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Abstract

The aim of this research was exploring role of the digital channels to promote
sustainability, increase brand awareness, influence consumer purchase intentions in UK fast
fashion. The Was conducted using the self-structured quantitative survey of 100 respondents
using Google form. The data was analysed using SPSS, descriptive statistics and explained
through theme-wise analysis. The findings have indicated that websites influencer marketing
and social media have been widely used but the perceived effectiveness to promote
sustainability or influence the consumer behaviour are only be limited. Only a minor portion
of the respondents have consistently engaged or noticed the sustainability content, trust on
claims was also moderate. Inconsistent messages, greenwashing and lack of transparency were
identified as major issues with influencers only having a moderate influencer. Credibility and
authenticity are the key factors of effectiveness.

The study has concluded that fast fashion should be authentic and transparent. The
research has also contributed to existing literature as it highlighted the gap of actual purchase
behaviour and sustainability value in saturated markets. The future research should only focus
on regulatory oversight, unethical influencer collaboration for closing the gap.
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1.0 Introduction

1.1 Background of the problem

Mintel estimated consumers would continue to buy online products, and continue to
rise by 72.5% leading to £32.8 billion in 2023. This increase has also facilitated the rise of
social media, which has allowed brands to have a large online presence and communicate
important information through creative means, which leads to an increased consumer reach and
shopping propensity (Revlon-Chion, Bolat and Liang, 2020, p.1). The fashion industry has an
estimated $1.7 trillion, which reflects double the amount in clothing production by 60% and
most of it is connected to the rise of fast fashion (McKinsey & Company, 2023); however, due
to the increased waste generated because of fast fashion in the UK. Sustainable fashion is a
concept that minimises the adverse environment and social impact of the fashion industry
(Mizrachi and Tal, 2022, p.1154). The fashion industry has been responsible for approximately
10% of global carbon emissions (Maiti, 2024) and also contributes to environmental
degradation by water pollution of 79 trillion gallons of water use, unsustainable manufacturing

practices with 92 million tonnes of waste production each year (Niiniméki et al., 2020, p.189).
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Figure 1: Garment Supply Chain
Source: (Niinimé&ki et al., 2020 p.191)
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As the above figure reflects, there is increased waste production, water use and energy

consumption in the retail distribution of garments in the UK.

1.559

Fibre production Energy consumption o Freshwater consumption €O, emissions
{million tonnes) {kWh per kg hibre) {l per kqg) (kg per kg fibre)

Fig. 4 | Environmental impacts of six types of fibres. Approximate libre production, energy consumption, Ireshwalter
consumplion and CO, emissions lor cotlon, polyester, non-cotlon cellulosics, polyamide, wool and hemp. The environmental
impact of production varies between libre Lypes — natural libres (cotton, non-cotton cellulosics, wool and hermp) require
less energy bul more water during production than synthetics (polyester and polyamide). Total annual fibve production is
Irom REF™_Freshwaler consumption lor cotlon, polyester, non-colton cellulosics and polyamide are estimaled using
per-kg production data rom ecoimvent™ and thinkstep™. Freshwaler consumption lor wool and hemp are from REE™.
Energy-consumption and CO,-production values are from REE™.

Figure 2: Waste according to six types of fibre

Source: (Niinimaki et al., 2020 p.194)

The waste production of the garment can also be witnessed in the above figure, which
reflects that fibre production includes energy consumption, fresh water consumption and SEO
emissions for polyester, cotton, polyamide, wool and hemp, all of which are mainly used in

cloth production.

Currently, consumer awareness about the sustainability issues of fast fashion has been
rising in the UK. A Deloitte (2024) survey revealed that approximately 61% of UK consumers
have reported that they are considering environmental sustainability while making a clothing
purchase, but cost becomes a barrier. Despite this, there has been a disconnect between the
consumer's stated preferences for sustainable products and the actual purchasing behaviour,
which is also called the "attitude-behaviour gap™ as noted in Seock, Shin and Yoon (2024, p.1),
Wiederhold and Martinez (2018, p.19)

Different digital channels like digital marketing (Eleftherakis et al., 2018, p.22),

influencer marketing social media Hyun and Zhao, 2018, p.1) or e-commerce, websites
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(SanMiguel et al., 2021, p.1) have become essential to shaping consumer perception and
driving their purchasing decisions. Instagram is not only the platform which has showcased
fast fashion trends but also this new sustainability narrative (Zhao et al., 2022, p.12). However,
there have been challenges like greenwashing, which includes misleading claims about the
environmental commitments of a brand and undermines the consumer trust Lu et al., 2022,
p.1). This has made it a challenge for the branch to build a credible sustainability profile in the
UK.

Brands are turning to digital strategies to bridge the gap between consumer behaviour
and sustainable initiatives, which makes it essential to understand their effectiveness in fast

fashion.

1.2 Rationale

It is important to conduct the research because of the sustainability issues of the UK
fast fashion industry, and also to leverage the digital channels for fostering consumer trust
while driving purchasing intentions. Ge (2024, p.1) and Leenders (2019, p.2) observed that the
increased role of influencer collaboration in digital marketing is shaping consumer perception.
They stated about a limited role of influence of social media while promoting sustainability. It
has reflected an opposite perception of digital channels' effectiveness in shaping the consumer
perception. This has led to Present research because of the limited research on how the

strategies can specifically address the issues of sustainability in fast fashion.

Customers are demanding transparency and sustainability (Back, 2017, p.2), but issues
like greenwashing have made the credibility low. Present research aims to fill this gap through
the exploration of the methods through which digital channels can communicate about
sustainability. The research was built on the existing literature to address the gap with a

quantitative survey providing important insights to align digital strategies.

1.3 Significance of the research

Present research has addressed a pressing issue of the connection between consumer
behaviour and sustainability in the fashion industry. It is important because it aims to resolve
important gaps in existing knowledge by understanding if, and in what manner, digital channels

are influencing consumer perception.
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The research is essential as it aims to provide strategies for improving consumer
intentions on digital channels. The research has aimed at identifying the issues that the brands
face while building consumer trust in the digital platforms, with problems like greenwashing
or communication. This research has aimed at exploring digital communication and influencers

to improve the communication of sustainability material.

These findings shall contribute to a broader discourse of sustainable fast fashion

consumption as they provide practical recommendations for brands and stakeholders.

1.4 Aims and Objectives

Aim: Exploration of the role of digital channels to promote sustainability for increasing
brand awareness and development of consumer purchasing intentions, especially in UK fast

fashion brands.
Objectives:

To explore the use of digital strategies influencing the perceived sustainability and

brand awareness of a fast fashion brand amongst UK consumers.

To identify the challenges fast fashion brands face while building consumers' trust

through digital channels to promote sustainable purchase intentions.

To understand how digital influencers and online communication channels benefit fast
fashion brands and close the gap between sustainability value and the actual purchasing

behaviour of consumers.

1.5 Research Questions

1. How does the use of digital strategies influence the perceived sustainability and brand
awareness of a fast fashion brand amongst UK consumers?

2. What challenges do fast fashion brands face while building consumers' trust through
digital channels to promote sustainable purchase intentions?

3. How can digital influencers and online communication channels benefit fast fashion
brands and close the gap between sustainability value and the actual purchasing

behaviour of consumers?
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2.0 Literature Review

2.1 Fast-Fashion in the UK

Global fashion grew annually at 4.3% from 2000 to 2012. Firms like H&M have been
the largest fast-fashion retailers, which have increased in real value after a discounted inflation
over 10% rate. This makes it essential to understand the term fast fashion which is often low-
cost fashion. Specifically, this business model includes the production of wide garments which
can be made quickly and continuously renewed at a low price (Encarnacion and Roldan, 2023,
p.266).

In this industry, the UK has also been enormously contributing as not only the inventing
fast fashion but the fashion consumers have been voracious around the world. UK women have
been one in three consumers of this segment, where the garments are only more than once or
twice. UK consumers sent 300,000 tonnes of textiles for burning and dumping in the landfill
in 2018 (Siegle, 2019). In a single month, the carbon footprint is more than a plane, for
consumers buying new clothes as compared to a tourist plane, which has flown around 900
times (Algamal, 2019). Not only this, but the industry is also the second biggest consumer of
water (Maiti, 2024). This reflects the lasting environmental impact of fast fashion by UK
consumers, and hence, some of the digital channels which promote sustainability have to be

discovered.

2.2 Digital Channels and Sustainability Promotion

Search is considered an important factor in the modern consumption of fashion. Many
individuals are looking and influenced by searches on social media while shopping. For such a
reason, commercial campaigns including digital marketing tools are considered indispensable.
When a purchasing decision is made, the consumers rank the product according to the preset
criteria while selecting the most desirable product (Zhang, Zhang and Zhou, 2021, p.7). Digital
capabilities like digital marketing helped Nike in the improvement of communicating corporate
social responsibility while improving visibility (Eleftherakis et al., 2018, p.22). Supporting
this, brands like Zara and H&M have also been using social media to interact with their
followers (Huang and Zhou, 2024, p.3). Social media as a communication channel has been
supported in many studies, like Hyun and Zhao (2018, p.1) and Cheema (2021, p.1)
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Other than digital marketing tools, websites are also an important channel where some
information about sustainability is provided, which is also supported by Goger and Tugrul
(2015, p.1). Supporting this, SanMiguel et al. (2021, p.6) stated that corporate websites present
a corporate statement of sustainability initiatives in a visual and direct manner. It is also
furthered by observations of Costantini and Costantini (2022, p.7) who stated that sustainability
information is provided by many apparel brands, including fast fashion use websites. However,
it is difficult to read the messages considering the ease of reading, which becomes a barrier for
consumers to understand. Azhar (2024, p.1) stated that investment in digital marketing with

consumers through digital channels majorly impacts brand development on sustainability.

Although their major focus is selling the product, there are different areas on the website
where consumers can read some information on sustainability (Hatley, 2021, p.123). A brand
website provides a constructive platform for educating consumers about their perception of
sustainability, which also improves the brand image as it demonstrates the sustainability
performance. It has also been argued that sustainable marketing initiatives for fast fashion
brands are based on their websites, which have enabled consumers to be actively involved, and
they are usually perceived positively by shoppers (Hesse and Rundau, 2023, p.270). Other
findings have also denoted that social media marketers in fashion help to select appealing
colours or images for engaging consumers and also an appropriate speech for delivering
information that helps them to achieve the sustainability goal, as noted by Zhao et al. (2022,
p.1), which is also supported by Goéger and Tugrul (2015 p.1). Another research has also
reflected the necessity of continued improvement of terms to communicate sustainability while
also demonstrating a deficiency which has existed in E-commerce operations, which mainly
involve the web pages visited by consumers (SanMiguel et al., 2021, p.1). Apart from this, the
digital age has also witnessed the advent of the metaverse, which is another tool for

communicating the sustainability of fast-fashion brands.

Metaverse is also a brand's own space where sustainable messages are communicated
to fellow consumers who follow the same code of transparency or appeal (Blazquez, 2024,
p.304). App Store, Google Play Store, Social Media Marketing on Facebook, Instagram &
Twitter, Blogs & Forums are also essential promotional channels (p. 809). Blazquez (2024,
p.305) stated that the metaverse is a space which helps interact and experience the brand in
many ways, involving consideration of the main dimensions like immersiveness, environment

fidelity and sociability. This is supported by different studies that stated that digital fashion
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includes metaverse for providing a better consumer experience (Mesjar et al., 2023, p.2), also
supported by Morandi and Tonelli (2023, p.84), where metaverse is key for luxury fashion as
well. Further fashion companies are known to invest in the metaverse for collecting user data

and communication (Disperati and Cianfanelli, 2024, p.93).

While the aforementioned tools are helpful in the communication of sustainability
messages, this also impacts consumer purchasing intention and brand awareness.
Sustainability, including corporate social responsibility activities, has a positive impact when
consumers are satisfied and the relationship between the company and the consumer is properly
communicated by the efforts of company. It is also argued that customer opinions of social
responsibility of the forms are essential as it is connected to the general attitude of consumers
relating to a brand (Neumann, Martinez and Martinez, 2020, p.6). Similarly, Grazzini, Acuti
and Aiello (2021, p.1) denoted that attributes of sustainable products impact the consumer
purchase intensive positively, and it is also magnified in fast fashion products where the
consumers have reflected a positive implicit attitude if sustainable products are paired with
luxury in fast fashion. Hence, it can be stated that sustainability has the ability to activate a
high level of perceived warmth, which also impacts the purchasing intentions and brand image.

However, the marketing activity of a brand relating to sustainability is also important
for consumers to know about a sustainable step of a brand, and it has been reflected to have a
positive impact on the brand image of an already established brand. It reflects that economic
activities like upgrading or technological transformation for the creation of a productive
environment would lead to positive consumer perception (Neha, Joshi and Kumar, 2024,
p.116). Similarly, sustainability purchased intentions have been positively influenced due to
brand equity and perceived CSR value (Chang and Jai, 2015, p.863). Hence, it is also argued
that businesses have to incentivise expanding their operations where different social activities
hold the responses towards the products, which positively impact the consumers, so that they
can stay connected with the purchasing decision and intention while emphasising the

importance of consuming eco-friendly products (Neha, Joshi and Kumar, 2024, p.6).

2.3 Perceived Sustainability and Brand Awareness

Neumann, Martinez, and Martinez (2020, p.8) argue that perceived consumer
effectiveness is essential for influencing consumer behaviour and sustainable consumption.

The findings have highlighted the strong correlation between an individual's belief in
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addressing environmental issues and sustainable decision practices. Papasolomou, Melanthiou,
and Tsamouridis (2022, p.191) uncovered the paradox of consumer sustainability knowledge
where it was argued that despite major consumers who have claimed that they're aware of
sustainability, there has been a pronounced lack of a detailed understanding of the supply chain
sustainability, like materials, reuse or recycling processes. Interestingly, this research has
revealed that there is a gender disparity where women have demonstrated improved knowledge
of sustainability. Still, men have exhibited a higher widening of pain for fast fashion brands
which have aligned with their moral values. This contrast has underscored the differences in
customer engagement with perceived sustainability and has also necessitated targeted

educational initiatives for bridging any knowledge gaps.

Digital platforms have been reshaping how consumers interact with their brands. Li,
Choe, and Gu (2024, p.3) have argued that online interactions have complicated and also
enhanced consumer decisions or brand perceptions. Particularly, social media has emerged as
a double-edged sword. It is known to have faster advocacy and community, and it has also
generated overwhelming information, which has led to decision fatigue in consumers.
Cayaban, Borres, and Janice (2023, p.1) have also provided further insights where it is noting
that social media has positively influenced purchasing intentions; sustainability advocacy on
such platforms could deter consumers from buying any fast fashion. Such findings have
revealed the critical insight about a heightened sustainability awareness, which is correlated
with reduced consumption of products of fast fashion, and challenged the brands to align their

marketing strategies with consumer perception.

Hesse and Rundau (2023, p.1) highlighted the importance of sustainable marketing
initiatives which have actively involve consumers and are perceived positively by shoppers,
thus promoting brand loyalty and customer retention. This is aligned with the observations of
Soboleva and Sanchez (2024, p.1), who have argued that government interventions, which are
amplified by social media, can effectively shift consumer behaviour towards sustainability.
Both these studies have underscored that there is a need for a collaborative effort between
policymakers, consumers and brands to drive sustainable practices. Zhang, Zhang, and Zhou
(2021, p.1) have identified effective and cognitive awareness and sustainability as key drivers
of behaviour change in UK consumers. They have advocated for policy tools like subsidies and

taxes to reinforce the behavioural shifts.
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Hur and Faragher-Siddall (2022, p.405) also provided that educational policies like
equal labels, will foster sustainable consumption. A high consumer support is observed while
improving transparency and eco-literacy. Similarly, Zhao et al. (2022, p.12) also argued about
the improvement of communication on social media for meeting the consumer demand that
aims for sustainability and transparency. Both of the studies have illustrated the role of clear

and honest communication in building consumer trust for driving sustainable behaviour.

Social media also has a dual role, which acts as a platform of activism and a marketing
tool. Vladimirova et al. (2023, p.1) asserted that social media can influence consumers to adopt
sustainable fraction practices while leveraging a targeted marketing strategy and advocating a
campaign. Similar observations have been made by Ge (2024, p.118), who has explored how
influencer marketing impacts Generation Z and has also highlighted that it is important to have
expertise, relatability and authenticity, which shape sustainable behaviour and attitudes.
Influencers' role is also aligned with Zhao et al. (2022, p.12), who suggested that consumers
drive a tomato greets sustainability effort from different fashion brands, which is facilitated by

social media platforms.

While there has been consensus on the positive role of digital strategies in the promotion
of sustainability, there are contrasting perspectives which have emerged relating to consumer
priorities. Cayaban, Borres, and Janice (2023, p.1) found that perceived product quality and
price have had a minimal influence on purchase intention, whereas it is also suggested that
sustainable consumption sees affordability as a barrier. Additionally, Papasolomou,
Melanthiou, and Tsamouridis (2022, p.191) also highlighted that the General Dynamics of
sustainability or the willingness to pay is a factor which is not extensively explored in different
studies. There is one more notable gap, which is longitudinal studies examining the sustained
impact of digital strategies. The short-term campaigns might have influenced the purchase
intentions, but the long-term efficacy is unclear. Additionally, the intersection of digital
activism and policy interventions has warranted a deep exploration, as also highlighted in
Soboleva and Sanchez (2024, p.1).

Tokés (2022, p.136) has highlighted the significance of a digital brand experience by
asserting that engaging in an online presence helps boost brand awareness. The research shows
that there is a necessity to promote brand communication to align with consumer expectations

on digital platforms. This is mainly because a stronger digital brand experience will not only
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attract online visitors but will also foster loyalty, reimpose the connection of the digital brand,

and improve consumer awareness.

These findings were extended by Igbal et al. (2024, p.134), who have emphasised the
role of integrated and personalised digital marketing by demonstrating that a tailored approach
in divorce digital channels will influence purchasing decisions and loyalty. Supporting this,
Makrides, Vrontis, and Christofi (2020, p.2) also argued that digital platforms enable
businesses to connect with the broad market. Hence, this signifies that it can exponentially

improve brand visibility and consumer engagement.

However, a nuanced observation was made by Mas, Adyatma, and Prabawa (2023,
p.380) who suggested that while social media positively impacts brand awareness, brand
awareness does not mediate social media quality or brand image. This finding has introduced
a complexity, which suggests that brand awareness alone cannot translate to enhancing brand

perception.

2.4 Challenges in Building Trust through Digital Channels

Building consumer trust through digital channels presents many challenges, such as
sustainability issues, omnichannel communication, and consumer perceptions of brand
authenticity. One of the primary issues is addressing consumers' sustainability concerns.
Vassalo et al. (2024, p.2) observe that fast fashion brands have to reinvent consumption and
production habits by transitioning to sustainable practices such as slow fashion. However, it
requires consumer awareness, which is presently insufficient. Ronda (2023, p.1) has
corroborated this while arguing that although consumers are willing to pay more for a
sustainable product, there are knowledge gaps about the environmental effects of fast fashion.
Evans and Peirson-Smith (2018, p.15) provided a different perspective where it is highlighted
that the emotional response of a consumer is essential for a sustainability claim. They have
identified rising "promise fatigue", which indicates that consumers are frustrated if a brand fails
to deliver on its environmental pledge. This scepticism is also exacerbated through
greenwashing, which is explained as a false or misleading claim relating to sustainability
(Statista Research Department, 2024). There are many high-profile cases in the UK, like
Bohoo, Asda and Asos (Jolly and Butler, 2024), which have underscored the reputational risk

of greenwashing.
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Figure 3: Share of UK consumers who oppose greenwashing

Source: (Statista Research Department, 2024)

In a survey in 2022, 47% of fashion shoppers in the United Kingdom agreed that they
would stop buying from a fashion brand if it had a misleading or false claim of sustainability.
It has also been expanded by Lu et al. (2022, p.1), who examined the negative impact of
greenwashing on consumer behaviour and showcased that it also increases perceived
environmental and financial risk. The surgery imposed a challenge for fashion brands,
indicating that sustainability communication is important, but it should be transparent and
credible to avoid any issues of consumer trust.

Apart from the false sustainability claims, another challenge is affected communication,
which is considered important in trust building. Fast fashion brands have often faced issues in
creating an integrated omnichannel strategy, which could provide a seamless experience in
physical and digital touchpoints (Rey-Garcia, Otero, and Mato-Santiso, 2018, p.98-99). Such
strategies make it essential to have advanced real-time data management for predicting

consumer behaviour while maintaining consistency in platforms.

San Miguel et al. (2021, p.2) also emphasised improved sustainability communication
in e-commerce, where there are deficiencies which could impact consumer trust. However, it
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is also complicated by the confusing language which is often used in branding sustainability
claims. Evans and Peirson-Smith (2018, p.15) noted that there are terms like "organic" or "eco"
which have often lacked clarity, which leads to misinterpretation by consumers. Adamkiewicz
et al. (2022, p.3) have also argued about the ambiguity of terms like "double talk", which has

widened the gap between expectations and brand communication.

Marko and Kusa (2023, p.86) suggested environmental education which could bridge
the above gap and enable the consumer to assess the marketing claims. The neuromarketing
research has highlighted the role of informed decision making, which helps in improving
loyalty, especially among Millennials or Gen Z. Although their research has provided sufficient
information, it is seen that the messaging by the brands is often exaggerated, and hence, it
requires a concerted effort from the fast fashion brands to ensure that the messaging is
educational and transparent.

Ethical considerations have also influenced trust, like transparency of production and
fair labour practices. Vassalo et al. (2024, p.2) have advocated collective responsibility for
fostering conscious consumption, which signifies good working conditions and fair pay. Back
(2017, p.2) has argued this sentiment where it has calling for brands to adopt a transparent
business model which includes releasing reports of sustainability for improving their
accountability. However, transparency cannot alone solve the issues, as also argued by Hatley
(20214, p.135), that effective communication has to align with behavioural change and societal
values. This is especially relevant for addressing the barriers of the consumer culture in fast
fashion, which has often prioritised style and affordability over sustainability and ethics
(Global Fashion Agenda and The Boston Consulting Group, 2018).

Digital Trust is another challenge which includes privacy and security concerns. Tran
(2020, p.68) has highlighted the gate of fast fashion brands for ensuring reliability in the
applications by addressing different problems, like data security, to gain consumer confidence.

This is especially essential because of an increased reliance on digital platforms for shopping.

Rey-Garcia, Otero, and Mato-Santiso (2018, p.98-99) pointed out the need for
harmonious interaction in different channels to reinforce the authenticity of the brand.
However, to achieve it, there is a need for increased investment in infrastructure and
technology, which could not be feasible for each brand. There are several commonalities in the

above literature, and most scholars have agreed upon the importance of consistency and
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transparency for building trust. Vassalo et al. (2024, p.2) and Back (2017, p.2) have both
stressed that brands should only support ethical practices, which include the role of

omnichannel strategies as presented by Rey-Garcia, Otero, and Mato-Santiso (2018, p.98-99).

However, Ronda (2023, p.1) has highlighted consumer willingness to pay more for
sustainable fashion. Evans and Peirson-Smith (2018, p.15) and Adamkiewicz et al. (2022, p.3)
have underscored the issues of consumer scepticism and a misinterpretation of the
sustainability claim. Similar observations are made in Lu et al. (2022, p.1), where trust is
eroded because of greenwashing perception and Marko and Kusa (2023, p.86), where

environmental education is seen as a challenge.

2.5 Influence of Digital Influencers

There has been a dramatic rise in influencers and online communication, such as social

media, in fashion.

Figure 4: Influencers influencing consumers relating to sustainable products

Source: Self-made, inspired by (Israfilzade and Hlushchenko, 2024, p.196), (Cayaban
etal., 2023, p.1), (Banyt¢ et al., 2023, p.21).
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Leenders (2019, p.2) highlighted that there is limited effectiveness of influences in the
encouragement of sustainable fashion on different platforms like Instagram. The study has
suggested that sustainable brands have to prioritise being the household name in a broader
movement of industry change, as compared to only relying on influencer marketing. However,
this observation has contrasted with Ge (2024, p.121), who has emphasised the exponential
growth of social media influences focusing on environmental topics. The study's findings have
revealed that the influencers have successfully raised information and awareness while
encouraging sustainable consumption, like reusing and recycling. It has also been supported by
Cayaban, Borres, and Janice (2023, p.1), who found that sustainability advocacy on social
media helps in the utilisation of fast fashion. The study underscored the importance of
incorporating sustainability communication in their digital marketing strategies because it leads
to conscious consumer behaviour. However, they have also noted that a perceived product
quality and price might not influence the purchase and tension, suggesting that different factors

like brand trust or emotional connection play a large role.

Further, Johnstone and Lindh (2022, p.5) also suggested that influencers have the ability
to internalise sustainable behaviours and consumers, especially through the many deals, by
forming an online relationship. These findings are also supported by Liu (2022, p.4-5), who
has highlighted that there is a positive impact of influencer attractiveness, credibility and
trustworthiness upon an impulse purchasing intention. While such traits can drive purchases,

their alignment with sustainable communication is significant for a long-term impact.

Different studies have also explored how influencers shape consumer behaviour and
purchase intentions, like Banyt¢, Vaidelinskaité, and Sal¢iuviené (2023, p.21), who noted that
influencers impact the purchasing decisions and clothing brands form a valuable partnership
for the promotion of sustainable clothing products with the influencers. This is possible as they
educate the followers about the benefits of sustainable fashion, which helps in fostering a shift
in consumer behaviour. This might be because of psychological mechanisms as discussed in
Rosely, Sakarji, and Thani (2024, p.335), where it was observed that persuasive reviews and
messages from influencers trigger utilitarian and hedonic needs in consumers. Such insights
have also aligned with Raka and Chankov (2024, p.711), to observe that positive consumer
perception of influencers could be leveraged for advocacy of sustainable second-hand
shopping.
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However, there are challenges as reported by Bailey, Basu, and Sharma (2022, p.8) that
41% of young people have sought fashion advice from influencers, which bridges the gap of
sustainability advocacy and an actual purchase intention being difficult. This sentiment is also
backed by the Environmental Audit Committee (2019, p.7), which called for strict regulation
of online marketing to address the environmental and psychological impact of

OVGI’COHSUI’ﬂptiOI’].

The literature has presented contrasting views on the effectiveness of influencers in the
promotion of sustainability. Israfilzade and Hlushchenko (2024, p.196) have found a
substantial link between influencer stimulation of sustainable fashion and consumer adoption
of sustainable practices. The study has indicated that consumers are often inspired to embrace
their conscious practice when they encounter similar activities on an influencer's profile.
Conversely, it is contended that Instagram influencers might not be the most effective channel
for advocacy of sustainable fashion (Leenders, 2019, p.2). This perspective has also aligned
with Hageman et al. (2023, p.1092), who identified quality and price as an essential factor
which influences purchasing behaviour. These findings have highlighted the need for a
multifaceted strategy which could integrate influencer marketing and other communication

channels.

Johnstone and Lindh (2022, p.5) also emphasised the role of an online interpersonal
relationship for fostering green purchase intentions. Unlike the moral argument, such
relationships can effectively internalise sustainable behaviour in the consumer. This has also
aligned with Yildirim’s (2024, p.124) observation, which stated that sustainable fashion
influencers are promoting an environmentally friendly product by sharing their lifestyle, which

includes a sustainable consumption pattern.

However, relying only on the online platform has raised concerns about the scalability
and authenticity of the initiatives. The Environmental Audit Committee (2019, p.7) also warned
about the psychological issues relating to the high consumption level and called for greater
regulation to mitigate the issue. Findings have underscored the potential role of influencers
relating to sustainable consumption with notable limitations. Effective strategies have to
leverage the relatability and authenticity of the influencers while also addressing the priorities
of the consumers, like quality and price. Additionally, the integration of sustainability with the

broad communication channel could also enhance the impact.
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2.6 Theoretical Framework

Theory of Planned Behaviour (TPB)

TPB (By Ajzen, 1988) served as a foundation framework for exploring how digital
channels can influence sustainability efficacy and consumer purchasing behaviour in fast
fashion (Hidayat and Sananta, 2024, p.4). The theory predicts the intentions of a consumer by
examination of three core constructs, namely subjective norms, attitude and perceived

behavioural control.

Attitude suggests how a consumer evaluates sustainability-related communication. A
positive attitude towards sustainability has influenced the possibility of buying sustainable
clothes (Anggriani, Daryanto and Asikin, 2024, p.225). Interestingly, social pressure on norms
has also been perceived by the consumer to shape intentions. Hence, influencer advocacy or
green marketing is considered effective in fostering such norms even though the subjective
standards are not alone responsible for green purchasing (Hidayat and Sananta, 2024, p.13).
Perceived difficulty or ease in the adaptation of sustainable behaviour has mediated the
relationship between actual purchasing and awareness, where the research has highlighted that
there is a role of perceived behavioural control in protecting sustainable fashion purchases.
This suggests that low control amplifies the influence of a positive attitude (Magwegwe and
Shaik, 2024, p.28868).

Elaboration Likelihood Model (ELM)

Petty and Cacioppo’s model explain how influencer content can persuade consumers
through two routes of persuasion. The first is the central route, which includes a cognitive
engagement having detailed sustainability communication. It indicates that high-involvement
consumers, like those who are concerned with environmental impact or quality, can process
the message critically (Liu, Lee and Lien, 2020, p.105). Meanwhile peripheral route is about
superficial cues such as attractiveness or trustworthiness in influencers. This shapes attitude
without a cognitive procedure and engages the consumers who are not as motivated
(Rosenstein, 2021, p.25).
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2.7 Literature Gap

The published literature has provided the importance of corporate websites,
technological tools such as the metaverse and social media to promote the brand and its
sustainability measures (Blazquez, 2024; Zhang, Zhang, and Zhou, 2021; Goger and Tugrul,
2015). These studies have been unable to explore the longer efficacy of the digital strategies to
sustain consumer engagement or influence their thoughts about sustainability. Additionally,
the interplay of digital activism and policy intervention in Soboleva and Sanchez (2024) to

foster sustainable practice has also received limited attention.

Additionally, the existing studies like Papasolomou, Melanthiou, and Tsamouridis
(2022) have provided a generalised insight, but they have a targeted focus on regional consumer
attitudes or behaviour, like gender disparities or willingness to pay for a sustainable product in
the UK. While personalisation and influencer marketing have shown promise (Ge, 2024; Igbal
et al., 2024), the role of shaping the perception of sustainability in fast fashion has been under-
researched. The present research aims to address such concerns by examining how digital
strategies like social media or corporate websites could influence the UK consumer's
perception of brand awareness and system ability by providing insight into long-term
engagement strategies.

Also, the literature has identified many challenges in building consumer trust through
digital channels, but there is a knowledge deficit concerning the broad environmental effects
of fast fashion, as also highlighted in Ronda (2023, p.1). However, the research lacks the
strategies which the first fashion brands could leverage for educating or engaging consumers
on sustainability. Additionally, there have been highlights about the importance of transparency
and sustainable flames, but there is an insufficient focus on how communication strategies like
branded content or consumer perception challenge transparency. This warrants the need for
future research on how digital strategies influence Consumer trust, especially in combating
greenwashing in the online space. Different studies have also highlighted the issues of
integrating sustainability communication in digital channels (Rey-Garcia, Otero, and Mato-
Santiso, 2018; San Miguel et al., 2021), but there is limited research on how effective an
omnichannel strategy could compellingly communicate sustainability. Another gap is limited
studies specifically focusing on the UK fast fashion industry on the themes of digital channels

and sustainability communication.
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2.8 Conceptual Framework/ Hypothesis

H1: The implementation of a targeted digital strategy has a positive influence on the
sustainability perceptions of UK consumers and improves brand awareness of fast fashion

brands.

H2: Fast Fashion brands have many challenges while establishing consumer trust

through digital channels because of various factors.

H3: Engaging with digital influencers bridges the gap between the sustainability values
of consumers and the actual purchasing behaviour, which might lead to increased sustainable
intention to purchase fast fashion.

Digital Channels like Digital Challenges like Greenwashing, Ommni-
marketing tools, Brand Websites, channel strategies, Lack of consumer
Social media marketers, awareness, Transparency

Metaverse

Digital Channels in Promoting Sustainability
to Increase Brand Awareness and Develop
Customer Purchasing Intentions

Knowledge gaps of percetved Sustainability and Brand
Awareness

Figure 5: Conceptual Framework

Source: Self-made

As the above figure reflects, there are digital channels like Digital marketing tools,
Brand Websites, Social media marketers and Metaverse, but there are issues in brand awareness
and perceived sustainability as there are knowledge gaps in consumers. The other challenges
in increasing brand awareness and developing consumer purchasing intentions are

Greenwashing, Omnichannel strategies, Lack of consumer awareness and Transparency.
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Source: (Saunders et al., 2019)

In social sciences research, a structured approach, as mentioned by the research onion
proposed by Saunders et al. (2019), is essential. The framework guides the researcher through
different layers in decision-making, philosophy, approach, strategy, and data collection
techniques. It becomes important to understand and justify the decisions for ensuring rigour

and validity, in the context of the research questions developed.
3.1.1 Research Philosophy

Research philosophy is the beliefs about the nature of reality and knowledge, like
ontology and methods through which knowledge is acquired (epistemology) (Al-Ababneh,
2020). Generally, there are three philosophies, namely, positivism, which advocates an
objective reality which could be measured and generalised by guantitative data (Park, Konge

and Artino, 2019). Interpretivism refers to subjective experiences and understanding social
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phenomena through qualitative data (Pervin and Mokhtar, 2022). Pragmatism, on the other

hand, combines both these perceptions.

In the present research, positivism was chosen for the examination of digital strategies,
sustainability perceptions through an objective measurement, taking into consideration the
research questions. The study explores the role of digital channels which influence the
perceptions of sustainability, brand awareness and consumer purchasing intention. The
variables tend to be quantifiable measurements like consumer surveys, digital engagement
metrics and purchase data. Hence, positivism was considered as it assumes an objective reality
which could be measured. This aligns with the need for evaluation of measurable effects of
digital strategies on consumer purchases. As the first research question, measures influence, it
requires a quantifiable evidence Amongst digital strategies like social media and dependent
variables like perceived sustainability. Positivist philosophy insured an objective measurement
That could be free from any research bias. Cross sectional surveys with the Likert-scale
captured the perceptions from large sample that enabled a statistic testing of regression and
correlation for analysing the use of digital strategies influencing sustainability and brand

awareness amongst UK consumers.

Further, the study focused on purchasing international and brand awareness, which
includes statistical variables and supports a positivist approach, like the consumer perception,
which could be measured through Likert scales. Since it allows for broad generalisation by
analysis of large datasets. An objective measurable reality in positivism refers to the
perspective which states that an attitude, or phenomenon, can be understood through
quantification; it exists without individual perception and can be verified through physical
quantities like the percentage of people. This justifies the survey because surveys are a
structured tool that aids in quantifiable data collection. Surveys enable the gathering of large-
scale data on attitude, behaviour and perception, which could be measured through percentages
and numbers as opposed to interviews that only have subjective responses. Surveys were
justified because they allow statistical analysis of data that potentially reveals the causal
relationships amongst variables, which lead to broad generalisations of human behaviour.
However, self-report bias is a limitation because the responses cannot always represent the true

behaviour or belief of the respondents.

Although pragmatism supports flexibility (Kaushik and Walsh, 2019), the subjective

dimension could have diluted the precision of testing the hypothesis due to which was rejected.
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With the structured approach, positivism was better suited, in alignment with the research
objectives. Interpretivism was also rejected because it solely focused on subjective
interpretations, but it lacked the scalability needed for research. The need to measure brand
awareness and purchase intention across a broader audience has necessitated the exclusion of

interpretivism.
3.1.2 Research Approach

The research approaches are deductive, inductive and abductive. Deductive refers to
testing existing theories or hypotheses with empirical data. Inductive refers to the development
of theories based on data collection and analysis (Woiceshyn and Daellenbach, 2018). The

abductive approach combines deductive and inductive reasoning for testing theories.

In this research, a deductive approach was considered because the study was grounded
in the establishment of theories of sustainability marketing, consumer behaviour and digital
communication for answering third research question. As per third research question, digital
influencers and online communication channels benefit fast fashion brands and close the gap
between sustainability value and the actual purchasing behaviour of consumers, a hypothesis
was developed relating to influence of digital channels on consumer choices, which ensured
deductive approach was more suitable. By using the approach, a hypothesis was developed
relating to how digital channels could influence consumer trust or purchasing behaviour, which

was tested by empirical data.

On the other hand, an inductive approach was not chosen as a study aimed at testing
theories rather than the development of theories. For example, theories of influencing digital
influencers or challenges of sustainability which was to be discussed in second research
question already exist, and the objective was to validate or refine the theories in the context of
fast fashion.

The hypothesis that guided the present research was:

H1: Use of digital strategies has a positive influence on the perceived sustainability and

brand awareness of a fast fashion brand amongst UK consumers.

H2: Fast fashion brands face challenges while building consumers' trust through digital

channels to promote sustainable purchase intentions
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H3: Digital influencers and online communication channels benefit fast fashion brands
and close the gap between sustainability value and the actual purchasing behaviour of

consumers.
3.1.3 Research Strategy

The research strategy means an overall plan for answering research questions, like a
survey, case study, ethnography or mixed methods (Saunders et al., 2019). Surveys are
considered suitable when data is collected from a large sample (Ponto, 2015). Surveys were
considered appropriate as they enabled the researcher to collect data that reaches a broad
audience and ensured that the data collected represented a diverse cross-section of the UK
consumers. For answering research question one and two, it was important to understand
different trends in fast fashion so that generalisable insights could be gathered. Another reason
for choosing surveys was the inclusion of structured questions by using Likert scales for
measuring perceptions of trust, sustainability and purchasing intention that leads to research
question one and three. The formation of questionnaires was supported by Roopa and Rani
(2012), who detailed the formation of closed-ended questions. The quantifiable metrics allowed
hypothesis testing and the establishment of correlations between consumer behaviour and
digital strategies. Furthermore, surveys are also cost-effective and time-efficient, which makes

them practical for the study scope and resource constraints.

While mixed methods could have provided rich insights, it would be time-consuming
and irrelevant for the research. The primary aim of this research was to quantitatively analyse
the role of digital strategies in shaping perception and behaviour, which could be achieved by

SUrveys.

Experiments were not chosen because they need a controlled environment, which could
have failed to replicate the real-world behaviours of digital shoppers, thus limiting validity.
While interviews could have provided depth to the insights, they were not chosen because of
chances of limited anonymity of respondents, the lack of generalizability, standardisation in

self-structured interviews.

Further, a pilot study of 10 respondents was conducted for the ensuing clarity and
reliability of the survey questionnaire. The results confirmed that questions were understood
properly by participants, and they had no issues in recording the response.
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3.2 Participants

The present research incorporated non-probability convenience sampling for leveraging
online platforms that would recruit 100 consumers of fast fashion from the UK population. A
sample of the UK population from Instagram was sent the study's information and asked to
selection initially. Out of 150 samples distributed, 100 respondents submitted the form. This
method was chosen as convenience sampling selects the closest and convenient people, like
young individuals. This method is chosen when the population is general and can be selected
from anywhere (Said, 2021). Since the present research also included the participants as
consumers who could be widely available, this method was chosen. However, relying upon a
single social media platform like Instagram narrows reach and might introduce a platform virus
because Instagram users cannot fully represent a broad consumer demographic in the UK's fast-
fashion industry. For example, the behaviour and preferences of non-Instagram users, like the
elderly population, might differ and limit generalizability.

Despite the limitation, the 100 respondents remained appropriate for this research
because it provided sufficient data for statistical analysis (Sathyanarayana et al., 2024), while
aligning with the young adults who are known to consume fast fashion more (Koning et al.,
2024). This presents focused research where this demographic is more likely to engage in
digital marketing.

The participant's minimum number was chosen as per directions in Kittur (2023), who
stated that a minimum number of participants can be analysed using G*Power, which is freely
available online and known as a priori power analysis. Recruitment was done by posts on social
media platforms like Facebook, Instagram and LinkedIn, which are frequented by consumers
who engage with Fast Fashion. Darko, Kleib and Olson (2022) observed that social media helps
in accessing a diverse population. The recruitment strategy involved an invitation to
participants to complete an online survey, which was hosted on Google Forms. Recruitment
messaging emphasised the relevance of the study towards digital marketing and sustainability
in the fast fashion industry, which appealed to individuals having a keen interest in fast fashion.
The survey link was distributed through digital forums and influencers who promoted ethical
consumption practices to reach a demographically diverse participant set.

The participants were drawn from the UK region, being consumers who preferred fast
fashion, aged between 18-50. The study also focused on individuals who had prior experience
shopping in fast fashion brands or were exposed to different digital marketing strategies, like a

brand campaign or influencer promotions. The participants' ages ranged between 18 to 50
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years, with a mean of 28.7 years. This age range reflected the core demographic of being digital
consumers in fast fashion. A 52.4% female and 38.8% male population was consistent with the
fact that women primarily buy fashion products.

Participation was voluntary, and there were no monetary incentives or course credits
provided. The motivation for participation was relevant to the research topic and an opportunity
to contribute to studies on digital marketing and sustainability in fast fashion. Since the
participant population was carefully described, the study ensured that the findings could be
generalisable and relevant to the broad UK fast fashion consumer base.

3.3 Design

The research design was correlational and focused on the exploration of the relationship
between perceived sustainability, Digital strategies, Brand awareness and purchase behaviour
in the UK fast fashion industry.

The independent/predictor variable(s)

Digital strategies were measured through survey items that adjust the participant's
exposure and perception of social media marketing, Influencer campaigning and online brand
communication.

Challenges while building trust which was evaluated through items which captured
participants' concerns about credibility and transparency in sustainability claims.

The dependent/criterion variable(s)

Perceived sustainability was measured by Likert scale items that assessed the views
of participants on sustainability practices in fast fashion brands.

Brand awareness is captured by questions which evaluate familiarity with and
recognition of fast fashion brands.

Purchasing intentions are measured through self-reported likelihood of participants

who are buying from a fast fashion brand which promotes sustainability.
There was no formal control or experimental group which was used in the research since it was
not experimental research. The study analysed the responses of the participants as per their
perceptions and experiences. The criteria and predictor variables were thoroughly analysed
among the subjects, where participants were categorised as per their reported engagement with
digital strategies.

Design
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A correlational design was chosen as it allowed the study to examine the strength and
direction of relationships among digital strategies and the aforementioned dependent variables.
Asamoah (2014) also supported this by stating that a correlational study determines similarities
or differences between variables. The data was collected using cross-sectional methods, as it
was collected at a single point in time. This method is chosen for surveys which involve direct
observations, rating scales and demographic information, which leads to data for correlation
studies (Asamoah, 2014).

A correlational design was chosen over an experimental design because the study's
objective examined the existing relationships as compared to other manipulating variables. It
enabled the identification of trends and patterns across the fast fashion consumer base without

controlling interventions, which made it practical and aligned with the objective.

3.4 Materials

Primarily, the study used a self-structured closed-ended questionnaire to assess
consumer perception, awareness, and behaviour regarding sustainable fashion in UK fast
fashion. This questionnaire included different sections on demographics, Perception and
awareness of sustainability, digital channel influence, trust, role of influencers and consumer
behaviour. These sections allowed the collection of data which aligned with the objective of
the research. Close-ended questions have predefined responses which were chosen as they
facilitate speedy responses, easy answering and reduction of reliance upon the communication
skills of the participants (Hyman and Sierra, 2016). For instance, questions about sustainability
awareness required the participants to rate their familiarity with responses such as “somewhat
familiar”, and “very familiar” while other options involved purchasing behaviour by including

“monthly”, “weekly” or “rarely”.

Survey Constructs

The questionnaire used a Likert scale for perception and attitude-based questions. Joshi
et al. (2015) stated that the Likert scale is a fundamentally psychometric tool in education and
social sciences. The need for identification of the perceived need for quantification is dependent
upon the necessity of transformation of an individual's subjectivity to objective reality.
Although perception, attitude and opinion are qualitative attributes, they can only be
quantitative due to amendment into objectiveness. Joshi et al. (2015) presented the

effectiveness of the Likert scale as the most frequently used psychometric tool in social science
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and education. It is effective because of the ability to transform the subjective response into
objective data, especially for qualitative attributes like attitude and opinion. Tanujaya et al.
(2023) also found it effective to measure attitude by responses to agree or disagree with some
statements. The questionnaire has adopted similar wordings of a Likert scale, like "very
satisfied”. Koo and Yang (2025) stated that by reversing the wording of some items,

participants can be encouraged to provide more accurate answers.

Participants were instructed to rate the responses on a scale from 1 to 5, where 1
indicated least importance or not important at all; 5 indicated a high agreement and high
importance. The format ensured that consistent data was collected.

For instance, how essential is sustainability when shopping for fast fashion? Had the
responses in the form of 1 meant "Not important at all" and 5 meant "Very important”

Questionnaire Measures

The first section was Demographic, which assessed the gender, age and shopping
preferences.

The example questions included “What is your age?” where response options range
from under 18 to 45 to 50

The second section was on Perception and Awareness, which evaluated familiarity
with sustainable fashion and the importance of sustainability while making purchasing
decisions.

The example question included “How important do you think sustainability is for you
when purchasing a fast fashion product?” where responses ranged from “very important” to
“not important at all”

The third section was about Digital channels influence, which explored the influence
of online platforms like social media, brands and brand websites.

The example question included "Which of the digital platforms influence your
purchasing decision?", like online advertisements or social media.

The next section was about Trust and issues, which explored the trust-building factors and the
issues while making brand sustainability claims.

Example questions included "What factors contributed most towards trust building in a
brand sustainability claim?”, like transparency or recommendations from influencers.

The next section included the Influencer's role, which explored the impact of digital

influencers while making purchasing decisions and their qualities.
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The example question included “How influential have digital influences been in
shaping the purchase decisions for sustainable fashion projects?” which ranged responses from
“very influential” to “not influential at all”

The next question included Consumer behaviour, which investigated the frequency
and drivers of fast fashion purchases.

Example questions included “How often do you make fast fashion purchases?”” when
options range from weekly or rarely.

Each construct was divided as per subscriber name, wherever applicable, which allowed
a granular analysis of the participants' responses. For example, the Awareness or perception
subscale was used for capturing familiarity and the perceived importance of sustainability. A
high score indicated a great awareness and prioritising of sustainability. The Digital Channel
subscale, which measured the influence of different platforms, was completed through the
aggregation of individual channels, which calculated the overall influence. The trust subscale
was evaluated by using factors that contribute to trust. High scores represent strong trust in the
sustainability claims of brands. The influencer subscale included the perceived impact of
influencers, where scores indicated levels of credibility and influence as per ratings of the
respondents.

The participants responded by using the Likert scale ratings (1-5) or other categories.
The possible sports were different as per the number of items in every subscale.

Respondents were instructed to select relevant options for every question, whether
responses were captured using the Likert scale for attitude-based questions or category

questions.

3.5 Procedure

The participants were recruited via an online platform and were debriefed about the
study's purposes for the investigation of consumer perception and behaviour relating to
sustainable fashion via a survey link. The survey was redirected to the questions after the
participants acknowledged the consent form, whereby a digital questionnaire appeared before
respondents. The participants accessed the information sheet, which outlined the objective,
duration and confidentiality assurance. The informed consent was digitally obtained by ticking
the consent box. The participants were asked to answer the survey questions sequentially,
which started with demographic questions and moved to other sections. An estimated time of

completion was 15-20 minutes. Written instructions were provided along with questions which
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guided participants about selecting their responses (For example, select all that apply). When
the survey was completed, participants were directed towards a debrief sheet, which explained
the broad objective of the research. Copies of the information sheet, consent form and debrief
sheet are pasted in the appendix.

Data Handling

The survey responses in which more than 50% of the questions were unanswered were
excluded. The data, which showed a clear pattern of inconsistency, like the selection of the
same option across each question with no alignment with the context, was flagged and also
excluded after a review. Thirdly, any duplicate response that was identified through participant
metadata was also removed to maintain validity.

Data Storage

The data was secured in a password-protected protected with access only to the
researcher. The data file was encrypted to prevent any unauthorised access. The hard copies of
data were not secured.

Retention

Complying with GDPR, personal data like email addresses during the survey was not
collected. The raw data shall be retained for 3 years after completion, or the academic year

requirements, after which it shall be deleted.

3.6 Ethics

Ethical considerations ensure participants ' dignity rights and well-being are properly
safeguarded during research (Khan, 2024). Initially, the research approval was taken from the
Ethical Approval Committee of the university (Appendix). The participants were provided with
a detailed information sheet which explained the objectives, Purpose and procedures of the
study. The participants were required to provide the signed consent form electronically by
taking the acknowledgement box before they began the survey. Additionally, the participants'
responses were anonymised to protect their identities. No personal identifiers like contact
details or names were collected to ensure confidentiality, as also stated in Kyngas, Mikkonen
and Ké&aridinen (2020). The data collected was stored securely in an online encrypted platform,

which was only accessible to the researcher.

The participants were also informed withdrawal right, informed consent and the general
data protection regulation.
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3.7 Data analysis

The data, which was collected through the survey, was quantitatively analysed by using
SPSS statistics. This method helped in analysing a large data set through inferential and
descriptive tests. Roni and Djajadikerta (2021) also stated that it can be applied by people with

no experience in technical analysis.

Descriptive statistics included measuring central tendency and dispersion, which were
used for summarising the participants’ demographic and overall responses. Frequency
distribution and percentages were calculated to understand trends among perceived

sustainability, Purchasing intention and brand awareness.

Inferential statistics, including correlation analysis, where Pearson's correlation
coefficient was used for examination of the relationship between perceived sustainability and
digital strategy, purchasing intention and brand awareness. Regression analysis was
incorporated to determine the predictive power of digital strategies on purchasing intentions.

QL1: Pearson school relation coefficient was applied for evaluation of a relationship

amongst digital strategies and perceived sustainability; Digital strategy and brand awareness.

Q2: A descriptive statistic, along with frequency analysis, was used for the
identification of common patterns of trust building and its barriers for brands.

Q3: Regression analysis was used to determine the predictive power of digital

strategies, like influencer marketing, that define purchasing intentions.

This method was chosen for analysis because of the user-friendly interface, as
supported by Rahman and Muktadir (2021), which has made it visible for performing a
complex statistical analysis without any extensive knowledge of programming. Additionally,
this method allows for an efficient handling of survey data and the survey responses were
checked for completeness, where any incomplete or invalid entries were not found. The
Criterion variable and predictor were numerically coded for the statistical analysis, and the tests
were chosen based on the data and research objectives, which ensured that they aligned with

the hypothesis.

Page 44 of 117



4.0 Results

4.1 Descriptive Statistics

Q1 What is your age?

e Under 18
e 18-24
e 25-34
e 3544
e 4550
Statistics
Age
[+ Walid 101
Missing ]
Mean 3.0891
Median 3.0000
Mode 3.00
Std. Deviation 86138

Figure 7 Q1 Descriptive Statistics
Source: Self-Made

56 respondents are of the age 25-34, which means that middle-aged people are
interested in sustainable fashion, possibly due to the information about it on social media, and

the updated codes of ethics.
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Q2: What is your gender?

Male
Female
Non-binary

Prefer not to say

200

Histogram

3.00 4.00 5.00

Age

Figure 8 Q1 Histogram

Source: Self-Made

Statistics
Gender
I Yalid 101
Missing 0
Mean 1.7030
Median 2.0000
Mode 2.00
Std. Deviation 65642

Figure 9 Q2 Descriptive Statistics

Source: Self-Made

6.00

Mean = 3.09
Std. Dev. = 861
MN=101
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The prevalent respondent 52 is female, thus implying that females are more involved

in the issues of sustainability in fashion. Gendered division could influence the perception and

manner of actions regarding fast fashion ethics.

Frequency

Histogram

4.00

Gender

Figure 10 Q2 Histogram

Source: Self-Made

Q3. How do you usually shop for fashion?

e Online
e In-store
e Both Equally

Statistics
HowllsuallyShopForFashion
M Walid 101

Missing ]
Mean 2.3366
Median 3.0000
Mode 3.00
Std. Deviation 81581

Figure 11 Q3 Descriptive Statistics

Mean =170
Stel. Dev. = 656
N=101
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Source: Self-Made

Most respondents (56) purchase online and in-store equally, indicating a two-armed

dependence on the Internet (digital) and physical fashion channels to expose themselves to

sustainability.

Histogram

60 Mean = 2.34
Std. Dev. = 816
N =101

Frequency

50 1.00 1.50 200 250 3.00 3.50

HowUsuallyShopForFashion

Figure 12 Q3 Histogram
Source: Self-Made
Q4: How often do you notice fast fashion brands sharing specific sustainability efforts

(e.g., water savings, carbon reduction) on their websites or apps?
Options:

e Never

e Rarely

e Sometimes
e Often

e Very Often
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Statistics

FrequencyQfoticingFastFashio

I Valid 101

Missing i
Mean 27228
Median 3.0000
Mode 3.00
Std. Deviation 1.01113

Figure 13 Q4 Descriptive Statistics
Source: Self-Made

The greatest number of responses was sometimes (39), which was indicative of
moderate awareness of sustainability communication. This signifies how the digital
touchpoints of the brand messaging are inconsistent regarding sustainable practices.

Histogram

40 Mean = 2.72

Stdl. Dev. =1.011
M=101

30

20

Frequency

10

.00 1.00 2.00 3.00 4.00 5.00 6.00

FrequencyOfNoticingFastFashionSharingSustainability

Figure 14 Q4 Histogram

Source: Self-Made
Q5: How effective do you find digital platforms (websites, social media) in communicating
fast fashion brands' use of sustainable materials?

Options:
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e Not Effective

e Slightly Effective

e Moderately Effective
e Effective

e Very Effective

Statistics
EffectivenessDigiPitfrmsCommi
M Walid 101

Missing 0
Mean 27129
Median 3.0000
Mode 2.00
Std. Deviation 1.19446

Figure 15 Q5 Descriptive Statistics
Source: Self-Made

Slightly Effective has a lead of 29.7%, the possible value of the same being that
consumers would perceive some use to digital sustainability messages, but there is a need to

enhance message clarity and contact.

Histogram

40 Mean = 2.71
Std. Dev. = 1.184
N =101

Frequency

oo 1.00 200 3.00 4.00 .00 6.00

EffectivenessDigiPltfrmsCommunicatingFastFashionSustainability

Figure 16 Q5 Histogram
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Source: Self-Made
Q6: How likely are you to engage with interactive features like QR codes that highlight

a brand’s sustainability efforts?
Options:

e Very Unlikely

e Unlikely
e Neutral / Not Sure
o Likely
e Very Likely
Statistics
LikelihoodEngmntinteractivF eatt
N Walid 101
Missing 1]
Mean 2.8515
Median 3.0000
Mode 3.00
Std. Deviation 1.16950

Figure 17 Q6 Descriptive Statistics
Source: Self-Made

The most 27.7% are Neutral to get involved, which implies being uncertain of

interactive sustainability tools. QR code helps brands achieve credibility and transparency.
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Histogram

40

Frequency

oo 1.00 200 3.00 4.00 5.00 6.00

LikelihoodEngmntinteractivFeaturesHighlightBrandSustainability

Figure 18 Q6 Histogram
Source: Self-Made

Mean = 2.85
Std. Dev. =1.163
MN=101

Q7: How likely do social media campaigns make a great influence on your perception of

a brand’s sustainability?
Options:

e Very Unlikely

e Unlikely

e Neutral / Not Sure
e Likely

e Very Likely

Statistics
LikelihoodSocialMediaCampaig
[ Walid 101

Missing ]
Mean 32376
Median 3.0000
Mode 4.00
Std. Deviation 1.12382

Figure 19 Q7 Descriptive Statistics
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Source: Self-Made

Most responses were obtained in the statement of likely, with 33 responding that social

media has some effect on consumers in regard to sustainability and brand image.

Histogram

40 Mean = 3.24
Std. Dev. = 1.124
N =101

30

20

Frequency

0o 1.00 2.00 3.00 4.00 5.00 6.00

LikelihoodSocialMediaCampaignsinfluencePercptionBrandSust

Figure 20 Q7 Histogram
Source: Self-Made
Q8: Do “behind the scenes” videos showing ethical practices impact your trust in a fast

fashion brand?
Options:

e No Impact

e Slight Impact

e Moderate Impact

e High Impact

e Strong Positive Impact
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Statistics
BehindScenesyideosOnEthicalf

I Valid 101

Missing i
Mean 32178
Median 3.0000
Mode 3.00
Std. Deviation 1.14546

Figure 21 Q8 Descriptive Statistics
Source: Self-Made

There is dominance in the response of moderates with 34 responses, which implies that
ethical imagery has moderate effects on the trust and authenticity of the brands to the

consumers.

Histogram

40 Mean = 3.22
Std. Dev. = 1.145
N =101

Frequency

oo 1.00 200 3.00 4.00 5.00 6.00

BehindScenesVideosOnEthicalPracticesimpactFashionBrndTrust

Figure 22 Q8 Histogram

Source: Self-Made
Q9: How likely are you to believe any sustainability claims made by fast fashion brands

on digital platforms?

Options:
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e Very Likely

o Likely

e Neutral / Not Sure
e Unlikely

e Very Unlikely

Statistics
LikelihoodBelievingSustainahbilit
[ Valid 101

Missing ]
Mean 28416
Median 3.0000
Mode 3.00
Std. Deviation 1.10211

Figure 23 Q8 Descriptive Statistics
Source: Self-Made

The most usual was neutral/not sure (33.7%), which demonstrates the scepticism of
consumers or their indecisiveness in terms of digital sustainability claims, and the necessity of

message Verifiability is pertinent in this respect.

Histogram

40 Mean = 2 54

Std. Dev.=1.102
M=101

Frequency

oo 1.00 200 3.00 4.00 .00 6.00

LikelihoodBelievingSustainabilityClaimsByFastFashionBrnds

Figure 24 Q9 Histogram
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Source: Self-Made

Q10: Is there anything else you consider when evaluating a brand’s sustainability?
Options:

e Ethical labour practices

e Transparency in the supply chain

e Use of eco-friendly or recycled materials
e Sustainable packaging

e Independent sustainability certifications

Statistics
FactorsConsideredEvaluatings.
[ Walid 101

Missing 1]
Mean 25743
Median 3.0000
Mode 3.00
Std. Deviation 1.17768

Figure 25 Q10 Descriptive Statistics
Source: Self-Made

The majority (40), headed by sustainable packaging, highlighting the sustainability of

the packaging work, is a key issue in the trust and sustainability evaluation of consumers.
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Histogram

Frequency

oo 1.00 200 3.00 4.00 5.00 6.00

FactorsConsideredEvaluatingSustainabilityOfBrands

Figure 26 Q10 Histogram
Source: Self-Made

Mean = 2 57
Std. Dev.=1.178
MN=101

Q11: How important is it that brands regularly update their sustainability progress on

websites or social media?
Options:

e Not Important

e Slightly Important

e Moderately Important
e Very Important

e Extremely Important

Statistics
ImportanceBrandsRegularUpda
[ Walid 101

Missing ]
Mean 373y
Median 4.0000
Mode 4.00
Std. Deviation 893

Figure 27 Q11 Descriptive Statistics
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Source: Self-Made

With 48 responses being told under the category of Very Important, the consumers

would like to see sustained and publicised sustainability. Long-term trust cannot be based upon

static claims.
Histogram
50 Mean = 3.73
Std. Dev. = 893
N=101
40
o a0
| =
[
3
o
L
L
20
10
[u]
0o 1.00 2.00 3.00 4.00 5.00 6.00

ImportanceBrandsRegularUpdateSustainabilityProgress

Figure 28 Q11 Histogram
Source: Self-Made
Q12: How often do you notice conflicting sustainability information across a brand’s

digital channels?
Options:

e Never

e Rarely

e Sometimes
e Often

e Very Often
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Statistics
FregquencyMaticingC
I Valid

Missing
Mean
Median
Mode
Std. Deviation

anflictingsu
101
0
2.8703
3.0000
3.00
1.00454

Figure 29 Q12 Descriptive Statistics

Source: Self-Made

'‘Sometimes' with 47.5% portrays a lot of reluctance among platforms, which influences

the reliability of brands and voids the consumer's understanding.

50

40

30

Frequency

20

0o 1.00 2.00

FrequencyNoticingConflictingSustainabilitylnformtionOfBrands

Histogram

3.00 4.00

Figure 30 Q12 Histogram

Source: Self-Made

Mean = 257
Std. Dev. =1.005
=101

Q13: How much does the use of vague terms like “eco-friendly” without evidence

reduce your trust?
Options:

e Notatall
e Slightly
e Moderately
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e Considerably
e Significantly

Statistics
ExtentvVagueTermsLikeEcoFrien
] Walid 101

Missing ]
Mean 3.4752
Median 4.0000
Mode 3.00®
Std. Deviation 112778

a. Multiple modes exist.
The smallest value
is shown

Figure 31 Q13 Descriptive Statistics
Source: Self-Made
The moderate and considerable, with 32 responses each, demonstrate that it minimises
trust. Consumers accept no less in terms of evidence-based sustainability language--ambiguity

raises suspicion and greenwash.
Histogram
40 Mean = 3.48

Std. Dev.=1.128
M=101

30
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ExtentVagueTermsLikeEcoFriendlyWithoutEvidenceReduceTrust

Figure 32 Q13 Histogram
Source: Self-Made
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Q14: How likely are you to trust a brand that does not publish annual sustainability
reports online?

Options:

e Very Unlikely

e Unlikely
e Neutral / Not Sure
o Likely
e Very Likely
Statistics
LikelihoodTrustingBrandsMotPu
[+ Walid 101
Missing 0
Mean 25743
Median 3.0000
Mode 2.00
Std. Deviation 1.04256

Figure 33 Q14 Descriptive Statistics
Source: Self-Made

There were 37 'Neutral’ responses when the respondents were asked to trust a brand
that does not publish annual sustainability reports online. The annual updates make people
unsure in order to be accountable and authoritative.
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Histogram

Mean = 2 57
Std. Dev. =1.043
MN=101

Frequency

oo 1.00 200 3.00 4.00 5.00 6.00

LikelihoodTrustingBrandsNotPublishingAnnualSustainabilityReports

Figure 34 Q14 Histogram
Source: Self-Made

Q15: Do you agree that fast fashion brands are genuinely committed to sustainability

efforts?
Options:

e Strongly Agree

e Agree

e Neutral / Not Sure
e Disagree

e Strongly Disagree

Statistics

FastFashionBrandsGenuinelyCi

I Walid 101

Missing 0
Mean 3.2475
Median 3.0000
Mode 3.00
Std. Deviation 94240
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Figure 35 Q15 Descriptive Statistics
Source: Self-Made

The percentage of responses of Not Sure (38.6 %) indicates a lack of certainty of true
commitment to consumers. The superficial action is regarded as unsatisfactory as businesses
without further responsibility.

Histogram

50 Mean = 3.25
Std. Dev. = 942
N =101

40
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Frequency

20

oo 1.00 200 3.00 4.00 .00 6.00

FastFashionBrandsGenuinelyCommittedToSustainbilityEfforts

Figure 36 Q15 Histogram
Source: Self-Made

Q16: Do you think live Q&A sessions or live streams help address doubts about

sustainability claims?
Options:

e Yes
e NoO
e Not Sure
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Statistics

LiveSessionsStreamsAddressD

I Yalid 101

Missing 0
Mean 21287
Median 2.0000
Mode 3.00
Std. Deviation 81283

Figure 37 Q16 Descriptive Statistics
Source: Self-Made

The most common answer is 'Not Sure," with 49 responses. It allows considering that
interactive sessions may or may not increase transparency, resolve doubts, and create more

trust in brand statements.

Histogram

Mean =213
Std. Dev. = 913
MN=101

Frequency

50 1.00 1.50 200 250 3.00 3.50

LiveSessionsStreamsAddressDoubtsSustainabiltyClaims

Figure 38 Q16 Histogram

Source: Self-Made
Q17: What specific action would make you trust a fast fashion brand more regarding its

sustainability efforts?
Options:

e Regularly publishing verified sustainability reports.
e Showing full transparency about production processes
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e Using third-party certifications (e.g., Fair Trade, GOTYS)
e Providing clear proof of material sourcing and impact

e Featuring real stories from workers and factories

Statistics

SpecificActionsoMakeTrustF astF

I Walid 101

Missing 0
Mean 279
Median 3.0000
Mode 3.00
Std. Deviation 1.07947

Figure 39 Q16 Histogram
Source: Self-Made

The option of using third-party certifications had the most responses at 37, indicating
that consumers regard the validation of third parties as the most trustworthy in determining the

sustainability efforts in fast fashion.

Histogram

40 Mean = 2.79
Std. Dev. = 1.08
1 =101

Frequency

0o 1.00 2.00 3.00 4.00 5.00 6.00

SpecificActionsoMakeTrustFastFashionRegardingSustainability

Figure 40 Q17 Histogram

Source: Self-Made
Q18: How often do you follow digital influencers who promote sustainable fashion?

Options:
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e Very Often
e Often

e Sometimes
e Rarely

e Never

Statistics
FrequencyFollowingDigitalPlatfo
M Walid 101

Missing ]
Mean 2882
Median 3.0000
Mode 3.00
Std. Deviation 1.16006

Figure 41 Q18 Descriptive Statistics

Source: Self-Made
The average of 2.88 and the mode of 3.00 show that sustainable fashion-influencer
followers predominately have the answer of Sustainable fashion flourishing: 1 follow
sustainable fashion influencers to "Sometimes™ with a medium level of variation in the
response (SD = 1.16).

Histogram

40 Mean = 2.88

Std. Dev. =116
M=101

Frequency
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FrequencyFollowingDigitalPlatformsPromotingSustainableFashion

Figure 42 Q18 Histogram
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Source: Self-Made
Q19: How influential are these digital influencers in your decision to buy sustainable

fashion?
Options:

e Not Influential

e Slightly Influential

e Moderately Influential
e Influential

e Very Influential

Statistics

InfleunceOfDigitalinfluencersinB

I Walid 101

Missing 1]
Mean 27228
Median 3.0000
Mode 3.00
Std. Deviation 1.14122

Figure 43 Q19 Descriptive Statistics
Source: Self-Made

A mean of 2.72 and a mode of 3.00 indicate that the respondents tend to rate digital
influencers as having a moderately influential level on their sustainable fashion decisions, with

a moderate level of deviation (SD = 1.14).

Page 67 of 117



Histogram

40 Mean = 2.72
Std. Dev. =1.141
N =101
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InfleunceOfDigitalinfluencersinBuyingDecisionsSustainableFashion

Figure 44 Q19 Histogram
Source: Self-Made

Q20: What qualities make an influencer's sustainability message credible?

e Transparency
e Expertise

e Authenticity
e Relatability

e Other

Statistics
QualitiesMakinglnfleuncersSust:
M Valid 101

Missing ]
Mean 26436
Median 3.0000
Mode 3.00
Stil. Deviation 911497

Figure 45 Q20 Descriptive Statistics
Source: Self-Made
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The mean (2.64) and mode (3.00) show that respondents prefer qualities that are in the
middle ranking, e.g., authenticity or relatability, and the SD (0.91) tells about a slight

asymmetry of perceptions when it comes to influencer credibility characteristics.

Histogram

50 Mean = 2 64

Std. Dev. = 912
=101
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QualitiesMakingInfleuncersSustainablityMesgCredible

Figure 46 Q20 Histogram
Source: Self-Made

Q21 What qualities make an influencer’s sustainability message credible?

e Transparency
e Expertise

e Authenticity
e Relatability

e Other
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Statistics
LikelihoodResearchingBrandss

I Yalid 12

Missing 24
Mean 267
Median 3.00
Mode 14
Sta. Deviation 1.303

a. Multiple modes exist.
The smallestvalue
is shown

Figure 47 Q21 Descriptive Statistics
Source: Self-Made

Generalisation is limited by the low number of responding valid cases (n=12).
Nevertheless, an average of 2.67, with a median of 3.00, indicates a moderate possibility of

conducting research on brand sustainability, even though there is a great variation (SD = 1.303).

Histogram

Mean = 2 &7
Std. Dev. =1.303
MN=12

Frequency

0 1 2 3 4 3

LikelihoodResearchingBrandsSustiabilityEffortsYourself

Figure 48 Q21 Histogram
Source: Self-Made

Q22 After seeing influencer content about sustainability, how likely are you to research

the brand's sustainability efforts yourself?**

e 43.7%
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e 26.2%

e 16.5%
e 9.7%
e 49%
Statistics
LikelihoodPurchasingFastFashi
[+ Walid 101
Missing 0
Mean 2.99M
Median 3.0000
Mode 3.00
Std. Deviation 87463

Figure 49 Q22 Descriptive Statistics

Source: Self-Made
The mean (2.99), median (3.00), and mode (3.00) suggest participants were moderately
likely to research a brand’s sustainability after seeing influencer content, with low variation

(SD = 0.97463).
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Figure 50 Q22 Histogram
Source: Self-Made
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Q23 How likely are you to purchase a fast fashion item because of its sustainability,
based on influencer-generated content?
103 responses

e Very Unlikely

e Unlikely
e Neutral / Not Sure
o Likely
Statistics
WaysinfleuncersBetterPromote s
I Walid 101
Missing 0
Mean 2.9802
Median 3.0000
Mode 3.00®
Std. Deviation 1.09526

a. Multiple modes exist.
The smallestvalue
is shown

Figure 51 Q23 Descriptive Statistics

Source: Self-Made
Q23 demonstrates an objective attitude of 101 respondents (Mean: 2.98; Median/Mode:
3.00) to buy fast fashion as a result of sustainable influencer content. The moderate spread (SD
= 1.095) implicates the even-handed opinions, and the largest part of the answers are
aggregated around the middle point of a 5-point scale.
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Figure 52 Q23 Histogram
Source: Self-Made

Q24 In what ways do you think influencers could better promote sustainable fashion

choices to their followers?

e Being transparent about paid partnerships and sponsorships

e Educating followers on the environmental impact of fast fashion

e Sharing detailed information about sustainable brands and materials
e Promoting second-hand or slow fashion alternatives

e Showing how to style the same outfit multiple ways

Statistics
FrequencyPurchasingFastFashi
[ Valid 101

Missing ]
Mean 3.0693
Median 3.0000
Mode 3.00
Std. Deviation 1.35098

Figure 53 Q24 Descriptive Statistics
Source: Self-Made
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In Q24, the respondents have a moderate agreement (Mean: 3.07; Median/Mode: 3.00)

that influencers can enhance the promotion of sustainable fashion. The SD of 1.36 is an

indication of a diversity of opinions, but the general opinion tends to be around the middle of

the scale.

Frequency

Q25

Histogram

40

oo 1.00 200 3.00 4.00 5.00 6.00

FrequencyPurchasingFastFashion

Figure 54 Q24 Histogram

Source: Self-Made
How often do you purchase fast fashion?
Weekly
Monthly
Every few months
Rarely
Never

Statistics
[fPayMoreFastFashionProductft
M Walid 101

Missing ]
Mean 2.3960
Median 3.0000
Mode 3.00
Stel. Deviation 70823

Mean = 3.07
Std. Dev. =1.351
MN=101
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Figure 55 Q25 Descriptive Statistics

Source: Self-Made
Q25 shows below average fast fashion purchase frequency (Mean: 2.40), but the
Median and Mode of 3.00 indicate that some of the respondents purchase occasionally. The

low SD (SD = 0.708) shows that there is general agreement.
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Figure 56 Q25 Histogram
Source: Self-Made
Q26 Would you pay more for a fast fashion product if it were clearly sustainable? 103
responses
e Yes
e Maybe
e No
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Figure 57 Q26 Descriptive Statistics

Source: Self-Made

Q26 shows a high level of unwillingness to pay more for sustainable fast fashion (Mean
1.79, Median/Mode 2.00). The extreme low standard deviation (SD = 0.408) indicates that
there is a high agreement among the respondents that premium pricing of sustainability should

not be the case.
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Figure 58 Q26 Histogram
Source: Self-Made

Mean =1.79
Std. Dev. = 408
N=101

Q27 How do you perceive the environmental concerns associated with fast fashion

production and their promotion of sustainable products?

Options:

e A serious issue — sustainability claims often distract from the real damage.
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A moderate concern — some efforts are genuine, but more action is needed.

Confusing — it’s hard to tell what’s real and what’s just marketing.

Not very concerning — | believe brands are improving gradually.

Not a concern at all — | trust fast fashion brands to manage it responsibly.

Statistics

EnvironmentalConcernsOnFastf

N Valid 101
Missing ]

Mean 2.0693

Median 2.0000

Mode 1.00

Std. Deviation 1.03206

Figure 59 Q27 Descriptive Statistics
Source: Self-Made

Q27 indicates that the majority of respondents (Mode: 1.00) are very aware of the

environmental impact of fast fashion, but the few above the mean score increase the average

to 2.07. Mixed and skewed concern is indicated by moderate variability (SD = 1.03).

Frequency

Histogram

00 1.00 2.00 3.00 4.00

EnvironmentalConcernsOnFastFashion

Figure 60 Q27 Histogram

Mean = 2.07
Stl. Dev. =1.032
=101
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Source: Self-Made

4.2 Correlation and Regression Analysis

4.2.1 Q4 and Q5: Frequency of noticing sustainability efforts of fast fashion brands on

digital websites and their effectiveness.

Correlations
FrequencyOf Effectiveness
MoticingFastF  DigiPitfrmsCo
ashionSharin mrmunicating
gsustainahbilit  FastFashions
W ustainability
FregquencyOftoticingFast  Pearson Correlation 1 323
FashionSharingsustaina R
bility Sig. (2-tailed) 0o
Sum of Squares and 102.238 38.960
Cross-products
Covariance 1.022 380
[+ 101 101
EffectivenessDigiPlttms  Pearson Correlation 3237 1
CommunicatingFastFash o
ionSustainahility S B L
Sum of Squares and 3B.960 142673
Cross-products
Covariance 380 1.427
[+ 101 101

** Correlation is significant at the 0.01 level (2-tailed).

Figure 61 Q4 and Q5 Correlation Analysis

Source: Self-Made
The correlation (r = .323, p =.001) implies that the more individuals see sustainability
initiatives used by fast fashion companies on digital platforms, the more likely they are to

perceive them as more useful when it comes to conveying sustainability messages.

Model Summaryh

Change Statistics

Adjusted R Stal. Error of R Sguare Sig. F
Model R R Square Square the Estimate Change F Change dff df2 Change
1 323° 104 095 1.13630 104 11.499 1 89 001

a. Predictors: (Constant), FrequencyQfioticingFastFashionSharingSustainahility
b. DependentYariahle: EffectivenessDigiPitfrmsCommunicatingFastFashionSustainability

Figure 62 Q4 and Q5 Model Summary
Source: Self-Made
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The regression model is significant (F = 11.499, p =. 001), and the result demonstrates
that the ability to perceive the existence of sustainability efforts is a predictor of perceived
effectiveness of digital platforms. Nonetheless, the model only accounts for 10.4 percent of the

variance (R 2 = 0.104) and therefore its effect on the variance is relatively small.

ANOVA?
Sum of
Madel Sguares df Mean Square F Sig.
1 Fegression 14.847 1 14.847 11.499 001t
Fesidual 127.826 99 1.291
Total 142673 100

a. DependentWariable:
EffectivenessDigiPitfrmsCommunicatingFastFashionSustainahility

. Predictors: (Constant), FrequencyQfloticingFastFashionSharingSustainability

Figure 63 Q4 and Q5 ANOVA Analysis

Source: Self-Made
The ANOVA findings (F = 11.499, p = .001) provide support for the fact that the
regression model is significant and explains 14.847 units of variance in effectiveness

perceptions, with 127.826 units that are unexplained, which means that the model is meaningful

but has its limitations.
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4.2.2 Q7 and Q8: Effects of efforts such as social media campaigns and "behind the scenes’

videos on ethical practices in shaping perceptions towards brands.

Correlations

LikelihoodSa
cialMediaCa
mpaignsinflu
encePercptio

BehindScens
sVideosOnEt
hicalPractices
ImpactFashio

nBrandsust nBrndTrust
LikelihoodSocialMediaCa  Pearson Correlation 1 356
mpaignsinfluencePercpti o
e e e Sig. (2-failed) =.001
Sum of Squares and 126.287 45772
Cross-products
Covariance 1.263 458
[+l 101 101
BehindScenesYideosOn Pearson Correlation 356 1
EthicalPracticesimpactFa o
shionBrndTrust Sig. (2-tailed) =.001
Sum of Squares and 45772 131.208
Cross-products
Covariance A58 1.312
[+l 101 101

** Correlation is significant atthe 0.01 level (2-tailed).

Figure 64 Q7 and Q8 Correlation Analysis

Source: Self-Made
The nature of the relationship is moderate and statistically significant (r = .356, p <
.001), which implies that the participants who are impacted by the social media campaigns are
also more inclined to trust fashion brands that post behind-the-scenes videos on ethical
practices. (N = 101)

Model Summar;f{l

Change Statistics

Adjusted R Std. Error of R Square Sig. F
Maodel R R Square Square the Estimate Change F Change dft df2 Change
1 356 26 18 1.058567 26 14.328 1 95 =001

a. Predictors: (Constant), BehindScenesVideosOnEthicalPracticesimpactFashionBrndTrust

b. DependentVariahle: LikelihoodSocialMediaCampaignsinfluencePercptionBrandSust

Figure 65 Q7 and Q8 Model Summary

Source: Self-Made
The regression model is statistically significant (F = 14.328, p < .001), indicating that

the behind-the-scenes ethical videos are statistically significant in predicting the likelihood that
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the social media campaigns have on the perception of the brand, but the model only explains
12.6 percent of the variance (R 2 = .126).

ANOVA?
sum of
Model Squares df Mean Sguare F Sig.
1 Regression 15.968 1 15.968 14.328 =001°
Residual 110.329 ] 1.114
Total 126.297 100

a. DependentVariable:
LikelihoodSocialMediaCampaignsinfluencePercptionBrandsust

k. Predictors: (Constant),
EBehindScenesVideosOnEthicalPracticesimpactFashionBrndTrust

Figure 66 Q7 and Q8 ANOVA Analysis

Source: Self-Made
The findings (F = 14.328, p < .001) support that the regression model is statistically
significant, and 15.968 units of variance are explained and 110.329 units of unexplained, which
means that behind-the-scenes videos have significant effects on perceptions that are formed by

social media campaigns.
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4.2.3 Q19 and Q22: Influence of digital influencers in shaping buying decisions and

purchasing fashion content.

Correlations
InfleunceCfDi LikelihoodPur
gitalinfluencer  chasingFastF
sinBuyingDec ashionltemBe
isions3sustain nz5ustBasedl
ableFashion nflContent
InfleunceOfDigitalinfluenc  Pearson Correlation 1 060
ersinBuyingDecisionsSu e
stainableFashion Sig. (2-tailed) 348
Sum of Sguares and 130.238 6.723
Cross-products
Covariance 1.302 067
[+ 101 101
LikelihoodPurchasingFas  Pearson Correlation 080 1
tFashionltemBoozSustBa e
e Sig. (2-tailed) hdg
Sum of Squares and 6723 94880
Cross-products
Covariance 67 50
[+ 101 101

Figure 67 Q19 and Q22 Correlation Analysis
Source: Self-Made

The r =.060, p = .548 is quite a weak positive correlation that indicates that there is no
significant association between the effect that digital influencers have on the purchasing
process, and the probability of purchasing a sustainable fashion item based on the information
provided by the influencer. (N = 101).

Model Summaryh

Change Statistics

Adjusted R Std. Error of R Square Sig. F
Model R R Square Square the Estimate Change F Change dft af2 Change
1 .060° 004 -.006 87775 004 363 1 99 548

a. Predictars: (Constant), InfleunceOfDigitallnfluencersinBuyingDecisionsSustainableFashion
b. DependentVariahle: LikelihoodPurchasingFastFashionlternBrozSustBasedinfiContent

Figure 68 Q19 and Q22 Model Summary

Source: Self-Made
The regression model is not significant (F = 0.363, p = 0.548) with a very weak
correlation (R = 0.060) and only 0.4 percent of the variance is explained (R 2 = 0.004). This
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implies that digital influencers do not play any significant role in predicting the propensity of

consumers to buy sustainable fashion, depending on the content of the influencers.

ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 347 1 347 363 5480
Residual 94643 a9 956
Total §4.9490 100

a. DependentVariable:
LikelihoodPurchasingFastFashionltemBeoozsSustBasedIinflContent

b, Predictors: (Constant),
InfleunceOfDigitalinfluencersinBuyingDecisionsSustainableFashion

Figure 69 Q19 and Q22 ANOVA Analysis
Source: Self-Made

The result of the regression model is not significant, having an F-statistic of 0.363 and
p = 0.548. It accounts for only 0.347 units of variance out of the total of 94.990, which means
that 94.990 units remain unexplained, which means that the model fails to predict the outcome.
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4.2.4 Q11 and Q12: Frequency of noting conflicting sustainability information and the

Importance of brands regularly updating their sustainability progress on websites and social

media.
Correlations
ImportanceBr  Frequencyklot
andsRegular  icingConflictin
LpdateSustai gsustainabilit
nahilityFrogre yinformtionQf
55 Brands
ImportanceBrandsRegul Pearson Correlation 1 203
arlpdatesustainahbilityPr R
ogress Sig. (2-tailed) 042
Sum of Squares and 74782 18.1598
Cross-products
Covariance .ra8 182
[+ 101 101
FrequencyMoticingConflic  Pearson Correlation 203 1
tingSustainahilityinformtio ) )
nCMBrands Sig. (2-tailed) 042
Sum of Squares and 18.188 100.911
Cross-products
Covariance 182 1.009
[+ 101 101

* Correlation is significant at the 0.05 level (2-tailed).

Figure 70 Q11 and Q12 Correlation Analysis
Source: Self-Made

The Pearson correlation between how important brands is in keeping their sustainability
work up to date and how often they notice that there are conflicting messages on sustainability
was statistically significant, with a correlation of r =.203 and p =.042. It indicates that the
participants more interested in receiving consistent information on sustainability by the brand

are also likely to be aware of the inconsistencies regarding digital sustainability statements.

Model Summamtl

Change Statistics

Adjusted R Std. Error of R Square Sig. F
WMaodel R R Square Square the Estimate Change F Change df df2 Change
1 2038 041 031 98862 041 4247 1 59 042

a. Predictors: (Constant), ImportanceBrandsRegularUpdateSustainabilityPrograss
b. DependentVariahle: FrequencyMoticingConflictingSustainabilityinformtionOfBrands

Figure 71 Q11 and Q12 Model Summary
Source: Self-Made
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ANOVA?

sum of
Maodeal Sguares df Mean Square F Sig.
1 Fegression 4151 1 4151 4 247 042°
Residual 86.760 ] AarT
Total 100.911 100

a. DependentVariable: FrequencyMoticingConflictingSustainabilityinformtionSfBrands

. Predictors: (Constant), ImportanceBrandsRegularUpdateSustainabilityProgress

Figure 72 Q11 and Q12 ANOVA Analysis
Source: Self-Made

Additional regressions revealed that the significance of regular sustainability updates
described a small portion of variance (R? = .041, F (1,99) = 4.247, p = .042) in the variable
notices (undermining keep) conflicting sustainability information. Although the relationship is
modest, it signifies the presence of a significant pattern that should be considered in online
brand communication.

4.2.5 Q8 and Q9: Beliefs and trust in sustainability claims of fast fashion brands because of

behind the scene videos of ethical practices.

Correlations
BehindScene LikelihoodBel
sVideosOnEt ievingSustain
hicalPractices abilityClaims
ImpactFashio ByFastFashio
nBrndTrust nBrnds
BehindScenesyideosOn Fearson Correlation 1 -.028
EthicalPracticeslmpactFa e
shionBrndTrust S AR oli 12
Sum of Squares and 131.208 -31515
Cross-products
Covariance 1.312 -.034
[+ 101 101
LikelihoodBelievingSusta Pearson Correlation -.028 1
inahilityClaimsByF astF as e
o El L Sig. (2-tailed) 782
Sum of Squares and -3.515 121.464
Cross-products
Covariance -.035 1.215
[+ 101 101

Figure 73 Q8 and Q9 Correlation Analysis

Source: Self-Made
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The results of the correlation analysis conducted using Q8 and Q9 indicate that the
Pearson correlation coefficient between the perception that fast fashion brands that their claims
about sustainability that are true and the effect of behind-the-scenes videos on ethical behaviour
IS negative and equals -0.028. Such a low negative correlation indicates that there is no
meritorious linear relationship between exposure to ethical behind-the-scenes content and a
rise in the consumer belief in such assertions. The probability value (p = .782) affirms that the
answer is not statistically significant, which is to say that the relationship which is observed
would have easily occurred as a result of chance happening on the sample size of 101

respondents.
Model Summ:m":I
Change Statistics
Adjusted R Std. Error of R Sguare Sig. F
Madel R R Square Square the Estimate Change F Change df1 df2 Change
1 028 001 -.0098 1.10724 001 077 1 98 782

a. Predictors: (Constant), BehindScenesVideosOnEthicalPracticesimpactFashionBrndTrust
b. DependentVariahle: LikelihoodBelievingSustainabilityClaimsByF astFashionBrnds

Figure 74 Q8 and Q9 Model Summary
Source: Self-Made

This conclusion can be further supported by looking at the model summary in more
detail. The R value of 0.028 and R square of 0.001 show that the influence of behind-the-scenes
ethical videos can only explain 0.1% of the difference in the belief in sustainability claims.
Moreover, the adjusted R Square is negative (-0.009), and the model used is not good because
it does not enhance the accuracy of prediction. The predictive capability is also poor (the

standard error of the estimate is equal to 1.10724).

ANOVA?
sum of
Model Squares df Mean Sguare F Sig.
1 Regression 0G4 1 .0g4 07T 782P
Residual 121.371 ] 1.226
Total 121.465 100

a. DependentVariable: LikelihoodBelievingSustainabilityClaimsByFastFashionBrnds

. Predictors: (Constant),
BehindScenesVideosOnEthicalPracticesimpactFashionBrndTrust

Figure 75 Q8 and Q9 ANOVA Analysis
Source: Self-Made
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ANOVA test also gave an F-value of 0.077 and a significance value of .782, which is a
confirmation of there being no statistically significant relationship. Therefore, this type of

video will not increase consumer confidence.

5.0 Discussions

5.1 Use of digital strategies influences the perceived sustainability and brand awareness
of a fast fashion brand amongst UK consumers

This research highlights the fact that relationships between digital sustainability
communication by fast fashion brands and UK consumers are uneasy and sometimes wary. The
model was significant in proving the effectiveness of digital settings like websites and social
media in relaying sustainable efforts to an extent (Q4 and Q5, r =.323, p=.001); however, the
insignificance of the explanatory power (R2 = 0.104) implies insufficient depth of confidence
that consumers have in such initiatives. This corroborates the claims made by Sharma and
Pandey (2023) that, despite the ability to raise awareness existing through digital strategies,
consumer suspicion is still present due to not being deep enough and transparent enough.

Consumers demonstrated moderate reactance to QR codes and behind-the-scenes
ethical videos (Q6 and Q8), but the rating of the belief in sustainability claims did not change
significantly (r = —.028, p = .782). It proves the points expressed by Zhang et al. (2021), who
claimed that online interactions should not be limited to purely formal measures to create real
trust. Their low-level influence indicates that visual strategies fail to change perceptions unless
they are credibly checked, which is in line with Shabbir et al. (2021), who outwardly pointed
out that the brands that stimulate superficial green marketing tactics are frequently perceived
as being unreliable.

On the one hand, social media campaigns weakly affected the perceptions in
combination with ethical visual content (Q7 and Q8, r = .356, p < .001). This is in line with
Gong and Janssen (2020), who indicated that even emotionally appealing information
alongside ethical narrations would help improve brand trust. But since the regression model
only explained 12.6% of the variance, it confirms the finding by Dwivedi et al. (2021) that the
strengths of social media are usually overstated without the governing structural evidence, such
as proven data or third-party certification.

Irregular messaging across digital platforms was also reported by consumers as a
problem (Q11 and Q12, r =.203, p =.042). This supports the results identified by Verma and
Chandra (2022) that disjointed digital communications decrease the levels of brand
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cohesiveness and diminishes the credibility. Brands that either did not update the information
frequently or employed indefinite terms, such as calling themselves eco-friendly without any
corresponding evidence, met suspicion and matched what the literature has identified as
greenwashing, an alarming issue (Rahman & Yadlapalli, 2021).

Moreover, the results supported the fact that brand commitment is still an area under
question, as more than one-third of the respondents do not know whether sustainability claims
are true (Q15). Such reluctance resonates with Singh et al. (2022), who outlined the
discrepancy between the profit-maximisation marketing of fast fashion and the sustainability
performance of the business. The use of influencer content should be combined with
transparency and expertise, which were the top two criteria in terms of credibility (Q20). This
is consistent with recommendations based on Goyal et al. (2021) regarding people increasing
trust in digital spheres.

Although this study supports previous assumptions that digital strategies may be used
as the means of increasing the awareness of sustainability (Sharma & Pandey, 2023; Gong
& Janssen, 2020), it opposes more potent results addressed by Dwivedi et al. (2021) and
Zhang et al. (2021) because the explanatory power here was weak (R 2 <= 0.126). This
discrepancy implies that when unverified and consistent messaging is lacking, UK fast
fashion consumers still remain sceptical in spite of greater exposure.

In summary, digital strategies have the potential to raise brand awareness and lead to
sustainability perception, but that only works as long as they communicate consistently,
evidence-based, and transparently. In the absence of it, the UK fast fashion consumer is

interested, but not convinced.

5.2 Challenges fast fashion brands face while building consumers' trust through

digital channels to promote sustainable purchase intentions

The discussion indicates a multifaceted interaction among consumer awareness, trust,
and digital sustainability messages. According to the descriptive data, a demographic
comprising individuals aged 25-34 years of age, was revealed to be the most receptive by
indicating that middle-aged consumers who tend to frequent digital platforms, inclusive of fast
fashion sustainability claims, are being exposed to it. Nevertheless, the amount of trust is still
tenuous because it lacks coherence, caused by the existence of greenwashing, inconsistent
messages, and ambiguous language. The cases of misleading sustainability claims found in the
literature by Statista (2024) and Jolly and Butler (2024) were also confirmed in the findings-
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47% of the respondents revealed inconsistencies (Q12), with 33.7% recording instances of
indecisiveness whether to believe a sustainability message (Q9), indicating some doubt.
Whereas regular updating related to sustainability was of great importance to many consumers
(48), very few of them regarded digital platforms as efficient (Q5), which highlights the
dissimilarity between expectation and the quality of communication.

This gap was strengthened by correlation analysis and regression analysis. This
relationship between the variables was modest but still statistically significant, r = .323, p =
.001, demonstrating that mere exposure is not enough to generate trust unless intended clarity
and consistency are also there. In just the same way, mixed messages had a really big effect on
trust (r =. 203, p =. 042), which is a note of caution in the article by Adamkiewicz et al. (2022)
details the danger of confusing sustainability terms. Respectively, respondents were
particularly sceptical of ambiguous terms like eco-friendly, lacking substantiation (Q13),
which is in line with the concerns expressed by Evans and Peirson-Smith (2018). Although
such initiatives as behind-the-scenes videos (Q8) did have some effect on trust (r = -0.028, p =
.782), it can be seen that consumers are ready to pay more than lip-service visuals.

Higher methods of interaction (QR codes) were treated with suspicion (Q6), and even
livestream broadcasts created doubt (Q16), which most likely indicates that, in the absence of
transparency, digital attributes cannot guarantee credibility. Marko and Kus (2023) stressed the
importance of environmental education; this result is consistent with the observation that the
third-party certifications (Q17) were the most trusted measure. This implies that messaging
online has to be evidence-based and not brand-led to limit scepticism.

There was also an overestimation of the role of the influencers. Though a significant
portion (31.25%) of the respondents answered that they followed sustainable fashion
influencers sometimes (Q18), the effect of influencers on sustainable purchases (r = .060, p =
.548) was not statistically significant. This disputes the premises in neuromarketing
experiments that influencers may have the ability to naturally elevate the credibility of brands.
Instead of using influence, the respondents preferred authentic and verified content.

Although the current study supports Vassalo et al. (2024) and Back (2017) in terms
of the importance of transparency, it goes against the neuromarketing findings that claim that
an influencer by default contributes to credibility, as it was insignificant in the current
experiment (p = .548). In a similar vein, the humble trust also clashes against the statements
of Adamkiewicz et al. (2022) on how terminology alone might change the perception,

suggesting that verified, third-party evidence might stand in the way of term clarity.
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The discussion supports the publication of Vassalo et al. (2024), Hatley (2021a), and
Back (2017), stating that transparency, ethics, and validated reporting are part of the
fundamentals of building trust. Digital presence and real accountability are a misalignment that
fast fashion brands ought to solve. Consumer trust may not be likely to be stable, therefore
unlikely to have a great effect on digital marketing towards sustainable investments without
standardised evidence-based communication on sustainability.

5.3 Digital influencers and online communication channels benefit from fast fashion
brands and close the gap between sustainability value and the actual purchasing

behaviour of consumers

Survey analysis has revealed a modest but also subtle effect of digital influencers and
online communication channels on consumer behaviour towards sustainable fashion in the fast
fashion industry. Social media campaigns are also recorded to have some influence, although
it is moderate. In particular, 33% of the respondents stated that social media campaigns
significantly contributed to the development of their attitude towards brand sustainability, and
31.1% felt neutral. This observation is congruent with Leenders (2019) stating that the potential
of Instagram influencers to stimulate sustainable fashion consumption needs to be questioned,
and exposure does not necessarily lead to behavioural change. Whereas Ge (2024) reported the
increasing trend of sustainability communications led by influencers, our results suggest that

the rise might not be followed by the corresponding change in consumer attitude or behaviour.

When it comes to a behavioural aspect, the proportion of those respondents saying that
they often follow digital influencers who promote sustainable fashion was 15.5% and only
11.7% said they do so very often. This means that there is a small number of people interested
in it, even though the literature by Banyt et al. (2023) and Rosely et al. (2024) suggests that
influencers possess a high potential of causing behavioural changes both through hedonic and

utilitarian appeals.

In the literature, perceived authenticity and relatability can determine the effectiveness
of influencers (Revlon-Chion et al., 2020). However, this was not a complete reflection in the
survey. Although 34% of the respondents stated that influencers had a moderate effect on their
purchasing decisions on sustainable fashion, 22.3% of them said the effect was strong. This
implies that despite the potential of influencer marketing, it is subject to the actual audience

connection and long-term engagement.

Page 90 of 117



The three qualities pointed out by the respondents as making influencer
communications credible are authenticity, transparency, and expertise. This supports the results
of Revlon-Chion et al. (2020) and Liu (2022), who suggest that trustworthiness is more
important than aesthetics or the number of followers in creating influence. Nonetheless, there
formed a discrepancy between identifying reputable influencer characteristics and brand-
related statements- 43.7% of subjects were uncertain whether they would personally research

the sustainability efforts of a brand.

Regressions and correlations strengthened further the moderate role of influencers. The
relationship between the influence of digital influencers on purchase decisions and the
sustainable fashion purchases was very loose (r =.060) and statistically insignificant (p = .548).
It was also not significant that the regression model explained an important variance (R2 =
.004, F =.363, p =.548), and therefore, the impact of influencers does not significantly predict
sustainable purchasing behaviour. These results agree with the findings of Johnstone and Lindh
(2022), who indicated that internalising sustainable consumption values requires personal
engagement with influencers. To know what can trigger change, the participants stated that
change may be caused by educational material, including information on the environmental
impacts and the promotion of second-hand fashion. This resonates with Cayaban et al. (2023),
who insisted on incorporating sustainability messages into the wider digital plans as opposed

to using only the superficial influencer material.

As the researches (Banyt teles et al., 2023; Rosely et al., 2024) conducted before
concentrate on the compelling potential of influencers to change sustainable fashion
behaviours, the current one is closer to Leenders (2019) and Johnstone and Lindh (2022) in
the finding of no significant behavioural change (p = .548). This contradiction creates a hint
that unless communications have the authenticity, transparency, and evidence-message, the

mere influencer reach is not enough to link awareness to real sustainable purchase behaviour.

Lastly, even though 31.1% of the respondents reported that they could buy fast fashion
due to the content of influencers, 32% were neutral, and 19.4% reported not being interested.
These statistics reflect the warnings that digital advocacy can create awareness without ethical
consumption, expressed by Bailey et al. (2022) and the Environmental Audit Committee
(2019). Third-party certifications as a transparency tool were seen as a trust-adding tool, and

are not currently used enough in influencer campaigns.
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Overall, the results argue in favour of a multi-dimensional strategy, which incorporates
credible collaborations, open communication, and evidence-based narration to establish

conscious consumer behaviour via digital mediums.

The research results confirm H1, since frequent digital updates (Q11) and evident
sustainability actions (Q4, Q5) helped influence consumer attitudes positively, which proves
the fact that digital strategies contribute to brand awareness. H2 is confirmed with the high
level of scepticism regarding unspecific promises (Q13), mixed messages (Q12), and low faith
in online content (Q9) as evidence of distrust of fast fashion brands. H3 is, however, not
strongly established where influencers were followed moderately (Q18), but the influence on
the purchase was not significant (r = .060, p = .548), meaning it was not significant that using

influencers as an individual measure changes consumer purchase to sustainable fashion.

6.0 Conclusions and Recommendations

6.1 Summary of findings

The present research was aimed at exploring how the digital channels promote
sustainability for enhancing brand awareness. While influencing consumer purchasing
intentions in the UK fast fashion. The data was collected through a structured survey and
analysed through SPSS.

The findings have revealed that digital strategies, like social media or websites, have
been widely used for promoting sustainability. Digital platforms can utilise digital trust
mechanism whereby they can track consumer perception and strategise accordingly. But their
actual impact on consumer behaviour or perception has found to be limited in the current study.
While 64.1% have expressed their openness to sustainable fashion, only 20.4% would pay
more, which indicated an attitudinal and behavioural gap. Similarly, the brands are investing
in social media for content, but few respondents found it moderately effective, which
challenged observations of Makrides et al. (2020) and Zhao et al. (2022).

The study has contributed as it offered a critical empirical counterpoint to overly
optimistic views in the existing literature. This aligns with Hesse and Rundau (2023) and
Papasolomou et al. (2022), who have pointed out a behavioural inconsistency and low salience,
but contrasts with studies by Ge (2024) and Azhar (2024), who have highlighted the growing

importance of engagement and digital influence.
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Trust building is a challenge because of ambiguous language, fragmented
communication, greenwashing and lack of transparency, which has hindered credibility. 33%
consumers trust the claims made by brands, but 47.6% have observed inconsistency in
communication. The digital influencers have also shown only a moderate influence on
sustainable consumption, where 15.5% have frequently followed them. Though transparency,
education and authenticity are observed as impactful content, the actual behavioural change is
really limited. Thus, digital channels are showing potential but are only underutilised or
ineffectively executed. An effective sustainability promotion of fast fashion will require
consistent communication with transparency and a genuine influence of partnership for

bridging the value-action gap.

6.2 Linking with Objectives

6.2.1 To explore the use of digital strategies influencing the perceived sustainability and
brand awareness of a fast fashion brand amongst UK consumers.

The research addressed the first objective partially. The findings revealed that strategies
like social media immersive tools or websites are being used by the brands, but the perception
of the effectiveness amongst the consumers is underwhelming. While studies such as Azhar
(2024); Eleftherakis et al. (2018) have suggested that there is a strong potential, the findings
have pulled me to reflect on rare communication reflecting the disconnection of the audience

or strategy.

6.2.2 To identify the challenges fast fashion brands face while building consumers" trust
through digital channels to promote sustainable purchase intentions.

This objective was addressed because the study has identified key challenges like
inconsistent communication, greenwashing, and lack of transparency. The number of
respondents who trusted the sustainability claims of brands was only 33% with almost half
reporting inconsistent messages. Such results are consistent with existing works that denounced
vague or deceptive sustainability communication within the fast fashion sector. The research
successfully united how the issues are eroding consumer trust and impacting purchase
intentions. The low trust levels have indicated failure of current brand strategies, but the future
efforts might prioritise a consistent omnichannel communication, regular reporting and

interactive content for building credibility.
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6.2.3 To understand how digital influencers and online communication channels benefit
fast fashion brands and close the gap between sustainability value and the actual

purchasing behaviour of consumers.

The objective was also partially addressed because the influencers were found to have
moderate influence, where only a minor respondent have regularly followed them for fashion
advice. Although there is potential, influencer-led content would lack the deep behavioural
impact that reflects a gap between action and awareness. The success will rely upon
confirmation of influencers' limited effectiveness, especially if they lack authenticity. The
future strategies should involve a credible influencer who will prioritise education,

transparency for better influence.

6.3 Policy implications

The findings suggested that the current communication about sustainability claims has
lacked credibility and effectiveness, which has necessitated target policy interventions. The
regulatory bodies and stakeholders will benefit by mandating a clearer disclosure, third-party
certifications, transparency for combating greenwashing and inconsistent communication.

Practically, the brands should invest in consistent omnichannel strategies and storytelling.

6.4 Limitations and Future Research

Limited sample size may have affected the results of the study since it made the
generalisation of the study findings become limited to the wider population of consumers in
the UK. It also limited the scope to fast fashion, avoiding any possibility of comparison to other
segments of the fashion industry that can come as different with respect to sustainability. This
also hindered the longitudinal observation since changes in attitudes/behaviours over time
could not be measured due to time constraints. This could have led to the low explanatory
ability and could not have led to further understanding of long-term effects of digital

sustainability strategies.

Future studies might overcome such limitations by increasing the sample size to make
it more representative and involving more age and demographic groups among multinationals
and by increasing the study period to record the changes in consumer attitude. Increased

geographic representation in the UK and longitudinal designs might be used to monitor the
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changes better in three parameters namely trust, awareness and sustainable purchasing

behaviour.

6.5 Recommendations

The brands that face similar issues like poor engagement, low trust and disconnection
of sustainability messages, consumer behaviours are recommended to focus on consistent,
transparent and engaging communication strategies. It is recommended to avoid greenwashing,
collaboration with credible influencers, and regular update on sustainability efforts that might

reflect authentic values.

It is also recommended to use interactive tools like video (behind the content) scenes,
third-party certifications that increase trust, which is also aligned with Hately (2021a), who has
aligned real behavioural changes and digital communication with honest and continuous

updates for building consumer confidence.

The research results revealed that although digital approaches enhanced the
awareness regarding brands, they lacked reliable evidence-based evidence that enhanced
their credibility in answering RQ1. As such, to enhance the sense of authenticity, brands are
advised to incorporate third-party certifications and ascertained sustainability measures in
online material. In the case of RQ2, because 47 percent of the respondents were witnessing
discrepancies in the messaging of the sustainability claim, brands ought to avoid using vague
claims such as being eco-friendly and substitute these with direct, proven statements by
regularly updating in a more transparent manner. In the case of RQ3, since the influencer
effect on purchasing behaviour failed to be significant (p = .548), shift to repositioning
influencers as sustainability educators by discussing informative content pertaining to
environmental impacts and second-hand fashion, with a focus on authenticity, transparency,
and expertise will help bridge this divide between consumer values on sustainability and
their purchases.

The fast fashion brands should also position themselves such a way that it promotes
emotional branding whereby people would associate buying from these companies with
positive contribution to the planet. This way, the brands would be able to sell sustainable

fashion items at a slightly higher price by taking consumer psychology into account.
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Appendix

Survey Responses

What is your age?
103 responses

@ Under 18
@ 18-24
® 25-34
@ 3544
@ 45-50

What is your gender?
103 responses

® Male

® Female

@ Non-binary

@ Prefer not to say

38.8%

How do you usually shop for fashion?
103 responses

@ Online
@ In-store
@ Both Equally
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How often do you notice fast fashion brands sharing specific sustainability efforts (e.g., water

savings, carbon reduction) on their websites or apps?
103 responses

@ Never
® Rarely
@ Sometimes
@ Often
@ Very Often

How effective do you find digital platforms (websites, social media) in communicating fast fashion
brands’ use of sustainable materials?

103 responses

@ Not Effective

@ Slightly Effective

@ Moderately Effective
@ Effective

@ Very Effective

How likely are you to engage with interactive features like QR codes that highlight a brand’s

sustainability efforts?
103 responses

@ Very Unlikely
@ Unlikely
@ Neutral / Not Sure

® Likely
@ Very Likely
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How likely do social media campaigns make a great influence on your perception of a brand’s

sustainability?
103 responses

@ Very Unlikely

® Unlikely

@ Neutral / Not Sure
® Likely

@ Very Likely

Do “behind the scenes” videos showing ethical practices impact your trust in a fast fashion brand?

103 responses

How likely are you to believe any sustainability claims made by fast fashion brands on digital

platforms?
@ Very Likely
14.6% ® Likely
@ Neutral / Not Sure
@ Unlikely
@ Very Unlikely

® No Impact

® Slight Impact

@ Moderate Impact

@ High Impact

@ Strong Positive Impact

103 responses
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Is there anything else you consider when evaluating a brand'’s sustainability?
103 responses

@ Ethical labor practices

@ Transparency in the supply chain

@ Use of eco-friendly or recycled materials
@ Sustainable packaging

@ Independent sustainability certifications

How important is it that brands regularly update their sustainability progress on websites or social

media?
@ Not Important
@ Slightly Important
@ Moderately Important
46.6% 18.4% @ Very Important
@ Extremely Important

103 responses
How often do you notice conflicting sustainability information across a brand's digital channels?

103 responses
@ Never
18.4% ® Rarely
: @ Sometimes
‘ @ Often
47.6% @ Very Often

4
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How much does the use of vague terms like “eco-friendly” without evidence reduce your trust?
103 responses

@® Not at all

@ Slightly

@ Moderately
@ Considerably
@ Significantly

How likely are you to trust a brand that does not publish annual sustainability reports online?

103 responses

@ Very Unlikely

@ Unlikely

@ Neutral / Not Sure
@ Likely

@ Very Likely
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Do you agree that fast fashion brands are genuinely committed to sustainability efforts?

103 responses
38.8%

Do you think live Q&A sessions or live streams help address doubts about sustainability claims?

103 responses
® Yes
48.5% ® No
@ Not Sure

@ Strongly Agree
©® Agree

@ Neutral / Not Sure
@ Disagree

@ Strongly Disagree
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What specific action would make you trust a fast fashion brand more regarding its sustainability

efforts?
103 responses

@ Regularly publishing verified
sustainability reports

@ Showing full transparency about
production processes
8.7% @ Using third-party certifications (e.g., Fair
Trade, GOTS)
@ Providing clear proof of material
sourcing and impact

® Featuring real stories from workers and
factories

How often do you follow digital influencers who promote sustainable fashion?
103 responses

@ Very Often
@ Often
@ Sometimes
® Rarely
@ Never

How influential are these digital influencers in your decision to buy sustainable fashion?

103 responses
@ Not Influential
@ Slightly Influential
@ Moderately Influential
® Influential
@ Very Influential
20.4%

19.4%
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What qualities make an influencer’s sustainability message credible? (Select all that apply)
103 responses

@ Relatability
@ Expertise

@ Transparency
@ Authenticity
@ Other

What qualities make an influencer’s sustainability message credible? (Select all that apply)
69 responses

Relatability 35 (50.7%)
Expertise
Transparency 53 (76.8%)
Authenticity 46 (66.7%)
Other

After seeing influencer content about sustainability, how likely are you to research the brand's

sustainability efforts yourself?
103 responses

@ Very Unlikely

@ Unlikely

@ Neutral / Not Sure
® Likely

@ Very Likely

4
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How likely are you to purchase a fast fashion item because of its sustainability based on

influencer-generated content?
103 responses

@ Very Unlikely

® Unlikely

@ Neutral / Not Sure
® Likely

@ Very Likely

In what ways do you think influencers could better promote sustainable fashion choices to their

followers?
103 responses

&

How often do you purchase fast fashion?
103 responses

® Sharing detailed information about
sustainable brands and materials

® Promoting second-hand or slow fashion
alternatives

@ Being transparent about paid
partnerships and sponsorships

@ Showing how to style the same outfit
multiple ways

@ Educating followers on the
environmental impact of fast fashion

@ Weekly

@ Monthly

@ Every few months
@® Rarely

@ Never
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Would you pay more for a fast fashion product if it was clearly sustainable?
103 responses

® Yes
® Maybe
@ No

How do you perceive the environmental concerns associated with fast fashion production and their

promotion of sustainable products?
103 responses

@ A serious issue — sustainability claims
often distract from the real damage.

@ A moderate concern — some efforts are
genuine, but more action is needed.
@ Confusing — it's hard to tell what's real
EE— and what's just marketing.
@ Not very concerning — | believe brands
are improving gradually.
@ Not a concern at all — | trust fast
fashion brands to manage it responsibly.
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