
[bookmark: _heading=h.xmnmbcklmfl6]2.2.1 The CSR strategy defined the company’s overall brand image in various social media, in the UK, within the fashion industry.
A significant and fully developed CSR policy has definable and clear ethical boundaries, applicable measurable targets, transparency in reporting, alignment of the words and the walk, and a clear and definable position or statement. In the context of the UK fashion industry, an excellent CSR policy has, in addition to responsible and ethical labour, sustainable and environmentally sound practices, and an open supply chain, measurable and verifiable published data, and a third-party verifiable data (Santos et al. 2025). 
As per Srivastava (2024), Instagram, TikTok, or X are some of the platforms that reward brands that express clear sustainability practices, such as fair labour practices, ethical sourcing, and sustainable production. Social media channels offer better visibility for brands demonstrating sustainability due to engagement, particularly from younger audiences, with ethical and transparent posts. Increased engagement, in turn, improves brand trust and reputation. Authentic visibility for fair and ethical labour, sourcing, and sustainable production encourages iterative sharing due to positive sentiment.
By continuously demonstrating CSR successes with the help of posts, behind-the-scenes publications, and collaboration with influencers, the audience will view the company as responsible, honest. This openness fosters scepticism particularly within a sector that is accused of greenwashing. With the growth of trust, the engagement rates increase since more positive comments, shared posts and user-generated content are observed. As time goes by this trust builds brand loyalty where customers choose their brands based on their values. In this way, CSR plays the key role in the creation of a credible digital brand.
On the other hand, Bui and Le (2023) discussed that CSR activities make the brands unique in the sense that the fashion market in the UK is very saturated and as a result, brands distinguish themselves in terms of identity and values thus making their presence prominent in the social media. Brands can be ethical leaders in the fashion ecosystem by encouraging sustainability programmes, e.g. carbon-neutral manufacturing, recyclable packaging, or community welfare initiatives. This distinction is especially crucial among younger consumers in the UK, who prefer brands that show some responsible behaviour towards the environment and society. The social media campaigns that indicate such initiatives create emotional bonds and enhancement of the unique narrative of the brand. CSR-driven messages provide a difference in the feed where only fast fashion takes the centre stage, which is why the voice of the brand is clearer and easier to remember. Such long-term positioning does not only make the brand more memorable, but it also helps attract ethically conscious consumers who are in search of meaningful alternatives.
According to Tafuro and Piccaluga (2024), Storytelling is one of the main engines of high engagement in social media, and CSR provides fashion brands with the potent stories to share, the stories that find strong resonance with UK audiences. Brands make their activities more human by featuring actual individuals, the moral adventures, local initiatives, or the environmental overtures, thereby creating emotional character. It can be videos of craftsmen, descriptions of fair-trade supply chains, or the spotlights on the charity activities of the localities to make the audience feel connected to the intent of the brand. Purpose-driven marketing campaigns also fare better in the digital UK space where values are becoming more important than aesthetics among the consumers. The followers will engage more by writing comments, tags, and sharing as they feel that they belong to a professionally minded mission. This has a domino effect increasing organic reach and strengthening purposeful and socially responsible identity of the brand.
However, from the perspectives of Rew and Cha (2021), Social media increases both positive and negative incidents in the UK fashion industry and this makes CSR essential in creating the perception and resilience in the long term. Strong CSR brands are in a better position to cope with criticism as, in a crisis, whether it has been environmental issues, labour issues or product scandals, their reputation of responsible behaviour acts as a buffer. Once the companies possess a history of being transparent and socially responsible, the audience on websites such as Instagram or TikTok is more willing and ready to listen and understand explanations. Proactive crisis communication is also supported by CSR content, which assists the brands in proving responsible and taking corrective measures. Such a steady moral presence helps to assure the stakeholders and avoid reputational harm to become a bigger issue. In the end, CSR promotes digital resilience, which improves the stability of brands and maintains loyalty in the most difficult circumstances.
The corporate social responsibility (CSR) policy of a fashion company has a great impact on brand-image communication of the same company on social media, which affect the stakeholder perceptions in UK fashion environment. One example is that Bhattacharya (2023) analysed Instagram posts of the major fashion brands, realised that CSR-advertising on social media focuses on environmental topics (such as the concept of greenness), and frames are used to create an environmentally friendly brand image. According to their work, the presence of CSR messaging does not necessarily ensure positive brand image, rather, the form and situation of the message mediate the impact of its presence.
Similarly, in a study, Quiles‐Soleret al. (2023) focus on the social media CSR communication of small- and mid-market fashion brands with the argument that authenticity and consistent alignment of small-scale fashion brand DNA and CSR messages are crucial predictors of the effects of such messages on brand identity. They compare what people have referred to as a common practice of these companies CSR as announcement to a more comprehensive model whereby social media content captures the true values of the brand.
The practice of CSR in fashion businesses communicating on social media CSR initiatives explains how fashion brands communicate on social media to try to meet alignment with society. Due to the UK fashion audience being particularly hyper-sensitive to greenwashing, brands like H&M have to visibly undertake ethical action to justify their social license to operate. Continued communication on sustainability, labour fairness, and actions taken on the environment – sustainability – is an application of Legitimacy model and indicates that the firm conducts itself in a socially acceptable manner. This assists the company to manage reputational risk and build legitimacy and credibility through the alignment of the firm’s actions with the perceived expectations of society.
The second fact is presented by Riendaet al. (2023) who, despite using a banking, not a fashion, context, illustrate that CSR has a positive impact on brand image only when mediated by brand trust; this may imply that in fashion, CSR posts on social media should also make one believe that the brand is trustworthy since only in these cases, the role of CSR on brand image may be significant. 
Lastly, a systematic review of CSR in the fashion industry by Szegediet al. (2023) describes that even though the high CSR values, many brands have not yet established formalised CSR strategies that are entrenched in their brand communications; it can be inferred that the benefits of CSR to brand image can only be realised when these strategies are implemented strategically, even using social media.
[bookmark: _heading=h.mca8086dkr28]2.2.2 The effect of different CSR methodologies of business on customer loyalty and confidence in the UK market.
CSR has emerged as a pivotal ingredient, in terms of customer loyalty and trust in the company, especially in the UK market, where ethical consumption is being given a growing importance. How other CSR methodologies can determine customer behaviour, trust, and brand loyalty has been researched by different scholars.
Irfanet al. (2021) believe that CSR is composed of economic, legal, ethical, and philanthropic responsibilities, which, in combination, create consumer perceptions. According to his model, companies that pursue a holistic approach to CSR are more likely to gain a better customer trust, as they are seen by consumers as a socially responsible company that is open and transparent. Contrary, Osakwe and Yusuf, (2021) state that strategic CSR or CSR in line with business objectives leads to greater customer loyalty because they contribute to the development of shared value, both to society and the business. As per their findings, CSR should be incorporated in the business strategy and not as a peripheral philanthropic activity.
On the same note, Akbariet al. (2021) note that CSR has an influence on customer-company identification results in increased loyalty and advocacy. Their research on the situation in the UK showed that perceived authenticity and emotional connection with the activity of the CSR-behaviours are the significant stimulants of consumer confidence. In the meantime, Shafiqet al. (2023) introduce an alternative perspective, as they state that it is not the sole CSR communication that will result in loyalty, but on the contrary, customer consciousness and belief in the CSR motives are the determining factors. They warn against false or inconsistent messages to CSR that might result in scepticism and a lack of confidence in customers.
An analysis of these two views shows that they converge on the significance of authenticity and integration in the CSR strategy. Although most of the literature on the topic is concerned with structural and strategic frameworks Irfanet al. (2021), Osakwe and Yusuf, (2021), Akbariet al. (2021), and Shafiqet al. (2023) emphasise on psychological and perceptual dimensions are emphasised. All literature available points to the fact that, in the UK market, the best methodology of CSR is the one that is both transparent, authentic, and strategically integrated to increase customer loyalty and confidence.
The CSR methodologies not only create an impact on the customer loyalty, but also have deeper psychological effects like creating trust, perceived corporate integrity, and long-run commitment of a relationship. The interplay between legal, ethical, economic, and philanthropic CSR, developed based on Irfan et al. (2021), indicates that consumers in the UK are paying organisations more attention to the multi-dimensional ethical prism. This boosts the concept that the effectiveness of CSR is dependent on the consistency between the organisational activities and the social expectation. Likewise, the Osakwe and Yusuf (2021) argument that strategic CSR enhances shared value proves that customers tend to remain loyal to those brands to whom the CSR practices are relevant and do not focus on other traditional expressions of philanthropy.
These findings are also reinforced by Carroll’s CSR Pyramid which states that customer loyalty and trust are a consequence of a firm completing the layered expectations of the economic, legal, ethical, and philanthropic dimensions. In the UK, as consumers increasingly view the brands a firm offers through a multi layered ethical lens, the incorporation of all four layers of CSR signals that the firm has a high degree of corporate integrity. When CSR activities of a firm go beyond philanthropic acts to the ethical sourcing, legal compliance, and responsible economic actions, the consumers perceive the firm as genuinely committed.
The calibration of this alignment facilitates long-term relationship building which translates to customer loyalty and further reinforces the bipartite relationship of CSR as strategic, authentic, and integrated. 
Akbari et al. (2021) build upon this argument by highlighting the emotional and identity-based processes in which CSR is functioning. At the point where CSR appeals to the personal values of customers, there is an increase in the level of identification with the brand, with the effects on the advocacy behaviours strengthening. On the other hand, Shafiqet al. (2023) point out that the UK market is becoming more sophisticated in the area of consumers, with autonomy of motives being seen as equally important and sometimes more so than the CSR initiative itself. Their conclusions warn that too much promotional pegging or poorly cohesive CSR messages can undermine trust and arouse sceptical sentiment about the message, especially within a consumer group highly mindful of it. Taken together, these views provide a shared factor that CSR practices which include strategic purpose, emotional appeal, and authentic ethical devotion are the best in maintaining long-term customer loyalty and trust in the UK market.
[bookmark: _heading=h.bkk1dkcvxtnj]2.2.3 Consumer views on the environmental and ethical sustainability practices applied by businesses regarding their business model, fast fashion.
Academic discussion has recently focused on consumer perceptions of environmental and ethical sustainability in the sphere of the fast-fashion industry because of the increased awareness of social responsibility and environmental degradation. Hageman et al. (2024) report that even amid the knowledge of consumers about the negative impacts of fast fashion on the environment, the buying patterns are often shaped by affordability and trend concept. This brings out an ethical issue of contradiction between consumer practice and ethics. Likewise, Islam, (2025) states that in spite of a high percentage of consumers having high moral intentions related to sustainability, the convenience and low-cost aspect of fast fashion tend to crowd out the ethical intentions, and the discrepancy between attitudes and reality is present.
However, in contrasto, Garcia-Ortega et al. (2023) discovered that the younger consumers, especially those active in social media activism, are reportedly becoming more concerned about the transparency and sustainability of the brands. Such a change implies that digital and generational effects are altering how corporate social responsibility is seen in fashion. Similarly, according to Hageman et al. (2024), brand authenticity and apparent sustainability practices, eco-friendly materials or ethical labour practices, etc. boost consumer trust and long-term loyalty by a great margin, and sustainability, therefore, can be a strategic advantage, not a limitation.
Compared to Hageman et al. (2024) and Islam, (2025), other studies Garcia-Ortega et al. (2023), and Park and Kim (2020) depict a less negative trend, and conscious consumption benefits the consumer. These studies assist in identifying that the sustainability practice effectiveness is not solely governed by the company's efforts but also the education of consumers, transparency and engagement with the brand. This literature indicates that the gap between the ethical knowledge in consumers and the action is one of the main challenges facing the fast-fashion industry.
According to this thematic review of the literature, the perceptions of consumer sustainability in the context of fast fashion are determined by the complicated interaction between cognitive dissonance, behavioural economics, and changing digital forces. As Hageman et al. (2024) and Islam (2025) rediscover some contradicting tendencies between ethical awareness and the real purchasing behaviour, the gap in this case can be even further justified through the theoretical perspective of the attitude-behaviour gap. Their results indicate that affordability, trend-based culture and convenience will remain as dominant behavioural stimuli playing over the ethical self-concept of consumers. The particular focus of Islam (2025) is the fact that rationalisations like budget limits or the inability to find sustainable alternatives enable consumers to excuse unsustainable decisions even when they subscribe to moral sustainability.
Responses to consumers widely differ due to Stakeholder Theory. Heterogeneous groups of stakeholders formulate differing expectations about sustainability. Within the fast-fashion paradigm, consumers operate as a significant stakeholder with demands of affordability and ethical responsibility. Brands' strategies are shaped by the preferences of this consumer group. As the younger, social media savvy consumers shift to demanding genuine transparency and environmental action, brands are forced to adapt to evolving expectations. This shift suggests that consumer perceptions are not formed in a vacuum but rather evolved through iterative interactions between brands and stakeholder ecosystems that determine the criteria for sustainability and the means by which it should be achieved. 
Nevertheless, Garcia-Ortega et al. (2023) do not find the universality of this gap and demonstrate the increasing number of consumers (mainly younger age groups and socially active) who view sustainability as a central brand component. As noted by their study, social media activism, peer pressure, and digital responsibility are all elements that contribute to more responsible consumption. The same theme is reflected in Park and Kim (2020) who state that open communication and visible sustainability signs can make people less sceptical and also become more trusting. A combination of these studies (along with Hageman et al. 2024) throws light over the fact that authenticity and traceability, as well as ethical labour disclosure are great catalysts when it comes to long-term loyalty. Thematically, it is proposed in the literature that the development of the fast-fashion industry relies not only on corporate sustainability efforts but also on motive consumers by educating, being transparent, and posing ethical alternatives accessible to them hence bridging the existing attitude-behaviour gap.
[bookmark: _heading=h.2kimxmnisdg1]2.2.4 The challenges and opportunities the company faces in aligning CSR strategies with stakeholder expectations in the UK fashion industry
The H&M has had a myriad of problems and opportunities in harmonizing its CSR strategies with the expectation of the stakeholders in the UK fashion industry. Its tendency to be inconsistent in the way it presents its sustainability concepts to its fast-fashion business model has been one of their main problems. As per Şenyapar (2024), the consumers, NGOs, and regulators among the stakeholders have demanded increased transparency and more practical steps taken on the reduction of environmental damages although the brand has been accused of greenwashing. This has posed challenges in the maintenance of trust between the stakeholders because the long production cycles and high quantities of turnover at H&M have been against the sustainability message. Besides, the brand has been faced with difficulties in maintaining ethical labour practices within its global supply chain where the stakeholders in United Kingdom have been urging the brand to adhere to fair remuneration and safe work environments as well as sourcing that is traceable.
Nevertheless, H&M also gained a lot of opportunity in terms of strategic alignment of the company and enhanced reputation. According to Papaioannou (2024), the company has also adopted the “Conscious Collection” and garment recycling programs, and this has been positively embraced by the environmentally conscious consumers in UK. These initiatives have shown that H&M has tried to entangle circle economy ideals, which are in congruence with the ethical requirements of its stakeholders who believe in sustainable consumption. Further, cooperation with environmental organisations and open CSR reporting has given a chance to enhance credibility and involvement of stakeholders. Research by Nimwalet al. (2023), the digital platforms have also worked to the benefit of H&M because social media has provided the company to directly communicate about CSR progress and customer feedback and created an opportunity to establish trust and community presence.
Nevertheless, the alignment has been made possible through constant innovation and consistency. This brand has been wrestled with the realization of balancing between the commercial growth and sustainability commitments because the stakeholders have demanded deeper changes and not symbolic ones. In the opinion of Parris and Guzmán (2023), these expectations have presented differentiation and long-term brand equity opportunities in a UK market that is becoming more competitive based on values of sustainability. In general, H&M has suffered and gained the attention of stakeholders as it has tried to combine a real CSR approach with its business practices. The firm has realised that its success would be sustained over a long term by open communication, quantifiable influence and authenticity of its CSR programs to the stakeholder values in the dynamic environment of UK fashion industry.
Further within the thematic review of the literature, it is possible to note that the experience of H&M can be seen as a manifestation of the larger conflict in the world of the fast-fashion industry as companies strive to coordinate CSR policies with more intricate stakeholder demands. According to Şenyapar (2024), there is a structural contradiction the need of fast fashion to be fast and huge goes against the principles of sustainability. This topic helps emphasize why greenwashing accusations arise so often: the participants of the UK market are not satisfied with merely transparency but demand system changes on board, such as fewer production cycles, equitable labour practices, and comprehensive traceability of the supply chains. This inability to fulfill these deeper needs strengthens the scepticism of stakeholders that CSR alignment is something that needs the business to change models and does not simply happen with local programs.
The Power and Interest Theory elaborate on why H&M currently must deal with a disparate level of pressure from different stakeholder groups in the UK market. High-power, high-interest groups such as NGOs, regulators, and conscious consumers exert the most control with demands for tangible accountability in the form of sustainability and transparency. On the other hand, low-power high-interest groups, such as the general consumers, also shape the reputation of the brand with their purchasing power and engagement on social media. These varying degrees of power and interest demonstrate why H&M must focus their engagement efforts with groups to secure their trust and avoid reputational damage.
On the contrary, Papaioannou (2024), Nimwalet al. (2023) demonstrate how digital communication and circular-economy activities can positively change the attitudes of stakeholders. Programs such as the “Conscious Collection” and re-use of garments are viable illustrations of development, and when handled appropriately through social media, openings to conversation, responsibility and joint development of CSR standards come into being. This goes to conform to a general theme of stakeholder empowerment in modern CSR literature.
Equally, Parris and Guzmán (2023) indicate that increased expectations of the stakeholders, especially those that focus on veracity and measurable impact, also present a risk but also a strategic differentiation opportunity. Their opinion expresses the view that brands such as H&M can create long-term equity when they practice CSR in fundamental processes instead of using the label of symbolic sustainability. The literature then leads to a common thematic point that meaningful alignment of the UK fashion industry with the needs of its stakeholders requires transparency, systemic change, and sustained interaction along with clear evidence of impact.
[bookmark: _heading=h.v1j25lgglur1]2.2.5 Theoretical Intervention
In the UK fashion industry, the relationship between Corporate Social Responsibility (CSR) strategies and brand reputation is examined through several theoretical frameworks. From the set of theories, the author primarily focuses on Carroll’s CSR Pyramid and Stakeholder Theory, given that they directly articulate the structural dimensions of the CSR and stakeholder interplay impacting the corporate reputation. Furthermore, the author draws on Legitimacy Theory and Power and Interest Theory as secondary frameworks to offer additional contextual insight pertaining to societal expectations, the influence of stakeholders, and the reputational risk concerning the communication and the implementation of CSR.
The CSR Pyramid by Carroll has offered a systematic insight into the corporate social responsibility practices of H&M in four aspects, which are economic, legal, ethical, and philanthropic responsibility aspects. It is an example of how H&M has been able to balance between profitability and ethical and environmental issues, relying on the theory that true CSR performance should be integrated throughout the entire level, not a single instance of charity work. 
In the meantime, the Stakeholder Theory has provided an analytical framework of evaluating the manner in which H&M has been interacting with the various stakeholder groups, including consumers, employees, investors and NGOs in the UK clothing sector. It has pointed out that the success of CSR is conditional as it depends on the need to support the anticipation of the stakeholders as well as sustain transparent, trust-based relations (Aldalaty and Piranej, 2024). The combination of these theories has made it possible to understand the impacts of CSR strategies on the brand reputation or customer loyalty of H&M as well as their image in the eyes of people. All of them have proven that CSR proves best when economic and ethical priorities are in balance with the needs of the stakeholders and expressed honestly. 
Legitimacy Theory states that in order to continue receiving the population approval, organisations should make sure that their activities are consistent with the societal norms, values, and expectations. CSR activities allow companies to show responsible behaviour, decrease the reputational risk, and ensure continued support of the stakeholders, who assess whether the company is behaving in a way acceptable and ethically sound (Adeoye, 2024). This research also is supported by the Legitimacy Theory which explains the impacts of H&M CSR strategies on the perceptions of the people and consequently the brand image within the UK fashion industry. It assists in determining the compliance of CSR efforts towards the expectations of the society concerning the aspect of sustainability, labour ethics, as well as environmental responsibility. The theory explains why CSR reporting is critical to the preservation of trust and credibility particularly in an industry that is accused of fast fashion behaviour. It is also used to inform the assessment of the impact of discrepancies in expectations and actions on legitimacy and reputational consequences.
The Power and Interest Theory divide the stakeholders into those with high influence and involvement in the organisational activity. It assists organisations to priorities the stakeholder management by ensuring that it knows what groups need to be closely engaged, hardly monitored or active communication by directing resources to stakeholders who have the potential to contribute to organisational results greatly (Zhu et al. 2024). The Power and Interest Theory would add by determining which stakeholder groups (e.g., consumers, regulators, suppliers, NGOs, and employees) have the largest control power on H&M CSR reputation in the UK. It assists in the analysis of the ways in which different levels of power and interest influence the CSR expectations and put pressure on the company to be responsible. The framework will help to prioritise the concerns of the stakeholders, comprehend the reputational risks, and assess to know whether H&M has been able to engage powerful, high-interest groups effectively. This increases the effectiveness of the study to determine the degree to which the CSR strategies of particular interest reinforced, or undermined, the brand reputation.
[bookmark: _heading=h.n4m3jey9jqnb]2.2.6 Research gap
The current literature has shed light on the correlation between the CSR strategies and the brand reputation but there are a number of research gaps existing. Investigations in the past have largely been on the fashion industry across the world or CSR issues like environmental sustainability or labour ethics with little reference to the context of the UK fashion industry (Abbateet al. 2023). Additionally, the empirical studies of the specific impact of CSR initiatives on the brand reputation via social media communications (which is one of the core elements of the modern consumer perceptions) were deficient. The other important gap is that little has been examined on how the expectations of stakeholders are weighed with the commercial realities of fast fashion particularly regarding the commercial operations of the large-scale retailers like H&M. There is also a failure to connect the two concepts (CSR authenticity and consumer trust) to the long-term customer loyalty and brand advocacy (Safeer and Liu, 2023). Hence, the present research has endeavoured to address these gaps by concentrating on the efforts of H&M as a fashion company in the UK CSR policies, and analysing the real effects on brand image, trust among stakeholders and perception of consumers.
[bookmark: _heading=h.6a7d71sg6da4]2.3 Conceptual Framework
[image: ]
[bookmark: _heading=h.2kg4bboal1dz]Figure 2: Conceptual Framework
(Source: Created by Author)
The theory behind this study has been constructed to show the interconnection between CSR strategies, the stakeholder expectations, and brand reputation and consumer views. It has suggested that H&M CSR activities including environmental, ethical and social aspects impact directly on stakeholder trust and indirectly improve brand image by using social media (Karhu, 2024). Other concepts incorporated in the framework include the concepts of the CSR Pyramid and Stakeholder Theory of Carroll that explain how authentic, transparent, and CSR practices that are strategically aligned help enhance consumer loyalty, brand strength, and competitiveness in the long term in the UK fashion industry.
[bookmark: _heading=h.3g3k0ck2vp61]2.4 Conclusion
This literature review has proved that the strategies employed by H&M as its CSR activities have played a major role in its brand identity, consumer confidence and stakeholder involvement in UK fashion marketing. It has pointed out that CSR effectiveness requires authenticity, transparency, and strategic integration especially in the fast-fashion environment. Another point to note in the review is that the CSR communication through social media is crucial in influencing the mass perception. In general, the literature suggests that properly oriented CSR programs improve brand equity and the relationship with stakeholder in the long run.
[bookmark: _heading=h.6zophb1prmfm]

[bookmark: _heading=h.hy07dckwc764]CHAPTER 3: RESEARCH METHODOLOGY
[bookmark: _heading=h.22t4cfr32rvo]3.1 Introduction
The research methodology chapter has introduced the general outline that has informed the study in analysing the impact of corporate social responsibility (CSR) practices on the brand reputation of H&M in the UK fashion industry. It has described the systematic way by which dependable, valid as well as ethical results have been produced. This chapter has discussed this detail on how the research has been planned, conducted, and analysed to ensure logical linkage between the objectives of the research and findings. The section has explained the philosophical position, research design, data gathering, and methodology analysis, and this has helped to explain how the methodological choices have justified the depth and credibility of the investigation. The significance of choosing the most suitable methodology to study such complex social and behavioural phenomena as the perceptions of the stakeholders, consumer trust, and ethical branding has been stressed. The need to be ethically responsible and have transparency in methodology to guarantee authenticity of the interpretations and conclusions has also been brought to the limelight of the chapter. In general, this section has been pivotal in ensuring the study is carried out in a systematic manner, with good fit between the theoretical outlook and the actual research procedures, contributing towards the reliability and relevance of the results concerning CSR and brand reputation in the UK fashion industry.
[bookmark: _heading=h.kg3r0orowu6]3.2 Research Philosophies and Assumptions
Research philosophy has produced the guiding approach on which the knowledge has been built and perceived in this study. The three dominant research philosophies namely positivism, interpretivism and realism have been considered to get the most suitable approach that can be taken. Positivism has been based on objective observation and measurable data, which is more appropriate in a study where the outcome that needs to be established is a measurable cause-effect association. Realism has been a synthesis of scientific and subjective interpretations, according to which reality exists, yet can be perceived through human perception. Instead, interpretivism has stressed the usage of individual phenomena, meanings and interactions by focusing on the social phenomena as opposed to using numerical data to understand social phenomena (Acharya, 2025).
In this research, the interpretivism approach has been embraced, given that it has best fitted the study in the context of understanding the perception of stakeholders and consumers regarding the H&M CSR strategies and their influence on brand reputation. This research has been to interpret the subjective attitudes, opinions, and experiences instead of testing a predetermined hypothesis and this is quite correlated with principles of interpretivists. It has realised that viewpoints on CSR, trust and ethical responsibility are social and context-based phenomena which especially in the UK fashion industry are context based. This philosophy has been vindicated since it has enabled the researcher to form more in-depth conclusions about the meanings people associate with CSR communication and brand behaviour (Kananen, 2024). Therefore, the interpretive paradigm has given the right guideline to elucidate the intricate forms of social interaction that have an impetus on brand perception and expectations on stakeholders.
This study proved an excellent user of the interpretivist approach because it provided a chance to explore the stakeholder and consumer perception of the H&M CSR practices in depth. Rather than employing objective measurements, interpretivism concentrates on grasping subjective meanings, personal experiences, and realities formed and shaped socially. This approach is appropriate here because the study is focused on how stakeholders and customers uniquely interpret and affectively respond to the CSR practices of H&M, which cannot be adequately understood through objective or qualitative means. The approach gave high-quality context-specific information that never would have been available to purely qualitative methods as it allowed the participants to give their own meanings, concerns, and expectations. This favoured a subtle notion of the extent to which CSR communication breeds brand trust and credibility in the UK fashion industry. Nevertheless, the interpretivist approach is limited too, because the results might not be generalised because of the subjective nature of responses and smaller sample sizes that are characteristic of the qualitative inquiry (Hennink and Kaiser, 2022). It could be biased by the researcher, and the results could not be tested statistically to analyse the trends that are broad in the population. Also, one may not be able to transfer the context-specific insights to other brands, industries, or cultural settings, and should take this into account during the application of the conclusions in other contexts.
[bookmark: _heading=h.j7arxjmlxsto]3.3 Research Design
Research design has laid down the general formation and mode under which the study was performed. Different research designs such as exploratory, descriptive and explanatory have been reviewed and then, the most suitable one selected. A descriptive design has tried to provide a real picture of variables or phenomena as given with quantitative data frequently being used to describe associations (Duckett, 2021). An explanatory design has been concerned with both finding cause-effect relationships between variables where hypothesis-driven research aims at finding correlations. On the contrary, an exploratory design has been applied to explore areas with less or partial knowledge, and it provides flexibility in learning about a complex problem by means of a qualitative perspective.
An exploratory research design is being employed because it is most appropriate for analysing the existing literature on the relationships between the CSR strategies implemented and the resulting brand equity, stakeholder perceptions, and reputation within the UK fashion industry. Given that the socially constructed interpretations, variables of this topic are behaviourally nuanced, and the measurable, the secondary exploratory research design permits the researcher to integrate varied scholarly works and to identify patterns that are unlikely to come to light through more formalized or quantitative frameworks (Haile, 2023). This particular design also lends itself to the more informal style of research which crosses numerous documents, allowing the researcher to find and analyse some of the more subtle patterns of research on the authenticity of CSR, ethical behaviour, and the changing expectations of stakeholders, patterns that more formal styles of research might miss. Thus, the qualitative, perception-based study has been best suited by the exploratory approach.
The exploratory design was suitable in this research because it enabled the researcher to take a closer look at the changing sentiments and views regarding H&M CSR practices without having to be glued by established hypotheses. Its open-ended form permitted me to discover some subtle themes like trust, authenticity, and ethical expectations, which in most of the cases are concealed in multi-layered social settings (Rillaet al. 2025). This versatility enhanced the knowledge of the stakeholder experiences within the UK fashion industry as well as offered substantial basis in uncovering new problems that could be neglected by designs of a more rigid nature. It can also be difficult to construct definite causal relations because the variables are not structured (Ivanov and Webster, 2021). The open-ended aspect of the design also has potential to bias the researcher when interpreting the data representatively, and the context-based insights may be restricted to application in other industries or geographic locations.
Furthermore, beyond stakeholder mapping, the exploratory research design prioritized the extent of organisations’ participatory engagements with them. The fashion industry of the UK thrives on participatory engagements which entail dynamic communication with the consumers, transparent CSR, ethical collaboration of NGOs for audits, CMA as a regulatory partner, and a responsible prime supplier. The design here focused on how H&M integrates the criticism of its disclosure and CSR engagements to enhance its stakeholders. This framework elevates the explanation from stakeholder mapping to the engagement levers of relations and reputation. Thus, brand sustainability has been long term.
[bookmark: _heading=h.yek1142y0fm]3.4 Research Approaches
In this research, research approach has established the ways in which theory and data have been related. The secondary research methods have been taken into consideration including deductive, inductive and abductive method before selecting the most appropriate one. These deductive approaches have started with the existing theories or hypotheses and tested them by use of data collection to either confirm or rule out the existing assumptions (Fife and Gossner, 2024). It has been greatly used in quantitative studies where the variables are well defined. The deductive and inductive methods have been integrated in the abductive one whereby logical reasoning is made in the form of inductees to come up with the most probable qualitative explanations of the observed phenomena. On the other hand, the inductive approach has taken generalisation of observations beyond inference to observations and enables new theoretical perspectives to come about because of the observations themselves.
The inductive research has been selected in this study due to its compatibility to the interpretivist philosophy and exploratory design. The research has not sought to test existing theories but to draw meaning out of the experience and perception of the participants based on the CSR strategies applied by H&M. Induction has enabled the theme and patterns to evolve with the qualitative data on a natural basis providing an in-depth insight into the role of CSR practices in building the brand reputation and trust the stakeholders (Aldalatyand Piranej, 2024). This strategy has been rationalized because it has promoted a pervious, open-ended question such that the researcher can formulate the theory based on the real-life movement of the UK fashion industry.
This study was also highly successful through the inductive approach due to its ability to enable themes to naturally arise out of the narratives of the participants regarding the CSR practices of H&M. The approach encouraged discovery of genuine patterns as opposed to forcing pre-determined theoretical frameworks in terms of trust, ethical behaviour, transparency, and brand reputation. This leeway enhanced the analysis by incorporating the minor changes in the expectation of the stakeholders in the UK fashion industry, and in the process, the formulation of theory that is based on actual perceptions. Nonetheless, the inductive method only has shortcomings, without hypotheses that are specifically set, findings can be context-specific and not easily extrapolated outside the sample. There is also a major role of researcher interpretation and that increases the chances of subjective bias (Bunkaret al. 2024). Besides, inductive studies may use a lot of time to code and analyse qualitative data and since the themes are subject to change, the analysis may not become as organised. This can hamper the conclusions and therefore may lack predictive potential and definite causality.
[bookmark: _heading=h.mlg9abgt5i6l]3.5 Data Collection Methods
The research objectives have established the relevancy of information collected because the methods of information collection have been used. The major methods are the primary data collection and the secondary data collection. Secondary data has utilized data that has already been gathered and published e.g. academic journals, company reports, CSR publications and credible online informatics (Paul and Parra, 2021). It has enabled the researcher to interpret existing evidence and discover patterns in various contexts.
The secondary Quantitative data collection has been selected as the most suitable in this research. This decision is suitable since the comprehensive and reputable information regarding CSR practices, sustainability efforts, and the reactions of the stakeholders by H&M were already accessible in scholarly and industry journals. As a result of the secondary data, conducting a thorough analysis of the knowledge that is available to them has become possible to conduct the in-depth analysis of the CSR influences in the brand reputation without being confined by the primary fieldwork (Phan and Ninh, 2024). It has also allowed the triangulation of a number of academic and corporate sources that provide certainty that the information obtained is correct and trustworthy. Therefore, the secondary data collection method has been used in facilitating the interpretivist and exploratory nature of the study.
The methodological consistency of the study has also been made stronger through the selection of the secondary data collection as it allowed the researcher to fit information related to an extensive range of reliable and diverse sources. This type of data collection enabled reaching the longitudinal effects of the CSR operations by the H&M company and observing the development of the company and company-CSR operations in the UK fashion market, in terms of sustainability disclosures and public responses. The researcher could compare several channels instead of operating on one channel of information using industry reports, CSR audit documents, stakeholder statements, ethical rating sites and sustainability indices. This enhanced the interpretations as the cross-referencing of the various sources eliminated the possibility of one-sided analysis. The secondary data also enabled the study to utilize the expert commentary, consumer perception studies and regulatory publications and this helped the study to enlighten on the contextual understanding of the impact of CSR on the brand reputation (Parrayet al. 2024). Moreover, this approach removed the logistical issues surrounding secondary data collection that was especially crucial because of the difficulty of accessing H&M stakeholders and the fashion consumers in the UK directly. The research was assisted by the data that had already been subjected to the organisational or academic scrutiny by relying on the systematically published materials. Consequently, the secondary approach suppressed the interpretivist position on by giving a rich qualitative challenge by existing narratives, reports and discussion pertinent to CSR perceptions in the fashion industry.
[bookmark: _heading=h.yg8nrb7udoml]3.6 Data Analysis Methods
The data analysis methods have been paramount in the process of the interpretation of the information received and transformation of the information into interpretation. The most important approaches are the quantitative, the qualitative and the mixed-method analysis. Quantitative research applies numerical data, which are examined with the help of statistical tools to find the relevance between variables and objective measures of variables (Fadele and Rocha, 2025). It has been effective in tests of hypothesis but not in research of subjective senses. The mixed method analysis has been adopted to combine the numerical data with the narrative data giving a balanced understanding of the quantifiable patterns and the knowledge of the context understanding. On the other hand, the qualitative analysis has been addressed as interpretation of non-numeric data, such as words, opinion and textual information to derive some pre-underlying patterns, attitudes, and meanings.
The thematic data analysis has been selected in this research as the most suitable. Since the study has analysed the impacts of the H&M CSR strategies on brand image and stakeholder perceptions in the UK fashion industry, the qualitative investigation has provided the flexibility to investigate the perceptions, the substance of the media coverage and the CSR reports. The thematic analysis method has been used to identify similar themes and understandings in the sources of the secondary data (Lochmiller, 2021). This method has been explained by the reality that it is consistent with the interpretivist philosophy as well as the exploratory design, which helps the researcher arrive at contextual and meaning-oriented interpretations, as opposed to the statistical conclusion. Thus, the qualitative analysis has been capable of contributing to the improved understanding of the role of CSR in building brand image.
Utilising both interpretivist and quantitative methods this research was utilised mixed-methods for secondary synthesis. The thematic analysis utilized in the present study has also made it possible to approach the varied secondary materials collected in a structured and yet flexible manner. The grouping of the data into themes e.g. transparency, ethical reputation, sustainability communication and stakeholder trust enabled the researcher to determine that the meanings were recurrent, and how the CSR practices influenced the perceptions of the brand image of H&M in the UK market. The thematic approach guaranteed the capturing and analysis of minor trends based on textual sources like tone, emphasis, critiques and the expectations of the stakeholders in detail (Kumar and Srivastava, 2022). This approach also enabled the researcher to establish links between CSR strategies and the consequences of brand reputation especially in situations when the tensions or strengths were pointed to by the social sentiment, press commentaries, or organisational disclosures. Since thematic analysis process was done through repeated reading, coding, categorising and interpretation, it helped to engage further with the data and helped in coming up with underlying assumptions that were held by secondary materials. Also, the method enabled alignment with the exploratory design as it did not limit the analysis to fixed categories, but themes emerged naturally out of the text. This method of analysis added richness to the findings. The qualitative analysis, though not intended to be statistically generalisable, provided a detailed description of the way that CSR influencing factors are framed and made sense of, which made sense as far as the philosophical underpinning of the study was concerned.
[bookmark: _heading=h.kf6q72oqj40n]3.7 Inclusion and Exclusion Criteria
	Inclusion Criteria
	Exclusion Criteria

	This study has included the journal articles that have been published within last 5 years. 
	This study has excluded the journal articles that have been published before the last 5 years.

	This research has involved the secondary sources that are relevant to the sustainability and greenwashing in H&M. 
	This research has restricted the secondary sources that are relevant to the sustainability and greenwashing in H&M.

	This also incorporated the studies which have free and ethical sources. 
	This avoided the studies which have restricted and unethical sources. 


Table 1: Inclusion and Exclusion Area
(Source: Created by Author)
[bookmark: _heading=h.v9f11ucs4j0]3.8 PRISMA Framework
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Figure 3: PRISMA Framework
(Source: Created by Author)
[bookmark: _heading=h.ae6uh9u609bs]3.9 Boolean Search
Searching through the Boolean operators often help the research in developing the interconnected information related to the research topic. This research implemented Boolean searching techniques to recognize salient and quality secondary sources that best fit the aim of the research. To achieve the best focus and capture warranted results, the authors used Boolean operators such as AND, OR, and NOT. Some primary search phrases were, “Corporate Social Responsibility AND H&M”; “CSR AND brand reputation AND UK fashion industry”; “greenwashing AND fast fashion”; and “sustainability AND consumer trust”. To capture the term “ethical fashion” along with “sustainable fashion”, the authors used the Boolean operator “OR” and to define the scope of the research and focus on fashion relevant studies, the authors utilized the operator NOT to eliminate other irrelevant industries that do not include fashion. Searches were conducted over various scholarly databases such as Google Scholar, Emerald Insight, and ScienceDirect, along with other credible industry and regulatory sources. This approach to Boolean searching has ensured that research hypotheses were valid and reliable by only including literature that was credible, recent, and relevant to the context of the research.
[bookmark: _heading=h.rsm0xsg7wxzf]3.10 Ethical Considerations
There are positive ethical implications that have been received within the situation associated with the integrity, credibility and transparency of this research. The work has adhered to the existing rules of ethical behaviour, the one of the British Educational Research Association (BERA, 2018) and the Data Protection Act (2018), which refers to the provisions of the General Data Protection Regulation (GDPR) (Brown, 2022). Under these frameworks, underlines on the importance of respect, confidentiality, honesty and informed consent in academic research has been realized. Although the study has involved the use of secondary data, ethical care has been one of the major considerations to keep the academic integrity intact and protect intellectual property. All sources of secondary materials have also been referenced properly in case plagiarism is prevented, such as in academic journals, reports, and online sources. The researcher has made sure to ensure that the information obtained has been obtained and has been provided in credible public sources without infringing on the privacy of the data or violating copyright laws. In addition to this, it has been objective in the treatment of the data without misrepresenting or biasing it. Ethical responsibility has also entailed transparency in the interpretation of data thus ensuring that findings have been based on evidence and not personal assumptions (Mutai, 2024). These ethical regulations have enabled the study to maintain accountability and respect of original authors and stakeholders as well as ensuring that the research process has been undertaken in a responsible manner and in line with recognised ethical and legal concerns.
Besides these fundamental ethical obligations, other broader ethical issues have also been noticed in these studies that inform responsible scholarship, especially studies that create CSR, branding and perception of the stakeholder. Although the research was purely based on the secondary data, the researcher has not been blind to the ethical issues involved in interpreting, representing and contextualising evidence published in the past. Avoidance of misinterpretation or selective reporting of data has been one of the key ethical requirements. In this regard, the study has adopted the use of triangulation as much as it is feasible by referring to a number of credible scholarly and industry sources. This will help to minimize the chances of bias and make the conclusions to be founded on the unbiased standpoints instead of solitary or exaggerated assertions.
Moreover, the study has followed proper academic honesty guidelines by making sure that all the materials including theoretical models, CSR assessment, and stakeholder feedback have been cited according to accepted citation guidelines. This guarantees the intellectual transparency and gives credit to the original authors. The ethical referencing also eliminates problems of plagiarism and maintains the integrity that is required in research in academics. The other ethical dimension is the responsible management of sensitive issues like the case of corporate misconduct or sustainability scandals or stakeholder distrust. In the process of examining CSR criticisms or brand reputation issues of H&M, the researcher made sure that he/she was able to discuss factual and objective information that was based on published evidence and not personal interpretation or speculation. This will avoid adverse publicity that may come about due to unsubstantiated assertions and will make sure that the research remains within the ethical provisions of fairness and accuracy.
Also, the research did not violate the institutional and disciplinary expectations as no confidential or restricted documents were utilized. All the materials analysed were of legal publication and accessible publicly. The paper also noted the sensitivity of culture when interpreting the stakeholder expectations in the UK fashion industry. This had the advantage of preventing the misinterpretations of the data that could be based on the sociocultural influences on the perceptions of CSR.
[bookmark: _heading=h.63pkq0y57ude]3.11 Conclusion
The research design has vividly provided an organized as well as justified framework of the core investigation of the connection between the CEO strategies regarding CSR of H&M and sole brand image in the wide fashion market of the UK. The study has been identified to be guided by the interpretivist philosophy, exploratory design and inductive approach in highlighting the aspiration of the study as an understanding of the complex social perceptions of people as opposed to quantifying results. The use of secondary data collection has given the researcher the chance of using trustworthy and varied sources which allows the researcher to have a thorough evaluation of the CSR practices and stakeholder reactions. Additionally, the qualitative method of data analysis, especially the thematic analysis, has enabled the making of repeated patterns and understanding the authenticity, transparency and effects of the H&M CSR strategies. The integrity, accuracy, and fairness of the research have been upheld by ethical norms, such as the compliance with the Data Protection Act and GDPR. Overall, this methodology has been consistent with the objective of the study to assess the stakeholder perceptions and CSR effectiveness. It has made sure that findings are contextual, theoretically and morally sound. Therefore, the methodological framework has managed to contribute to an in-depth investigation of the way CSR initiatives have impacted a brand image and gained consumer trust in the evolving environment of the UK fashion industry.


[bookmark: _heading=h.oijp24w1wyvr]Chapter 4: DATA ANALYSIS
[bookmark: _heading=h.66m12somgf87]4.1 Introduction
Chapter 4 presents thematic analysis of the CSR strategies around H&M to evaluate how brand reputation is influenced by the stakeholders’ perception of the company and sustainability communication and practices. It describes the trends that are developed due to secondary data and emphasizes the multifunctional character of the links between CSR activities and consumer trust in the UK fashion market.
[bookmark: _heading=h.w304ohhvtpu8]4.2 Findings 
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[bookmark: _heading=h.1lk5t28xqsdx]4.3 Thematic Analysis 
The corporate social responsibility (CSR) approach of H&M can be described as an intentional narrative engine that aims to balance the change in operations with the social media storytelling; the resultant interaction between the presented sustainability goals, the visible campaign, and the dialogue with the users is the central part of the image of the brand in the UK fashion market. Zaborek and Nowakowska (2024) state that CSR messages play a significant role in influencing consumer behaviour in fast fashion, and Wang et al. (2021) reveal that CSR perceptions significantly help build the image and credibility, which is what H&M does to form its brand positioning. Galvez-Sanchez et al. (2024) argue that CSR-motivated communication enhances brand equity, which is the same reflection of how H&M reinforces brand image via the application of digital messaging. H&M itself reports on things that are measurable (such as the increased use of sustainable materials, circularity, supplier engagement, etc.) and the claims that are quantifiable; these quantifiable statements are the raw material that the company processes using Instagram, TikTok, Twitter and Facebook to make brand identity appear as responsible and progressive (H&M Group, 2025). 
This permeates the ethical and the legal level of the Carroll CSR Pyramid, where the emphasis is on responsible business conduct as not just profit making. H&M’s business model of ethical CSR, including the operationalisation of emissions reduction and circular-economy practices, reflects efforts at sustaining responsible business model innovation. Stakeholder responses have shown, however, such practices may reinforce reputational perceptions, but the gaps in communication may dilute some of the credibility in such practices.
The CSR messages used by H&M on social channels operate in two mutually supportive streams: aspirational narratives (campaigns focused on circular collections, second-hand activities, and partnerships), and factual disclosure (published targets, progress reports, and supply-chain disclosures). As Dangaisoet al. (2024) outline, CSR positively influences brand attitude and credibility, which contributes to the usage of aspirational storytelling by H&M. According to Tuong and Thanh (2025), CSR communication makes positive customers behavioural, which is the anticipated impact of the H&M communication. The aspirational thread is a driver of emotional interest, post ability, influencer partnerships and short-form video, which creates brand salience with younger audiences in the UK; the transparency thread can provide the evidentiary support that helps to overcome scepticism when expressed effectively (Agbetoba, 2025). Collectively, these tracks strive to change brand sentiments of fast fashion to an evolving retailer in a sustainable manner. 
Applying Stakeholder Expectation Theory, consumers and regulatory bodies in the UK operationalise substantive transparency on H&M’s sustainability claims. When H&M’s CSR practices outweighed other operational sustainability expectations, brand perception was favourable. When expectations were met, brand perception drifted, and scepticism was operationalised; the gaps resulted in a breach of trust.
Seeming discrepancies between promise and practice soon emerge, as detected by independent commentators, investigative reporting and user-generated criticism; greenwashing or slow movement can go viral and resolve trust among the people. According to Policarpo et al. (2023), social cynicism increases distrust in the instances of greenwashing cues manifestation, and it can be traced in the case of H&M. In such a way, social media turns into a reputational arena where H&M CSR measures and campaigns are redefined, challenged and either confirmed or refuted by the audiences in the UK (H&M, 2025).  Zhao et al. (2021) also point out that the aspects of CSR, reputation and trust are closely linked, which confirms the threat of adverse emotions. This relationship increases the significance of regular, fact-based communication and verification by third parties to continue a positive brand image. 
Theoretically, the theme suggests two scales to be measured like content generation and amplification, frequency, tone and reach of CSR posts in UK-targeted channels as well as reception metrics, and sentiment, frequency of engagement patterns and influence of critique versus support. Both brand image and brand equity are very important in the view of Araujo et al. (2023) because they are directly influenced by CSR. According to Mickelsson et al. (2023), the mismatched expectations that are common with CSR storytelling are also appropriate in the case here. Thematically analysed (narrative framing, recurrence of metaphor, roles of the influencers) and qualitative secondary analysis (social analytics, sentiment scores, engagement rates) will identify the disturbance of the translation of CSR message into the brand image signals among the users of the social media in the UK. It is the interaction between corporate disclosure and mediated storytelling and unmediated public response that will make H&M gain a reputational asset or a liability in the UK market.
[bookmark: _heading=h.ef3mf2jlfq1t]The CSR strategies at H&M are not only driven by ethical actions but also as a strategic trust-building tool that impacts directly on customer loyalty and trust towards the UK. As argued by Srivastava (2024), CSR contributes greatly when it comes to the forming of reputation and loyalty, substantiating this connection. As Vuong and Bui (2023) explain, CSR signals contribute to the development of brand credibility that Vuong and Bui (2023) state is a part of the aim of H&M to create trust. Within the context of this theme, CSR is theorised as a multifaceted indicator, environmental responsibility, social welfare, transparency, and circularity, which H&M employs to reinforce its customer base, build brand image, and promote customer repurchase behaviour (H&M, 2025). The point is that various CSR approaches like sustainable-material sourcing, recycling programs, ethical labour, and open sustainability reporting are not merely the way to pursue the moral goals; they help to build the consumer trust leading to the loyalty.
The perspective of Carroll’s CSR Pyramid and Stakeholder Expectation Theory show the CSR strategies H&M develops in the UK Fashion Industry, primarily with a focus on CSR, are designed to build a reputation.
In its latest sites, H&M is already clear about the fact that an increased level of transparency concerning sustainability will enhance customer loyalty. This is according to the argument put forward by Ramachandran et al. (2024), who believe that consumer behaviour is severely influenced by CSR, which is therefore relevant to transparency. Through its ambitious proclaimed goals, such as achieving its circular business models, resell services, and supply-chain disclosures, H&M is sending a message to UK consumers that this company is concerned with the long-term environmental and social impacts, and not its profit margins in the short term. 
The academic studies substantiate this idea saying that CSR activities can play a crucial role in developing customer loyalty through trust and satisfaction. Honores and Barcellos-Paula (2024) claim that the CSR has a considerable influence on brand equity, brand loyalty, particularly in younger adults. Meta-analytic and industry-specific research studies have established that perceived CSR has a positive effect on trust, and trust, in turn, has a positive effect on stronger loyalty. To be more specific, when it comes to the topic of fashion, empirical research indicates that environmental CSR programs have an impact on brand loyalty, particularly with regard to more sustainability-focused younger consumers. This mechanism is supported by the fact that CSR increases engagement and purchase intention in fashion retail (Cuesta-Valino et al., 2024).
Nevertheless, there is no friction-free in trust-building. The recent empirical survey of H&M customers has reported that even though 45.4 per cent of surveyed customers agreed that H&M was purportedly environmentally responsible, merely 11.1 per cent of these customers believed that its statements were sound; 50.8 per cent of the participants proactively denied that H&M had  any truly environmentally friendly policies (Della et al. 2025). More importantly, that research also revealed that there was a strong negative relationship between perceived greenwashing and trust (r = -0.537). When the perception of greenwashing increases, consumer trust declines, Shu et al. (2024) also claim that patronage is only enhanced by CSR when there is a high level of credibility which supports this observation.
However, the same report revealed a contradiction, despite being sceptics, 79.7% indicated that they would be willing to shop in H&M again, and 84.3% even said that their loyalty was more caused by low prices than by CSR (Kaner, 2021). This implies that as much as CSR practices play a big role in the confidence and loyalty, other aspects are also potent determinants of repeat purchase, especially the affordability. According to Amoako et al. (2024), CSR enhances performance without emphasizing the core value drivers, and the same can be seen through price. Differently put, CSR develops trust, whereas cost is still a prevailing influence among UK consumers.
This interaction brings out a critical point: the CSR of H&M is not the only avenue to loyalty, but a complementary one. Their CSR practices should be believable, stable and transparent to build trust, but they are in a fast-fashion environment where value-for-money is a point of concern. Essentially, fast fashion is characterized by consumer price sensitivity and CSR in coexistence (Ekasari and Fajaray, 2024). In this sense, H&M should keep refining its CSR messages and actual sustainability conduct, to ensure that its assurances are reflected in visible practices, so that its customers can become long-term supporters.
[bookmark: _heading=h.5f5uvm6p7lal]The theme under discussion deals with consumer interpretation, evaluation, and emotional reactions of consumers to the environmental and ethical sustainability practices of H&M, within the context of their fast-fashion business model. H&M has integrated some of the sustainability-focused branding strategies which condition such perceptions (Sawant, 2023). Fast fashion is also perceived to be guilty of overproduction, waste, and labour, so the company needs to consider its sustainability declarations through a social prism that is increasingly conscious of these tensions within the industry. Therefore, the perception of the sustainability performance of H&M swings both in acceptance of the made efforts and in the lack of belief that such responsible actions are possible in a fast-fashion model. This judgement is reinforced by the fact that consumers in fast fashion demand an increase in ethical considerations (Baena, 2024).
According to a recent consumer survey, shoppers in the UK have increased awareness in regard to environmental and ethical effects of wearing fashion. According to surveys of UK consumers in 2023-2024, it was revealed that about 68 per cent of consumers have an active concern with the sustainability aspects of clothing they buy, and 54 percent of consumers took care of the issue of the environmental impact of fast-fashion brands (Fibre2fashion, 2024). Li et al. (2024) also prove this opinion by confirming the possibility that consumer preferences to clothes are influenced by perceived sustainability. In this cohort, the beliefs about H&M are rather likely to be informed about the information on what it does, i.e., using recycled materials, its garment-collection programme, and the list of suppliers, as well as ambivalent about the level and effectiveness of being an environmentally friendly company.
Empirical evidence revealed that consumers are split in their evaluation of H&M's reputation on the sustainability issue. In recent research, it was found that approximately 45 per cent of the respondents held the view that H&M is striving to reduce its environmental footprint, but only about 12 per cent strongly believed in the sustainability tactics (DiVito et al. 2023). According to Frambo et al. (2022), people tend to have incorrect information about CSR practices, and it can be further added that this is one of the reasons why people have a mixed perception about this issue. Nearly half of the respondents, 52 per cent, felt that the practices of H&M are not doing enough to counter the environmental pressures that accompany mass-production cycles. This strain highlights one of the usual assumptions, consumers observe the efforts but wonder in the possibility of structural changes in a model of frequent trends and high turnover of inventory.
The same applies to the ethical sustainability perceptions. About 40 per cent of the surveyed consumers felt that H&M had come out to enhance labour standards in its supply chain. Nevertheless, more than half of them expressed a worry regarding the continued problem with worker compensation, factory working, and production rates. Media presence and NGO reports exacerbate these issues, potentially bringing an emphasis on discrepancies or inefficiencies in industry-wide change, which helps form opinion of the brand in society. This fact argues as much for the scepticism expressed here because, as Ekasari and Fajaray (2024) argue, most fast fashion brands are susceptible to this ethical dilemma.
Interestingly, though consumer behaviour is not necessarily in line with critical attitudes, there is still scepticism about it. It has been found that almost 72 per cent of consumers who question the reliability of H&M's sustainable operations continue to shop with the brand because of low prices, convenience, and range of choices (Lay, 2024). Li et al. (2024) also endorse this behavioural paradox by mentioning that the preferences of sustainability frequently clash with the questions of affordability. That is where a behavioural paradox appears that makes consumers appreciate sustainability and express disbelief in fast-fashion ethics, but stay interested in price, convenience and the availability of trends.
All in all, it is possible to say that this theme describes the multiple and, at times, conflicting nature of consumer perception of H&M in relation to its sustainability practices. With environmental and ethical courses impacting positively on perceptions, the fast-fashion environment, however, remains a challenging situation with appreciation and scepticism existing side by side.
[bookmark: _heading=h.ejimhi66urn9]One of the pertinent themes that take shape of the objective is Stakeholder aligned CSR coherence within the tensions of H&M fast fashion and strategic opportunities within the UK market. This theme represents the way H&M must strike the balance between the sustainability ambition and the stakeholder expectation, at the same time staying within the structure contradictions within the fast fashion framework. Parung (2019) elaborates that consumer purchase behaviour is closely linked to CSR in UK high-street retail, which reveals why the CSR activities of H&M should align with needs of stakeholders. Jiang (2022) demonstrates that CSR determination to consumers’ drives competitiveness, thus successful fit is imperative to H&M.
According to Corbin (2024), the issue with the image of greenwashing undermines the involvement and commitment of Generation Z, and H&M should not create inflated claims about sustainability. According to Javed et al. (2020), the sustainability claims affect the perception of green and behavioural intention, and credibility in creating consumer responses is significant. According to Gunawan and Bernarto (2021), CSR enhances trust and consumer perceived effectiveness, which are important to the purchase intention and stakeholder satisfaction. Akther (2025) mentions that despite the implementation of sustainability strategies by H&M, stakeholders still persist in questioning the depth of the sustainability strategies, which shows the problem in proving authenticity.
According to Setiawan and Sukresna (2023), the brand loyalty embraces trust and satisfaction, which implies that CSR misalignment, may be detrimental to the long-term devotion. Miettinen (2024) demonstrates that reporting on CSR involves more accountability, which proves the challenges of the case of H&M to report in their supply chains and be transparent. According to Mickelsson et al. (2023), the measures of mismatched CSR agendas in fast fashion mirror the overall tensions that form the system and make it complicated to meet the needs of all the stakeholders. Neumann et al. (2021) point out that the purchase intention is dictated by a sense of trust in sustainability activities, which underscores the significance of believable CSR.
Hageman et al. (2024) stress that sustainable business plans can have an impact on awareness and behaviour, which creates an opportunity to H&M in case the alignment is enhanced. Fan and Chang (2023) demonstrate that the issue of socially responsible design is relevant to consumers, and innovation would facilitate the compathy of a company’s CSR. According to Wren (2022), using a sustainable supply chain is becoming more and more of the expectation, thus putting pressure on H&M to show an improvement in operations. Papasolomou et al. (2023) conclude that the consumer population is starting to decide on environmental effects and raise demands on brands such as H&M to behave responsibly.
Garcia-Torres et al. (2017) claim that sustainability reporting needs to be put into practice, which is one of the fundamental problems with H&M. Attas et al. (2017) admonishes that CSR communication cannot be unsustainable when it is not linked to action. As demonstrated by Macchion (2024), CSR helps in risk management, which provides H&M with a chance of alleviating reputational risks. Virtanen (2020) outlines challenges of attaining a situation of transparency within the apparel supply chain. According to Minelli (2025), communication strategies are informed by the greenwashing accusations. According to Silvennoinen (2022), the answers of the stakeholders directly predetermine the CSR outcomes. Lagemann (2024) demonstrates that aspirational talk can easily be counterproductive in the case that it is not supported by act. Ritch (2020) highlights the emergence of socially acceptable fashion demands and Hibberd (2018) relates the demands of sustainability and the response to climate crises, as well as they show the pressures and opportunities that affect the path of the H&M CSR alignment. The themes portray the Theory of CSR Dimensions and Stakeholder Expectation Theory to demonstrate that the evaluation of H&M’s CSR performance cannot be isolated from the expectations of the Stakeholders. The results back the claim of the effective CSR requiring the four levels of responsibility to be consistent as suggested by Carroll, and at the same time, responds to the changing demands of critical stakeholders, impacting the brand reputation and trust of consumers.
[bookmark: _heading=h.mg84f38iz6wq]4.4 Summary 
Chapter 4 finds that CSR strategies of H&M have a substantial impact on the perception of stakeholders, as it reflects the level of trust, loyalty, and brand image. The thematic analysis shows that there are still constant tensions and opportunities, that prove that genuine, transparent and well aligned CSR activities are still the key to maintaining credibility in the UK fashion industry.


[bookmark: _heading=h.5l8pqjir9hoa]CHAPTER 5: CONCLUSION AND RECOMMENDATIONS 
[bookmark: _heading=h.ca4h7p8nzb30]5.1 Conclusion 
The aim of this study was to critically discuss how corporate social responsibility plays in the formation of brand image, consumer perception, trust and loyalty determinants within the UK fast-fashion market using the H&M case as the centre of interest. Based on the insights presented through the social media stories, consumer attitudes, and sustainability practices, the analysis will prove that CSR has ceased being an incidental ethical factor to a central strategic tool, through which fast-fashion brands strive to control their reputation and consumer relations. The results, in their entirety, point to the fact that CSR communication, especially when mediated through digital channels, has an important but challenging impact on the perception and evaluation of brands by modern consumers.
The discussion indicates that the CSR strategy of H&M is a narrative-driven model and a combination of aspirational sustainability communication and quantifiable disclosures. Social media becomes one of the promising yet unstable platforms where company sustainability positions are being reinforced, decoded and challenged by consumers, activists and independent commentators. Although CSR storytelling can help increase brand recognition and employee emotions, particularly with younger consumers, it also opens the brand to more critical examination. Due to this, a gap in what is promised and what is perceived to be done can quickly devastate credibility and transform CSR as a reputational boon to a potential liability. This supports the notion that corporate social responsibility communication has to be maintained regularly, transparent, and supported by verifiable practices in order to keep the brand image favourable.
The paper also determines that CSR plays a significant role in building trust and customer loyalty, but it does not work in vacuity. It is demonstrated that trust is an important mediating variable between perceived CSR and the results of loyalty. Nevertheless, the results show that doubt on whether a company is engaging in greenwashing can play a very big role in undermining this connection. Nevertheless, the expressed attitudes are normally contrary to consumer behaviour. Many consumers in the UK will still shop with H&M despite their uncertainty about the credibility or the success of the sustainability measures. This is one of the behavioural paradoxes that have persisted since the inception of fast fashion in that there are ethical considerations that are mixed with high levels of preferences when it comes to affordability, convenience, and access to trends.
However, there were constant threats of greenwashing, agenda misalignment and inconsistency in accountability which eroded authenticity and prolonged devotion. These findings therefore suggested that CSR should shift the focus of promotional story telling into measurable activities, open reporting and accountability as stakeholders. Only then, CSR could have possibly helped to develop sustainable reputation, consumer trust, and a more responsible change in the fast-fashion industry. Ethical issues, especially relating to labour practices, are a key point of concern subject to perpetual media attention and scrutiny by NGOs. These ambivalent perceptions are an example of sustainability initiatives being identified, but not completely trusted, which supports the tenuousness of CSR legitimacy in the fast-fashion industry.
When the sustainability was communicated in a transparent manner, the CSR strategy of H&M revealed that the consumer perceptions, brand trust, equity and buying behaviour are significantly affected by the sustainability communication. The evidence presented in the reviewed studies found out that CSR enhanced credibility, brand strength, scepticism and competitive positioning by aligning ethical stories to consumer expectations in fast-fashion markets. The results indicate that, long term consistency between values communicated and operational realities is critical in the event that CSR will cease to be a symbolic endeavour and attain higher levels of credibility. By so doing, the fast-fashion brands can possibly change consumer perceptions over time as it finds its way in the long-term superiority of price and convenience in buying behaviour.
Based on this final statement, the paper confirms that corporate social responsibility is still a strategic requirement as opposed to an anticipated determinant of consumer behaviour in the UK fast-fashion industry. The results of the study highlight that CSR performance relies on continued consistency between reported values and business activities, especially in the environment characterized by signalling a sceptic and greenwashing issue. As long as affordability and convenience remain staples of buying behaviour, plausible CSR programs have the potential to build brand equity and cumulative reputations over time. In general, the study contributes to the knowledge of CSR as a reputational investment on a long-term basis to provide significant implications to the fast-fashion companies wanting to strike the right balance between ethical accountability and business competitiveness in a highly competitive market.
[bookmark: _heading=h.8hm5axrm3ttn] 5.2 Recommendations
Strengthen evidence-based CSR communication
H&M should also concentrate on the factual CSR communication that demonstrates a discernible relationship between the sustainability communications and the outcomes of operations. The text reaching the UK audiences through the assistance of the social media is to refer to the progress measures, the time frames, and data which were confirmed independently rather than inspirational messages only. The ability to reduce the perception of greenwashing, enhance credibility, and gain trust through the adoption of the third-party certifications, audit summaries, and integration of the supply-chain metrics into the digital storytelling will enable H&M to decrease the perception of greenwashing. This will help to match the expectations of the consumers with the actual performance and create brand image and minimise reputational risks in an extremely sceptical fast-fashion market.
Enhance transparency through third-party validation
To counter the loss of confidence, H&M should ratify more partnerships to certify its sustainability practices and keep the consumers of the UK informed about the certifications. Social platforms and sustainability reports should have previous certainties by known NGOs, labour agencies and environmental auditors instilled within them. The responsibility will be reflected through open sharing of the success and shortcomings. This strategy can rise above scepticism, which can be seen as over-the-top and convey a message of reality which is essential in gaining long-term consumer confidence and a long-term CSR-based brand equity within the UK market.
Align CSR initiatives with affordable value propositions
The other aspect of sustainability that H&M should contemplate making more evident in its value offering is by demonstrating how ethical conduct can be in-compatible with low prices. The perceived trade-off between ethics and value can be reduced as an act of communicating cost-effective sustainability innovations such as recycled materials that do not result in price increase. By posing sustainability as low-price rather than high-end, H&M will be capable of appealing to the price-conscious UK market as well as reaffirm responsible branding, which will foster the repeat-purchase behaviour as well as the loyalty based on the trust.
Shift from campaign-led to systemic sustainability narratives
H&M must move to system-level sustainability stories that are long-term, as compared to short-term and campaign-based CSR storytelling. The emphasis on structural changes, such as minimisation of overproduction, slowing the cycles of fashion and the restructuring of its supply chain would address some of the underlying flaws when compared to fast fashion. Constant reporting of long-term transformation goals, progress milestones and challenges will signify seriousness and strategic commitment. This approach will be capable of rebranding H&M as an active retailer, raising credibility, conformity to its stakeholders, and sustainability of its reputation in the long term in the UK market.
[bookmark: _heading=h.ygino4h8nzkx]5.3 Research Limitations 
Several limitations are associated with this research that should be taken into account when analysing the results. First, the study conclusively depends on the secondary sources of data such as published accounts, the available scholarly writings, and surveys that have been made previously. Though this method makes it possible to undertake extensive thematic analysis, it limits the capacity of real-time consumer attitudes and changes in behaviour, especially in a fast-paced digital and sustainability-centred setting. Second, the research narrows down to H&M in the UK fast-fashion market thereby restricting the extrapolation of the results to other fashion brands, markets or even to other cultures. The degree to which consumer perceptions of CSR can differ across countries is linked to differences in social values, regulatory and to the degree of sustainability awareness.
Besides, the greater part of the social media narratives analysis consists of the interpretative one, which makes it possible even with the best will to keep synthesising analysis. The primary qualitative research approaches like interviews or focus groups have also not been considered in the study and would have given more information regarding the consumer motivation and emotional reaction. Lastly, the use of survey data that was self-reported in the studies reviewed is susceptible to social desirability bias, in which the respondents would discuss the pro-sustainability attitudes, which are not necessarily reflective of their purchase behaviour.
[bookmark: _heading=h.ess3msyrmofy]5.4 Future Scope 
The future perspective of this study provides several prospects of further and extensive exploration into corporate social responsibility in the fast-fashion sector. Primary research methods, including consumer interviews, focus groups, or ethnographic ones, may be implemented in future research to obtain a deeper understanding of how people perceive and are emotionally vulnerable to sustainability claims that are being made by fashion brands. Longitudinal research designs might also be considered to study how the perception of consumers of CSR and trust changes as time goes by especially as regulatory forces and sustainability standards keep increasing.
Subsequent studies can be extended past one brand and constructed of comparative studies of various fast-fashion retailers working within the UK or even between other international countries. These comparisons would assist in establishing whether the documented consumer scepticism and loyalty trends are brand powers or a manifestation of an industry trend. Also, further research on how the new digital medium is relevant to the creation of CSR credibility may be conducted to consider short-form video and influencer-driven sustainability propaganda. The analysis of how the third-party certifications, independent audits, and regulatory disclosures influence the consumer trust would be another important source of valuable insights into the mechanisms that might enhance the efficiency of CSR strategies in the fast fashion.
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