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[bookmark: _Toc72931356]Abstract 


The aim of the dissertation was to analyse the impact influencers had on the fast fashion industry, honing in on the need for greater sustainability. The effects of fast fashion and rising consumer consumption due to an increase in influencer marketing has been delved into in great depth allowing a focus for how sustainability could be achieved across the industry. 
The researcher conducted an extensive literature in three main areas of the research topic; fast fashion, influencer marketing and sustainability. This enabled in-depth knowledge and understanding of the behaviours of influencers and how this contributes to the fast fashion problem, opening avenues for ways to improve sustainability. Such literature enabled the researcher to justify the interview design.
The primary research was conducted through interviews via email with ten participating interviewees who were all within the 18-25 demographic and experienced fast fashion shoppers. The research results generally supported that of the literature review conducted which found influencer marketing does impact purchasing habits among fast fashion shoppers through increased purchasing and impulse buying habits. The literature review also discovered an attitude behaviour gap whereby consumers recognise the harmful impacts of fast fashion however, continue to purchase. Results found that interviewees are heavily influenced by personalities online, leading to unplanned purchases. Additionally, interviewees were aware of the environmental impacts generated through fast fashion consumption, however remained regular shoppers for fast fashion companies, supporting the attitude behaviour gap in the literature review. Methods sustainable companies could use were highlighted, allowing for recommendations to be made to improve sustainability within the fashion industry. 
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[bookmark: _Toc72931357]1.0 Chapter One: Introduction
1.1 [bookmark: _Toc72931358]Introduction

This dissertation aims to understand the impact influencer marketing has on the fast fashion industry and the need for sustainability. While there is a multitude of research on the power of influencers and fast fashion consumerism, there is a gap regarding the interest in sustainability and sustainable influencers for fast fashion consumers. 

In 2019 the fast fashion industry was worth $36 billion, compared to $22 billion in 2009 (Sabanoglu, 2021). Additionally, Instagram has the highest engagement rate across all social media for the fashion industry (Marketing Expert, 2020). Therefore, the link between using Instagram for fashion and the fast-fashion problem should be investigated to understand the current strains and how greater sustainability can reduce the harmful effects.

1.2 [bookmark: _Toc72931359] Background
Samani, Sandin & Peters (2017) explain how the fast fashion model is based upon the rapid production times of garments inspired by the latest trends, at the expense of poorer quality and shorter lifespans. Fast fashion began to emerge in the 1990s when brands began to create 'fashion focussed' clothing creating more styles and new trends (Strahle & Erhardt, 2016). This has led to the present-day whereby consumer lifestyles demand constant new fashion, straining production processes (ibid). Despite numerous factors facilitating fast fashion, environmental and human factors will be the main focus. O’Neill (2020) discusses how globalisation has enabled fashion companies to move production to LMICs, however, this often exploits workers through poor wages and working conditions. However, packed factories and overworked employees are the only way for fast fashion companies to keep up with high demands and constant new trends (ibid).

The demand for fast fashion has only got stronger with a rise in social media marketing via influencers who encourage people to buy more (Symington, 2020). Influencer marketing consists of people- “influencers” who boast a large following online and are therefore able to use this position to promote products sent to them from businesses (Veirman, Cauberghe & Huddersfield, 2017). The 16-24 age group are said to be most persuaded by influencers online with a 13% annual increase for influencer encouraged purchases among this demographic (Williams, 2019). Additionally, 18-24 year olds are fast fashions main consumer group (Zhang, Zhang & Zhou, 2021). Therefore, with popularity for influencers and fast fashion within the same demographic, combining the two is likely to have an impact on purchasing habits and consumption. 

As a result of fast fashion and influencer marketing, consumers are purchasing clothing 400% more than in the 1990s due to increasing demand and trends (Morgan, 2015). Additionally, Revlon-Chion, Bolat & Liang (2020) conducted a survey whereby it was discovered that 57% of respondents are likely to buy something impulsively if they see it on social media. Indulging in overconsumption in this way has resulted in 80 billion clothing garments being produced annually with 75% ending up in landfill (Chung, 2016). Such overconsumption and consequential environmental impacts creates a need for greater sustainability within the industry, however, increased social media presence makes this more difficult with younger generations being encouraged to buy more (Williams, 2019). Sustainability is about incorporating environmental, social and economic impacts into the decision-making process (Farley & Smith, 2020). Within fashion, sustainability is about slow fashion, whereby production times are realistic, working conditions are good and clothing is ethical (Henninger, Alevizou & Oates, 2016). 
1.3 [bookmark: _Toc72931360]Rationale 
The fashion industry is being called out for its unsustainable nature. Bramley (2020) discusses how fashion trade bodies in the UK and the US are demanding changes including limiting the number of collections designed per year and becoming more environmentally and socially sustainable to reduce their negative impact and create better relationships with consumers. However, as social media grows, the blame for overconsumption has shifted from consumers to influencer marketing with 73% of 18-24-year-olds blaming the fast fashion rise on influencers (Jahsan, 2019). The fashion problem has gained attention with academics with literature aiming to understand the current problem, working towards sustainability. Sterns (1962) impulse buying theory gains an insight into the psychology behind why consumers are purchasing rapidly and without consideration. However, academics have argued that even with greater sustainability amongst influencers that if consumption continues at the current high rates through increased demand and impulse buying behaviour, sustainability will not be achieved. 

Tapping (2014) states that fast fashion is aimed at younger age groups with lower income due to the cheap nature of the clothing. Research has found that fast fashion consumers are conscious of the environment with 52% of fashion consumer wanting a more sustainable industry, however, only 29% would pay more for an ethical piece, which could be attributed to their younger age and therefore, lower income (Moore, 2019). Further research has been conducted on the need for more sustainable influencers with academics believing it could make a difference (McKewon & Shearer, 2019). 

However, there is a lack of understanding on whether fast fashion consumers are interested in sustainable influencers and the factors fast fashion consumers require to transition to more sustainable consumption. This enables trends to be created and recommendations to be made to aid the fashion industry in their change to sustainability. 
1.4 [bookmark: _Toc72931361]Aims and Objectives 

The overarching aim of the dissertation is to analyse the impact influencers have on fast fashion consumption with a focus on aiming for greater sustainability within the industry. To achieve this aim, the research will consist of four objectives: 

1. To conduct an extensive literature review on how influencer marketing contributes to fast fashion.  
2. To conduct primary research to understand whether fast fashion customers are interested in greater sustainability within the fashion industry.
3. To analyse data collected to understand the behaviour of fast-fashion consumers and whether they believe there is a need for sustainability within the fashion industry.
4. To summarise findings, make recommendations and understand the limitations of the study.

1.5 [bookmark: _Toc72931362]Structure
To achieve the stated objectives, the research will consist of five chapters. 
Chapter one is the background section providing a backstory to the themes of the dissertation. This also includes a rationale as to why the research is necessary and an outline of the researcher's aims and objectives. 
Chapter two is a literature review on the topics of influencer marketing, fast fashion and the need for sustainability. This will provide the researcher with relevant information regarding the topics allowing for an in-depth analysis of the current problems within the fashion industry alongside the identification of research gaps. This sets up the methodology discussed in chapter three which aims to address the gap. 
Chapter three sets out the research design and methodology, justifying the primary technique selected by the researcher to contribute to the gap found, enabling analysis for the following chapter.
Chapter four will use the methodology discussed in the prior chapter to analyse the primary data collected allowing for trends and themes to emerge using qualitative data analysis software. 
Chapter five will conclude the research, providing an overview of the main findings collected, future recommendations, limitations of the study and a self-reflection for the researcher. 

1.6 [bookmark: _Toc72931363]Conclusion

Chapter one has introduced the research, supplying background to the research topics and a rationale justifying how the study can help to mitigate the trends within the fashion industry aiming for greater sustainability. Additionally, aims and objectives have been stated. 

The next chapter will discuss and analyse existing literature to provide a greater understanding of the topics discussed in chapter one. 


[bookmark: _Toc72931364]2.0 Chapter Two: Literature Review
[bookmark: _Toc72931365]2.1 Introduction 
The role of this chapter is to analyse academic literature surrounding the link between influencer marketing and fast fashion through changing buyer behaviour. This will be achieved by reviewing literature from academic journals, textbooks and online articles to further knowledge on how consumer’s consumption is and the problems created regarding fast fashion. This will help to underpin the research chapter for this dissertation. The literature review will satisfy the following research objective: 

Objective one: To conduct an extensive literature review on how influencer marketing contributes to fast fashion.  

This chapter will focus on understanding what influencer marketing is including its use and how it is effective to understand techniques required for persuasion. Understanding the appeal of fast fashion to consumers alongside environmental and human impacts of fast fashion to highlight the need for sustainability will be researched. The attitude-behaviour gap for fast fashion consumers will be further reviewed showing there is an understanding of the negative impacts of fast fashion, providing hope for sustainability. Finally, the effect of influencer marketing on fast fashion will be analysed, looking at buying behaviour including impulse buying the disposable nature of clothing to show the power of influencers and how they feed the current fashion dilemma.  

[bookmark: _Toc72931366]2.2 Understanding Influencer Marketing 
[bookmark: _Toc72931367]2.2.1 Use of Influencer Marketing 
It is important to understand how and why consumers trust influencers to gain a better understanding of why influencer marketing is successful and how it could be adapted to promote greater sustainability. Balaban & Mustatea (2019) found that for influencer marketing to be successful, the influencer and follower must share similarities to feel connected. Therefore, influencers need to be relatable to their followers so that a relationship can be built to increase purchase intention. Kapitan & Silvera (2015) support this, stating that characteristics such as similarity and likability allow greater persuasion onto the consumer. Influencers appear relatable by emerging as normal, approachable people on their profiles, connecting with followers through shared experiences making their lifestyle appear more achievable than a-class celebrities (Schaefer, 2019: McRae, 2017). Chae (2017) found that among females, such relatable and similar characteristics between the two parties result in the followers aspiring to be like the influencer which (Ki & Kim, 2019) believe creates a desire to mimic, generating in the purchase of products. 

[bookmark: _Toc72931368]2.2.2 Trust in the online environment 
Bock et al (2012) state that trust is important for e-commerce businesses to gain sales and increase purchase intention. Gefen & Straub (2004) explain that trust can be achieved by creating a social presence to achieve personal and human contact. Therefore, an influencer who acts as a middleman between businesses and consumers (Gustavsson, Nasir & Ishonova, 2018) is an ideal approach to give an online store a personal touch to improve trust. Influencers are paid to promote products from a brand (Oliveira, Barbosa & Sousa, 2020) questioning the credibility of their opinions, however, by regularly creating content and focusing on a relationship with followers, influencers can gain their trust (Woods, 2016). Additionally, there is an increased trust for influencers compared to high ranking celebrities as influencers incorporate products into their daily life making their opinions appear more authentic to the consumer improving trust (Schouten, Janseen & Verspaget, 2019). Jankowski (2019) explains the difference between the two with celebrities being admired for talent such as movie performances whereas influencers are followed for their expertise in a favoured topic of the consumer.  Forrester (2019) states that the target market for influencer marketing is 18-25, with 58% trusting influencers more than friend’s opinions, demonstrating their power (Forrester, 2019). Russel & Rasolofoarison (2017) conclude that this perceived trust for influencers opinions and recommendations is due to influencers demonstrating how to use the products rather than promotion through commercial environments creating a positive impression for the consumer. 

[bookmark: _Toc72931369]2.3 Understanding Fast Fashion and its Consumers
[bookmark: _Toc72931370]2.3.1 Fast Fashion Consumer Characteristics 
Bhradwaj and Fairhurst (2010) describe the fast fashion consumer stating that younger consumers prefer cheap and fashionable clothes whereas older consumers are drawn towards high-quality products and are less concerned about trends. Michaela (2015) believes that fast fashion is ideal for those who are fashion conscious and eager to try new products. Therefore, fast fashion is arguably ideal for the fashion conscious as it allows for quick production and design timeframes, exploiting upcoming trends and customer demands (Cachon & Swinney (2010). Furthermore, fast fashion companies are heavily inspired by designer fashion runways for the creation of their new lines to be sold to the larger population (Chakraborty, Hoque & Kabir, 2020). This enables consumers to get designer inspired items for a fraction of the price while remaining on-trend. Lambert (2014) argues the irresponsibility of chains creating knock-off designer items, enabling the research and development and design processes to be shortened meaning pieces can be produced quicker, putting workers under stress. Pacheco (2018) states that fast fashion companies heavily rely on influencers to promote their products, meaning that consumers who admire influencers are more exposed to fast-fashion pieces, increasing fast fashion consumption. 

[bookmark: _Toc72931371]2.3.2 Long Term Effects of Fast Fashion
The fashion industry is the second largest cause of pollution in the world due to poor environmental awareness after shifting production to LMICs (Abdulgadir & Abdulagadir, 2020). While some argue that fast fashion is beneficial as it has allowed stylish clothes to become accessible to all social classes and to those unable to afford sustainable fashion (Atkinson, 2020), this is often at the expense of the environment (Bick, Halsey & Ekenga, 2018). The fast production of clothing results in hazardous environmental conditions. Khan & Malik (2014) state that dyes used on fabric are often released into local water systems creating a toxic water source that can harm wildlife and the local community. This environmental damage often occurs in LMICs where large corporations manufacture to exploit profits by lowering costs (Arrigo, 2013). Thorisdottir & Johannsdottir (2019) explain that due to fashion brands marketing strategies, clothing is often thrown away despite being in good condition which often ends up in LMICs clogging rivers (Bick, Halsey & Ekenga, 2018). Ferrer & Katanich (2020) discuss how fast fashion sells cheap due to workers working below minimum wage, estimated at £3.50 per hour. Furthermore, workers often work 10-14 hours per day in poor conditions leading to injuries without access to trade unions (Labour Behind the Label, 2021). These factors enable fast fashion companies to keep costs minimal, allowing for cheap prices. While unethical, the business’ viewpoint is to make profit, and their model is based upon lower costs rather than high consumer prices. Knowledge on fast fashion production processes could be used by influencers to educate their followers on the effects of fast fashion consumption to move towards change. Henninger, Alevizou & Oates (2016) argue that upcycling fashion should be promoted by brands to encourage greater sustainability. Sustainability can be improved by using the cradle to cradle whereby a product has multiple lives, instead of being wasted, materials can be reused (Braungart & McDonough, 2008). Furthermore, lists for materials should be made including ‘X’ for toxic materials, ‘grey’ for materials that are not desirable but can be worked with until a better alternative and ‘p’ which is for the good, preferred materials to help become more sustainable (ibid). 

[bookmark: _Toc72931372]2.3.3 The Attitude-Behaviour Gap 
Kim & Oh (2020) state that there is an increasing interest in sustainable fashion brands due to the negative connotations associated with fast fashion. Bertram & Chi (2017) explain that consumers are not as educated on the effects of fast fashion production compared to unnecessary product packaging, proving limited awareness of the problem. Joergens (2006) draws attention to the gap between consumer’s concerns and the actions they exhibit, stating that they do not always correlate. This difference in belief and action is known as the attitude-behaviour gap whereby a consumer claims to have strong ethical and environmental values, however, their purchase history does not match (Perry & Chung, 2016). White, Hardisty & Habib (2019) provided data supporting this gap, with 65% of respondents wanting to buy from brands that promote sustainability, however, only 26% have this attitude when purchasing. Lee et al. (2020) also found a large attitude behaviour gap concluding that fashion consumers do not alter their fashion demands for the sake of being sustainable. However, over the coronavirus pandemic, 18-25-year-olds; the same demographic responsible for fast fashion sales, have adopted a ‘buyer less, buy better’ attitude showing the gap can close. (Yang, Song & Tong, 2017; Elan, 2020) McKewon & Shearer (2019) argue the gap could be closed through the use of influencers promoting sustainable fashion, explaining that if the influencer enforced trust with followers that they could create a positive attitude regarding sustainability. 

[bookmark: _Toc72931373]2.4 The Impact of Influencers on Purchasing Habits
[bookmark: _Toc72931374]2.4.1 Buying Behaviour 
Consumer buying behaviour is described as the mental, emotional and physical characteristics exhibited by consumers when choosing, buying and disposing of a product (Schifman & Kunak, 2009). Marketing strategies have evolved to entice consumers to purchase products from traditional television advertisements to a social media presence (Putter, 2017). Furthermore, the use of influencer marketing is viewed as a competitive advantage compared to businesses not using this strategy (ibid). Sudha & Sheena (2017) state that influencer marketing has increased the number of online purchases as it can take consumers directly to the product almost instantaneously. Sheth & Kim (2017) found that 67% of people would consider buying a product recommended on social media, proving the power influencers have on purchase intention. Yodi, Widyastuti & Noor (2020) found a 78.8% increase in purchase intention if the influencer is trusted. Bognar, Puljic & Kadezabec (2019) researched how influencer marketing affects consumer behaviour, and while participants believed influencers did not directly make them purchase an item, 87% did agree that when purchasing an item, they would choose those promoted by influencers supporting their high impact on consumer purchasing behaviour. 

[bookmark: _Toc72931375]2.4.2 Impulse Buying 
Vonkeman, Verhagen & Van Dolen (2017) define impulse buying as the outcome of an exposure to stimuli whereby the customer makes an unplanned purchase of a product that they previously had no desire or intention to buy. Styvén, Foster & Wallström (2017) argue promotions such as free, fast delivery and a range of payment options encourage impulse buying. As discussed above, smaller influencers are seen to have greater trust than celebrities. Gunawan & Iskander (2020) discovered that influencers have a positive correlation with impulse buying, especially when a product or trend is relatively new, as it allows consumers to become trendsetters as consumers do not want to wear something that everyone else has.

Stern (1962) created an impulse buying theory that can be applied to influencer marketing and impulse buying. Stern’s model divides impulse buying into four categories; pure, whereby the consumer has had no intention to purchase and broke normal shopping behaviour, reminder; whereby a consumer recalls an advertisement for the product and wants to try it, suggestion; whereby a customer sees an item and creates an idea for its use and finally planned; whereby a customer intends to purchase particular products as well as unplanned purchases depending on the offers available. From previous research, pure impulse buying correlates to the effect of influencers, for example, Gunawan and Iskander’s (2020) discovery of consumers wanting to buy a product to become a trendsetter. Additionally, suggestion impulse buying could be a result of influencer marketing as consumers may see an item they recall a personality of theirs had, pushing them to purchase. Impulse behaviour can be encouraged by influencers and brands through the ease of finding an item and checking out instantaneously. Figure 2.1 demonstrates this. 
[image: ]
Figure 2.1: Impulse Buying Example. (Source: Boohoo)
This figure shows an influencer’s picture posted on the brands Instagram page. The top and skirt worn are directly linked through a ‘shop’ feature on Instagram that directly transfers the consumer to the product on the website, meaning little work has to be put in to finding the item. This enables consumers to checkout with minimal consideration for the purchase process - consumers can see an item they like and buy impulsively within seconds. Additionally, figure 2.1 demonstrates how the layout and posting frequency encourages impulse behaviour.
[image: ]
Figure 2.2: Boohoo Page
This figure shows Boohoo’s Instagram page whereby each post consists of a new outfit, worn by a different influencer. Additionally, Boohoo posts around five times per day to its 7.7 million followers (Boohoo, 2021). Therefore, followers are exposed to at least five different clothing items promoted per day, increasing the likelihood of impulse buying due to the multitude of available options. Cook and Yurichisin (2017) argue that those who favour fast fashion items often promoted by influencers, are more likely to buy impulsively creating a barrier for reducing fast fashion consumption.

However, Liu, Lee & Lien (2020) state that people are more likely to impulsively purchase cheap fast fashion compared to higher ticket items. Therefore, as sustainable fashion is priced higher, there is a potential barrier to impulse buying regarding sustainability. The way in which sustainable brands promote their products often deters impulse buying as shown in figures 2.3 and 2.4. 

[image: ]
Figure 2.3: Apres Sunday Profile
[image: ]
Figure 2.4: Apres Sunday Pictures 

The sustainable brand ‘Apres Sunday’ has significantly less followers than Boohoo and post only three times per week, decreasing exposure. However, they have sections on their page regarding sustainability and factory production, meaning people are more likely to do their research before buying, rather than buying impulsively. Additionally, the majority of their page currently consists of the same sweatshirt, and therefore they are not advertising tens of products weekly reducing the likelihood of overconsumption through impulse buying. Therefore, it could be argued that those buying sustainably are purchasing into the brand values rather than the fashion trends. 

[bookmark: _Toc72931376]2.4.3 Disposable Nature of Clothing 
Yang, Song & Tong (2017) state that fast fashion is associated with disposable fashion which is a current problem within the UK. Fashion consumption in the UK is causing an increasing waste problem with one million tonnes of textiles being wasted every year as a result of 1,130,000 tonnes of clothing purchased in 2016 (UK Parliament, 2020). Influencers that impact purchase intention could result in consumers purchasing and wasting clothing. Marroncelli & Braithwaite (2020) state the ease of purchasing clothing from influencers via direct links creates instant gratification for consumers. However, such fulfilment is adding to the disposable nature of clothing and fast fashion, causing concern for sustainability. 
 Agbebo (2020) states that with increased purchasing and fashion trends being produced at rapid rates, people are viewing clothing as disposable through engaging in overconsumption. Tjandrawibawa (2020) support Agebo's statement, finding that fast fashion is often low-quality garments leading to a throwaway mentality, reinforcing the importance of creating durable fashion. Lea, Paulina & Lisa (2018) conducted a study and found that consumers often feel pressured by influencers to keep up with trends. This promotion of short-lived clothing and constant demand for new items creates a throwaway culture that is associated with and supports fast fashion (Green, 2020). 

As previously discussed there is a strong correlation between influencer marketing and fast fashion as these pieces often appeal to the younger demographic following influencers who are looking for on-trend fashion pieces, which has led to a greater need for industry sustainability. Brewer (2019) discusses how sustainable fashion businesses must advertise the negative effects of fast fashion and promote their contributions to sustainability via sourcing and production processes to encourage consumers to purchase. Research has been conducted on sustainable influencers with McKewon and Shearer (2019) believing that sustainable influencers could encourage sustainability. However, Kuvshinova (2018) argues that even if influencers promote less polluting materials, due to buying power, they will be bought in such large quantities that pollution will not stop. Additionally, Kuvshinova argues that influencers do not care about sustainability, but rather they promote it to gain popularity and visibility. However, little research has been conducted on whether fast fashion customers would be interested in sustainable influencers. Fast fashion attracts younger people with less disposable income and sustainable fashion is often more expensive (Chan, 2020) and therefore there is a gap to investigate whether influencer marketing can increase sustainable fashion consumption through greater responsibility for buying behaviour. 
[bookmark: _Toc72931377]2.5 Conclusion
This chapter achieved the first objective: 
To conduct an extensive literature review on how influencer marketing contributes to fast fashion.   
The literature review revealed that influencers can persuade consumers to purchase items through relatability and likability by appearing more normal than A-class celebrity (Kapitan & Silvera, 2015; Shaefer, 2019). The perceived trust for influencers was also found important as they appear more authentic by using products in daily life shown online (Woods, 2016).  Research has discovered that fast fashion consumers who tend to be young with lower incomes are heavily persuaded by influencers with 67% agreeing they would purchase an item recommended by influencers (Tapping, 2014; Sheth & Kim, 2017). This buying behaviour has led to greater impulse buying as younger consumers want to become trendsetters as they often buy products they had no intention to purchase before seeing it worn by influencers (Gunawan & Iskander, 2020; Stern, 1962). The need for clothing that influencers have has led to a constant demand for new items creating a throwaway culture, responsible for hazardous environmental conditions including clogged rivers in LMICs (Green, 2020; Bick, Halsey & Ekenga, 2018). There has been research on the use of influencers to promote sustainability within fashion (McKewon & Sheraer, 2019; Kushinova, 2018). However, there is limited literature on whether fast fashion consumers would follow sustainable influencers to help reduce the fast-fashion problem due to their lower spending limits, which is the area this research aims to investigate. 

The next chapter will identify the research methods used to fill the literature gap discovered in this chapter. 


































[bookmark: _Toc72931378]3.0 Chapter Three: Methodology
[bookmark: _Toc72931379]3.1 Introduction
The purpose of this chapter is to achieve the second objective of the dissertation.
Objective two: To conduct primary research to understand whether fast fashion customers are interested in greater sustainability within the fashion industry.

To achieve this objective, the researcher has identified the appropriate method, data collection and analysis to conduct primary research. The Research Onion will be used to guide the researcher through the research process alongside the reliability and validity of the study. 
[bookmark: _Toc72931380]3.2 Research onion
Saunders et al. (2007) define research as a process whereby people can discover and increase their knowledge using a structured approach. Bertrand & Hughes (2017). define research as the process of asking questions and finding answers. To ensure thorough research is conduction it is important to plan the research process. One model that can aid this is the Research Onion, created by Saunders et al. (2007).

[image: See the source image]





[bookmark: _Toc72520545]Figure 3.2: The Research Onion. (Source: Saunders et al., 2007).


Figure 3.1 displays the research onion which consists of several layers whereby you peel each layer of the onion, outside to inside until you reach the core to create a well-developed research design that is in line with the research objectives and questions (Sahay, 2016).
[bookmark: _Toc72931381]3.2.1 Philosophy
Interpretivism will be used which takes a human approach and allows that humans will interpret things differently based on their meanings (Saunders et al, 2009). This philosophy is relying upon a social reality whereby a person's understanding of something is based on interactions and experiences which helps them to create their meanings (Ryan, 2018). For this, the researcher aims to understand interviewees experiences with fast fashion and influencer marketing to understand if fast fashion consumers need or want greater sustainability within the industry. This approach is beneficial for this qualitative study as Thanh & Thanh (2015) state that interpretivism is inclusive as it allows for different viewpoints among different people and therefore this can be achieved through open-ended questions. Additionally, this approach allows the data collected to be compared and analysed to aid a conclusion.

[bookmark: _Toc72931382]3.2.2 Research approach
The research approach is inductive which enables the researcher to identify patterns from observations thus allowing the development of theories later in the research process (Bernard, 2011). The researcher uses observations in the first instance and then analyses these to create a consensus for the topic area (Blackstone, 2012). For this study, observations will be collected from data within the interviews to develop theories surrounding 18-25-year-olds shopping habits prompted by fast fashion tactics and influencers to understand their interest in sustainability.  This approach is appropriate as there is currently little literature on the links between fast fashion consumers and sustainability, allowing the researcher to generate theories.

[bookmark: _Toc72931383]3.2.3 Research Method & Strategy 
The researcher will use mono method for data collection as an interview will be created and used as the primary form of data collection for research. With no time constraints, a mixed-method approach would be used as this can provide a better understanding of the problem (Guest, Namey & Mitchell, 2013). However, given time restrictions, a mono approach will be effective as the researcher can go into the data in greater depth, rather than analysing a greater amount of data to a lesser degree. Interviews will be conducted via email primarily due to COVID-19 regulations which currently prohibit meeting in person. Despite in-person interviews not being possible, there are still benefits to e-interviews. Hawkins (2018) discusses the time effectiveness of these as interviewees can respond in their own time, allowing for more detailed responses as the interviewee will not feel rushed as could be the case for a time scheduled interview. Additionally, an e-interview can save time as interview sheets can be sent together rather than face-to-face interviews taking up numerous days and time can be saved transcribing data as answers are already written by interviewees, aiding the analysis process (ibid). 
As interviews are being conducted, qualitative data will be collected. Sutton & Austin (2015) state that qualitative data is useful for researchers as it allows for an understanding of the participant's thoughts and feelings attributed to a certain scenario. This will help draw more detailed conclusions compared to 'yes' or 'no' responses. Another benefit of an interview is that follow up questions can be asked to provide further scope. 

[bookmark: _Toc72931384]3.2.4 Time Horizon

Cross-sectional research is most suitable for this study. This gathers data from individuals at one point in time (Allen, 2017). This is most suitable for the research as it is quicker to complete than a longitudinal study, so it can be achieved in the time frame for the dissertation. However, as it is only a snapshot at a particular time, results may not be as accurate as observations over longer periods. 

[bookmark: _Toc72931385]3.2.5 Techniques for Data Collection, Processes and Analysis 
[bookmark: _Toc72931386]3.2.5.1 Pilot Study
A pilot study allows the researcher to understand if something can be carried out and how it should be executed (In, 2017). This takes place on a smaller scale so that modifications and adjustments can be made before the main research method goes live (ibid). The researcher sent the interview questions to a supervisor to ensure the questions were valid and appropriate. 

[bookmark: _Toc72931387]3.2.5.2 Analysis 
As interviews are being conducted, the research will be qualitative with many open-ended questions asked. Wong (2008) states that analysing qualitative data consists of reading transcripts to find similarities, differences and themes. Richie & Lewis (2003) suggest the framework approach whereby tables are used to structure responses. NVivo is a software used to analyse qualitative data. Bazeley & Jackson (2013) state that for smaller projects this is easy to use without the need for learning complex procedures. NVivo can manage data, manage ideas and report from data (ibid). This will ensure data is analysed correctly so that trends made are an accurate representation. Another analysis method is word clouds which are a basic method to analyse qualitative data by putting the most common words in larger writing, aiding comparison of information (Cidell, 2010). 

[bookmark: _Toc72931388]3.2.5.3 Sample
A purposive sample will be used as many questions are focused on fast fashion and influencers meaning people who have little knowledge are unlikely to provide valuable insight. Therefore, participants will all have experience with influencer marketing and fast fashion. This enables the researcher to lay out what needs to be discovered and involves those with knowledge and experience in the area to help find this out (Bernard, 2011). Purposive sampling can be more beneficial than random sampling as the researcher can select participants that hold certain characteristics which are beneficial to the study (Etikan, Musa & Alkassim, 2015).

The sample size will be ten participants. Braun & Clarke (2013 pp 50) state that for smaller projects a sample size of six to ten is sufficient for saturation. Due to the nature of the project, there is likely to be a higher number of female than male participants. It is assumed that due to terms included such as 'influencers' and 'fast fashion' that the survey will include younger, fashion-conscious females. 

[bookmark: _Toc72931389]3.3 Limitations
The research has to be completed by a strict deadline limiting the amount of data that can be collected. A restricted time frame limits the number of interviewees as preparing, conducting and analysing each one is a lengthy process. However, to overcome these, time management is key and preparation work must start early to ensure a true reflection.

 In addition to time, there are also limitations with the interview method. As interviews were conducted, the sample size was smaller and also only contained those in the 18-25 age bracket. Vasileiou et al. (2018) found that generalisability was impacted by smaller sample size as findings could not be applied to everyone within the research area, for this study, fast fashion consumers. Therefore, this could mean that results do not provide the ‘bigger picture’ as there are fewer responses as compared to a quantitative survey. 

[bookmark: _Toc72931390]3.4 Ethical Considerations
The University of Cambridge (2020) state that to be ethical during research, the researcher must respect autonomy, maximise benefits, minimise harm and be fair. The research conducted for this project is low risk to those involved. To ensure this, an ethics form will be completed and the research process will follow this. Participants will receive and fill out a consent form so they are aware of what will take place and feel comfortable throughout the process. All data collected will be held in confidence for data protection but also to ensure participants feel comfortable giving honest opinions.

[bookmark: _Toc72931391]3.5 Reliability and Validity
Carmines & Zeller (1979) define reliability as how consistent the results are over time and validity as the success of achieving the research objectives and the truthfulness of the results. To ensure reliability for the methods chosen the sample ensured that interviewees were between 18 and 25 meaning they were within the target market for fast fashion. The sample also ensured that interviewees were consumers of fast fashion so they knew to answer the questions in depth. 
To ensure validity, interviewees were given a declaration for reassurance that all responses would be kept confidential, to encourage honest answers. Additionally, the sample size was within the required saturation limit of between six and ten as researched by Braun & Clarke (2015) to ensure a range of responses for analysis. Furthermore, as the questionnaire was underpinned with literature, the relevance and appropriateness of the questions can be ensured. 

[bookmark: _Toc72931392]3.6 Conclusion

To conclude this chapter has successfully explained the methodology which will be used for the research. This has included the use of a model; The Research Onion to systematically justify each stage of the research process to achieve objective 2: 
To conduct primary research to understand whether fast fashion customers are interested in greater sustainability within the fashion industry. 
The following chapter will analyse the data collected to create trends, using the methods discussed in this chapter 




[bookmark: _Toc72931393]4.0 Chapter Four: Analysis 

[bookmark: _Toc72931394]4.1 Introduction

Chapter three discussed the methods for the primary research. This chapter will present the findings collected by the researcher alongside an analysis of how these findings relate to the literature discussed in chapter two. 
This chapter meets the requirements to fulfil objective three: 
Objective Three: To analyse data collected to understand the behaviour of fast-fashion consumers and whether they believe there is a need for sustainability within the fashion industry.
The data collected was received through email interviews conducted with ten participants who were knowledgeable and passionate about the topic area. The participants were 90% female and 100% fell within the 18-25 age category. Due to the nature of the method; qualitative e-interview, the analysis is based upon small data. Dworkin (2012) discusses how small data is beneficial for in-depth research as it helps to answer ‘how’s’ and ‘why’s’ within a research area. This is beneficial for this research as it aims to understand interviewees experiences with fast fashion and influencer marketing. 

[bookmark: _Toc72931395]4.2 Methods 
The purpose of this data is to analyse the data collected and to achieve these different software packages were used. Bazeley (2017) states that using qualitative data analysis software is beneficial as it enables the researcher to organise from different sources and the use of coding enables themes to be developed leading to improved data management. Firstly, Microsoft Excel was used to create graphs for less in-depth analysis and closed questions. For open-ended answers to qualitative questions, NVivo software package was used. NVivo allows for the grouping of keywords and themes to enable the researcher to gain a better context for data collected (Dollah, Abduh & Rosmaladewi, 2017). Firstly, data was input into Nvivo, then nodes were created helping to group answers for each question and enabling the key points within answers to be highlighted. After this was completed, the researcher was able to create word clouds and mind maps to visualise the data. The interview response sheets can be found in the appendix except for interviewees signatures to keep confidentiality. 

[bookmark: _Toc72931396]4.3 Demographics
Within the interview questions, there were two basic demographic questions; gender and age to help link respondent answers to previous research discussed in chapter two. Due to a purposive sample selected, 100% of respondents were aged 18-25 due to this age category being most responsible for fast fashion sales, allowing the results found to be applied to the target fast fashion market (Cavender & Lee, 2018). In addition to fast fashion, the 18-25 age group was also said to be most influenced by those on social media with 58% trusting influencers more than family (Forrester, 2019). While it appears this demographic is fuelling the fast fashion issue, there is a paradox as Generation Z also seem to be driving a sustainability movement with a 90% increase in a second-hand shopping app and an 18.1% decrease in retail sales during the coronavirus pandemic (Elan, 2019). Therefore, analysing the answers within this sample should help to understand how 18-25-year-olds are thinking regarding fast fashion and sustainability. 90% of respondents identified as ‘female’ while 10% identified as male. It was expected that the sample would be predominately female due to the nature of the topic. Horton (2019) discusses how fast-fashion retailers aim their products at ‘young women’ and therefore, a majority female interview base can gain improved validity.

[bookmark: _Toc72931397]4.4 Themes
[bookmark: _Toc72931398]4.4.1 Theme 1: Fast Fashion
[bookmark: _Toc72931399]4.4.1.1 Understanding of Fast Fashion

This chapter is divided into three themes; fast fashion, influencer marketing and sustainability based upon the findings. For the research, a purposive sample was chosen to ensure knowledge on the topic area to create meaningful results. Therefore, participants were asked to describe the term fast fashion based on their knowledge. Previous research on fast fashion as supported by Michaela (2015) showed that fast fashion is popular among its younger target audience due to its cheap nature, fast production and imitation of trends. 
[image: ]
Figure 4.1: Description of Fast Fashion
Figure 4.1 displays a word cloud generated on NVivo showing the key terms used by interviewees when asked to describe the term ‘fast fashion’. Responses correlated with previous literature on the topic which was expected as interviewees were experienced in terms of purchasing fast fashion. Descriptions correlated with (Agbebo, 2020) including trendy, low price and low quality. The word cloud did not consist of many words showing a strong consensus of knowledge amongst participants. Much of these descriptions for fast fashion also doubled as reasons for purchasing fast fashion, shown in the figure below. 

[bookmark: _Toc72931400]4.4.1.2 Why Purchase Fast Fashion?


Figure 4.2: Reasons for Purchasing Fast Fashion
Figure 4.2 shows the main reasons given to the researcher for fast fashion consumption. Half of the interviewees gave influencer marketing and the availability of discounts as the main reasons for purchasing fast fashion. Based on previous research these results are expected as Pacheco (2018) explained how fast fashion companies rely on influencers for promotion and Tapping (2014) discusses the cheap nature of fast fashion clothing.

[bookmark: _Toc72931401]4.4.1.3 Reasons Behind Low Cost

 Khan & Malik’s (2014) research stated that the environmental reasons behind low prices. This can be attributed to poor fabrics and dyes being used that often end up polluting the surrounding environment. This knowledge, however, is not unknown to the fast fashion consumer with 100% of respondents stating negative connotations when asked about how they feel fast fashion affects the environment which participant 9 stating: 

“I think it has a horrible effect on the environment not in just the waste caused by the physical items themselves but through its factories, its methods, etc”.

While the interviewee was asked about environmental impacts; fast fashion ‘factories’ and ‘methods’ were mentioned. This could be attributed to the human cost of fast fashion which is also a reason the clothing is so cheap. Employees at fast fashion factories are often paid well below minimum wage with little access to working rights and poor working conditions (Ferrer & Katanick, 2020; Labour Behind the Label, 2021). This enables clothes to produced cheaply, enabling the companies to offer low prices and big discounts. This shows that respondent attitudes are aware of the dangerous effects of fast fashion, however interviewees remain fast fashion consumers with monthly purchases ranging from one to eight times a month as shown in figure 4.3.

[bookmark: _Toc72931402]4.4.1.4 Interviewee Purchasing Frequency


Figure 4.3 Interviewee Purchasing Frequency Per Month
This links to the attitude behaviour gap discussed in chapter two. Research conducted by Perry & Chung (2016) found that despite concerns people have regarding the environmental impacts of fast fashion that often their actions do not correlate. Therefore, this study supports this as regular purchasing still occurs despite the level of awareness towards the environment and human costs. However, it is important to note that every respondent was aged 18-25 and therefore disposable income could be a barrier for purchasing more expensive, sustainable fashion.
[bookmark: _Toc72931403]4.4.2 Theme 2: Influencer Marketing 
[bookmark: _Toc72931404]4.4.2.1 Buying Behaviour 
Theme two looks at influencer marketing, understanding what impacts influencers have on their followers purchasing habits, how consumers view influencers in terms of inspiration and the effects these have on fast fashion and sustainability. As displayed in figure 4.2, influencer marketing is a key tool used by fast fashion companies to promote their items. Ki & Kim (2019) stated that influencer marketing is successful as consumers can relate to them making them mimic their purchases and style. Ki & Kim’s theory proves to be the case for the interviewees as 100% of respondents follow influencers on social media. Additionally, 90% of respondents stated that they followed influencers for fashion-related reasons including inspiration or trend predictions. Therefore, influencer marketing proves successful for the target audience. However, as influencers are heavily used by fast fashion brands and many target consumers follow them, a question was raised regarding how these influencers affect buying behaviour.  100% of respondents claimed that an influencer had made them purchase an item before with participant 6 stating the reason that 
"An influencer encourages you as they produce better content than the fast-fashion retailer".

While increased sales are to be expected with marketing tactics, the is that people often impulse buy items they did not previously want due to seeing them worn by an influencer. Figure 4.4 displays this showing that 70% of interviewees had bought items they did not previously desire due to influencer marketing. Participant 9 explained how the influencer had worn a pair of shoes online that they wanted, encouraging the purchase. Therefore, while the item was previously desired, the influencer was the deciding factor, for the purchase. 
             
Figure 4.4 Impulse Buying Behaviour
  Gunawan & Iskander (2020) support this finding as they discovered a link between influencers and impulse buying behaviour. However, Green (2020) states that the promotion of fast fashion items and impulse buying feeds the fast-fashion problem, leading to a throwaway culture with the UK Parliament (2020) finding one million tonnes of textiles being wasted annually in the UK. Increased buying and impulse behaviour generate an interesting argument for sustainability for the future. Kuvshinova (2018) argues that if any type of clothing is bought in large quantities, pollution will not cease. Therefore, it could be argued that even if influencers promote sustainable clothing, followers will likely be persuaded as shown from this research, to purchase, meaning consumption levels will remain high. 
 However, participant 5 generated an interesting point that could contribute to the percentage of impulse buying being high, stating that

“I may have not seen the piece before seeing it on the influencer as I don’t check online shops often”

Therefore, people may use influencers for inspiration rather than scrolling through websites meaning it is not a matter of not wanting the items before the influencer but rather the items had not been seen before. Using influencers for inspiration supports Ki and Kim’s theory of consumers wanting to mimic influencers, leading to Peltoa’s (2019) theory of influencers playing a role in consumer self-identify as fast fashion shoppers can duplicate their image to that of the influencer. This questions future sustainability as if consumers are buying purely to be like the online persona they follow, their purchase intentions are not sustainable. 



[bookmark: _Toc72931405]4.4.2.2 Fast Fashion Responsibility

As the researcher has found that consumers are being targeted by influencers to purchase items that may have never bought before, it is important to understand where consumers think responsibility lies for fuelling the fast-fashion problem so that requirements for sustainability can be identified. 

 When asked, 100% of respondents believed that influencers do increase fast fashion consumption. Figure 4.5 shows the reasons why interviewees believe this to be the case with the main beliefs being through increased inspiration and brand deal[image: ]
Figure 4.5: Fuelling Fast Fashion Consumption
As this research found that influencers have a strong impact on consumer buying behaviour alongside fast fashion consumers believing that influencers are fuelling the industry, it should be considered if whether influencers should hold greater responsibility for promoting fashion that is bought at alarming rates and has negative impacts. 


Figure 4.6: Influencer Responsibility
With 100% of interviewees believing that influencers contribute to fast fashion, they were asked how influencers could take greater responsibility. 80% of respondents claimed that influencers should support sustainable brands whether it be through shopping local or researching the company's ethics. This, however, indicates a problem as 'influencing' is often considered a full-time job from some and therefore they are simply a middleman looking for income who are controlled, giving them little say. Participant 3 begins to draw on this stating: 
"Ultimately it shouldn't be up to influencers or people buying clothes, I think it needs to be put on the manufacturers and the companies selling the clothes"

This provides an interesting argument as while consumer’s purchases are persuaded by influencers, fast fashion companies are engaging in unethical practices such as low pay. Therefore, for true sustainability, fast fashion companies need to improve or engage with better practices. However, despite participant three stating that consumers are also not to blame, they are purchasing items despite this prior research finding their high level of awareness for the problems. With this, it can therefore not be expected for influencers to take full responsibility.
[bookmark: _Toc72931406]4.4.3 Theme 3: Sustainability 
The third theme is sustainability, which the biggest theme for the research as it aims to understand if sustainability for fast fashion consumers is truly possible. 
[bookmark: _Toc72931407]4.4.3.1: Understanding Sustainable Influencers
When asked about sustainable influencers, only 50% of interviewees followed at least one online. Compare this to a 100% follow rate for ‘normal’ influencers, there is a lack of interest for sustainable influencers. This could however be attributed to the fact sustainability is becoming a recent concern with many only acting upon it in the past year (Elan, 2020). 

[bookmark: _Toc72931408]4.4.3.2 Sustainable Fashion Purchases 

Figure 4.7: Sustainable Purchases
Figure 4.7 shows 70% of interviewees have previously purchased sustainable fashion. This is arguably surprising as only 50% follow sustainable influencers. 
To gain an understanding of this unexpected percentage, interviewees were asked for their reasoning for purchasing sustainably. 20% of interviewees claimed it was environmental-related to 'reduce landfill waste' and to 'feel less guilty'. This is to be expected due to participant’s prior knowledge on fast fashion impacts in theme one. Participant 5 generated an interesting perspective stating when asked about fast fashion purchases: 
“Yes as I liked the pieces, not because it was sustainable”
Therefore, the level of sustainability of clothes for some is not the main priority but rather how much the piece is liked. This can potentially make sustainability harder to achieve as Zhang & Dong (2020) argue that consumers need a mindset for a commitment to the environment for sustainable social development, a mindset many fast fashion consumers probably do not hold. 
Of the 20% who had not purchased sustainable, both highlighted expense as the reason. Higher prices remain an obvious barrier for fast fashion consumers as 50% of respondents claimed lower prices within sustainable fashion would help them to transition from fast to sustainable. This barrier is problematic as sustainable fashion prices are high due to better quality fabrics, rigorous quality checks and smaller-scale production (Davis, 2019). Therefore, it is unlikely sustainable brands would be able to offer low prices that fast fashion consumers are used to. In addition to price, 70% of respondents mentioned an increase in social media presence, whether through influencers or advertising as a factor to help a transition to sustainable fashion. This solidifies the power influencers have in the eye of fashion consumers with interviewees and shows that they can make a difference regarding consumers making more conscious decisions. This links with the argument of whether influencers should hold more responsibility and demonstrates that if they did, fast fashion consumers may trust influencers and follow a more sustainable path.

Figure 4.8: Transition to Sustainable Fashion
If the barriers above were overcome, 80% of fast fashion consumers interviewed stated that they would transition to sustainable fashion as shown in figure 4.8. While some issues are easier to overcome than others such as sustainable brands using influencers compared to price, it is positive that fast fashion consumers are willing to transition. This proves that fast fashion consumers are interested in sustainable fashion and are demanding a greater presence of sustainable influencers despite being predominately fast fashion consumers, showing there is room in the influencer market for greater sustainability.
[bookmark: _Toc72931409]4.5 Conclusion

This chapter has achieved the following objective:

To analyse data collected to understand the behaviour of fast-fashion consumers and whether they believe there is a need for sustainability within the fashion industry.
Based on responses, three themes were identified; fast fashion, influencer marketing and sustainability. From these, the gap in the literature found in chapter two, regarding fast fashion consumers interest in sustainability was met. Results found that 80% of fast fashion consumers would transition to sustainable fashion, with 7 respondents providing improve social media presence including influencer marketing as a reason to help achieve this.
The next chapter will provide recommendations and explain the limitations of the study and areas for future research.













[bookmark: _Toc72931410]5.0 Chapter Five: Conclusion and Recommendations
[bookmark: _Toc72931411]5.1 Introduction
Chapter 5 seeks to achieve the following objective: 
Objective Four: To summarise findings, make recommendations and understand the limitations of the study.
The chapter will highlight key findings of the study and provide recommendations and limitations including potential areas for future research in addition to a self-reflection section for the researcher. 
[bookmark: _Toc72931412]5.2 Main Findings
The main findings of this research mostly support the literature presented in chapter two. While interviewees were aware of the negative fast fashion impacts, with 100% agreeing that fast fashion is harmful to the environment, most of their actions did not correlate with fast fashion purchases averaging four times per month. This supported the attitude behaviour gap theory often found amongst fashion consumers whereby the intentions to be sustainable are present but the actions do not follow through. This highlights whether fashion consumers will be able to transition to sustainable fashion.

The research found that there is an interest in sustainable fashion with 70% of interviewees previously bought sustainable fashion items and 80% willing to transition to sustainable fashion. The literature gap identified in chapter two regarded the potential interest in sustainable influencers amongst fast fashion consumers. While only 50% of respondents currently follow a sustainable influencer, 70% wanted to see more social media coverage including influencer advertising from sustainable fashion companies to encourage them to purchase. 

However potential barriers to sustainability were identified. 70% of interviewees admitted that an influencer made them purchase an item not desired beforehand, which creates an argument on the viability of sustainable influencers as literature argued that to achieve sustainability a 'buy less buy better' attitude was required. Therefore, even if influencers promote sustainability, there is still the potential for consumers to indulge in overconsumption creating a paradox. Another barrier identified by interviewees was the higher cost of sustainable items compared to fast fashion. However, it was found unlikely that sustainable companies can change this due to better quality and higher standard production process. 

While aware, consumers may need better education regarding the fashion industry to adopt a green mindset found by literature. Influencers could work towards this, educating their followers rather than simply promoting particular products. 
[bookmark: _Toc72931413]5.3 Implications 

The research results highlight areas that need to change within the fashion industry for greater sustainability. Influencers should become more aware of their power- from previous literature the researcher’s results, consumers are contributing high numbers of purchases based on influencer’s opinions.
Without a change in attitude and behaviour from influencers, consumers and brands, a sustainable transition is less likely. With such cheap, trendy clothing pieces available, it is difficult for sustainability to take over as the price difference is considerably higher, which is not viable for every consumer. If influencers continue to promote fast fashion it will only encourage consumers to purchase due to the level of trust for their opinions and desire to mimic. To promote sustainability, consumers need to become better educated, a role that influencers or sustainable brands could endure. The recommendations follow from this, creating a guide for action on implications discussed. 

[bookmark: _Toc72931414]5.4 Future Recommendations

The first recommendation would be for sustainable fashion companies to show greater transparency in their production process. This would help consumers understand their pricing structure and prove a justification for higher price points, allowing consumers to see the bigger picture beyond expense. 

To educate on greater sustainability, sustainable fashion companies should invest in greater influencer marketing. Evidence in the study demonstrates the level of trust influencers have on consumers. Therefore, consumers may be more likely to engage with what influencers are teaching compared to a traditional advertisement to encourage sustainability. 

It is difficult to recommend fast fashion companies to become sustainable as it is not their model. However, fast fashion companies could improve recycling processes. As overconsumption has led to mass landfill waste, fast fashion companies provide recycling clothing bags to customers whereby clothing can be donated to charities or recycled properly to avoid landfill. 

[bookmark: _Toc72931415]5.5 Limitations
One limitation regards the sample. Interviewees were all within the 18-25 age category and 90% were female. While this fits the target market for fast fashion and influencer marketing, it is not representative of the industries as a whole. Additionally, those of different demographics could have offered different insights as many responses were similar. 

While sustainability emerged as a theme and the literature gap was contributed to, the research could have included more on what fast fashion consumers demand from sustainable influencers. This could include preferences for sustainable brand deals, education or second-hand consumption. This would have gained a better understanding of what could encourage the transition, aiding the recommendations. 

Additionally, Covid-19 has been a limitation for the interview research method. Due to social distancing rules, interviews were conducted online via email. This reduced the opportunity to ask follow up questions and obtain greater depth from answers. However, the researcher structured questions in such a way, mostly through open-ended questions to extract maximum information. 


[bookmark: _Toc72931416]5.6 Self Reflection

The researcher aimed to understand how influencer marketing contributed to fast fashion focusing on a need for sustainability. This was a personal interest for the researcher which developed throughout digital marketing and ethics modules throughout the BA Business Management degree.

A range of skills was developed throughout the process including IT skills using software packages for analysis and the ability to plan and conduct interviews which were able to contribute to a growing problem within the fashion industry. 

If the recommendations were conducted, the researcher is optimistic about the possibility for greater sustainability among fast fashion consumers and a reduction in consumption. 

[bookmark: _Toc72931417]5.7 Conclusion
This chapter has achieved the following objective: 
To summarise findings, make recommendations and understand the limitations of the study.
The dissertation understands the power held by influencers that are contributing to fast fashion through overconsumption and impulse buying. Additionally, the need for sustainability has been identified through the impacts of fast fashion consumption. The research concluded that fast fashion consumers are concerned about the environment and are open to becoming more sustainable so long as barriers including greater promotion and cheaper prices are presented. Potential avenues for future research include understanding what fast fashion consumers want from sustainable influencers and understanding other demographics opinions to grasp insights from fashion consumers as a whole.  Recommendations provided a pathway to a more sustainable industry.
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	Question 1
	The study seeks to find how social media influencers impact fast fashion buying behaviour alongside the need for greater sustainability in the industry. For this, I am keen to understand basic demographic information, therefore, would you be happy to state your gender?

	Questions 1 & 2 are standard demographic questions to gain basic information from the interviewees.

	Question 2
	What age category are you in? 
18-25
26-35
36-45

	

	Question 3
	How would you describe the term ‘fast fashion’?
	This question aims to understand interviewees base knowledge. Fast fashion is described as cheap, low quality, trendy clothing for the fashion conscious (Bhardwaj & Fairhurst, 2010; Michaela, 2015).

	Question 4
	How do fast fashion companies encourage you to purchase their pieces? 
	This question aims to understand the tactics used by fast fashion companies to see how sustainable fashion companies could encourage sales. Pacheco (2018) describes how fast fashion companies use influencers for promotion. Chackraborty, Hoque & Kabir (2020) discuss how fast fashion companies mimic runway fashion, ideal for the fashion conscious aiming to keep up with trends.

	Question 5
	How often would you say you purchase fast fashion clothing? 
	This question gets a better understanding of current purchasing habits among interviewees. Morgan (2015) discusses the consumers are purchasing more presently than 1990s.

	Question 6
	How would you describe your experiences with fast fashion? 
	This question gains an insight into whether the interviews enjoyed the fast fashion experience. Tjandrawibawa (2020) states that fast fashion can often be low quality. Tapping (2014) discusses how fast fashion is inexpensive.

	Question 7 
	How do you think fast fashion affects the environment? 
	This gains an insight into whether consumers are actually aware of the fast fashion production process Khan & Malik (2014) explain the environmental impact of hazardous dyes.

	Question 8
	Do you consider environmental impacts when purchasing clothing? 

Why?
	If consumers knew more about environmental impacts would this change their mind about fast fashion. 

	Question 9
	On average, how long would you say you keep fast fashion items?

What factors influence you to dispose of fast fashion items?
	To understand interviewees disposal habits. Fast fashion is often quickly thrown away due to trends changing (Thorosdottir & Johannsdottir, 2019).  Agbebo (2018) argues that fast fashion clothing is low quality which could be a reason consumers throw items away.

	Question 10
	When you do dispose of clothing, how do you do it? 
	Bick, Halsey & Ekenga (2018) state most waste ends up in LMICs to be wasted or sold in markets

	Question 11
	Do you follow any social media influencers on social media? 
If yes, why?
	This question will validate participant’s responses through gaining an understanding of their knowledge on the topic. Ki & Kim (2019) argue that consumers want to mimic social media influencers.

	Question 12
	 Has an influencer ever made you purchase an item or make you consider purchasing an item? If yes, did you want this item before seeing it on the influencer? 
	This question helps to better understand the power influencers have over fast fashion consumers. Sheth & Kim (2017) found 67% of people would buy a recommendation based on influencers opinions.

	Question 13
	In your opinion, do you think influencers fuel fast fashion consumption? If yes, how do you think they do this?
	Pacheco (2018) states fast fashion brands rely on influencers for advertising.

	Question 14
	How could influencers take greater responsibility when promoting fashion items?
	McKewon & Shearer (2019) believe influencers would be able to successfully promote sustainability and move consumers away from fast fashion.

	Question 15
	What do you know about sustainable fashion? 

	This question understands the thoughts and knowledge of fashion conscious consumers regarding  sustainable fashion.

	Question 16
	Are you aware of any sustainable influencers and do you follow any?

Why?
	This question can gain understanding as to whether there is a demand for sustainable influencers. The literature gap focuses on whether fast fashion consumers would be interested in sustainability.

	Question 17
	Have you purchased from sustainable fashion brands and why? 
	Kim & Oh (2020) state an increasing interest in sustainable brands. Therefore, this question will help to prove this true within the sample.

	Question 18
	As a fast fashion consumer, would you consider transitioning towards sustainable fashion? 

Why?
	Little literature has focused specifically on fast fashion consumers towards sustainable fashion so this questions aims to fill this gap.

	Question 19
	In your opinion, how could sustainable fashion brands encourage more people to purchase? 
	Fast fashion brands offer low prices, fast production and latest trends (Bhardwaj & Fairhurst, 2010; Cachon & Swinney, 2010). Therefore, this questions aims to see what consumers believe would attract them to greater sustainability.
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“THE IMPACT SOCIAL MEDIA INFLUENCERS HAVE ON BUYING BEHAVIOUR WITHIN THE FAST FASHION INDUSTRY CREATING A NEED FOR SUSTAINABILITY”

PARTICPANT INTERVIEW QUESTIONS
[image: ]
Thank you for taking time to display interest in this research project. The research focusses on how social media influencers impact fast fashion purchasing habits alongside how the industry could become more sustainable.
If you are happy to take part, please check the boxes below and sign with your name. Questions begin on the following page.

To take part in this research interviewees must be over the age of 18. 

Can you confirm that you are over this age threshold? 

I understand that participation in this study is voluntary and I am
able to withdraw at any time throughout without the need to give an explanation.

I also understand that if I do not wish to answer a particular question I am able to decline.

I understand that my information and responses will be kept confidential

 and that my name will not be associated with answers given within the research.

Participant Signature: …………………………………………………………………….

Date: _ _/ _ _/ _ _ _ _

	Question 1
	The study seeks to find how social media influencers impact fast fashion buying behaviour alongside the need for greater sustainability in the industry. For this, I am keen to understand basic demographic information, therefore, would you be happy to state your gender?

	

	Question 2
	What age category are you in? 
18-25
26-35
36-45

	

	Question 3
	How would you describe the term ‘fast fashion’?
	

	Question 4
	How do fast fashion companies encourage you to purchase their pieces? 
	

	Question 5
	How often would you say you purchase fast fashion clothing? 
	

	Question 6
	How would you describe your experiences with fast fashion? 
	

	Question 7 
	How do you think fast fashion affects the environment? 
	

	Question 8
	Do you consider environmental impacts when purchasing clothing? 

Why?
	

	Question 9
	On average, how long would you say you keep fast fashion items?

What factors influence you to dispose of fast fashion items?
	

	Question 10
	When you do dispose of clothing, how do you do it? 
	

	Question 11
	Do you follow any social media influencers on social media? 
If yes, why?
	

	Question 12
	 Has an influencer ever made you purchase an item or make you consider purchasing an item? If yes, did you want this item before seeing it on the influencer? 
	

	Question 13
	In your opinion, do you think influencers fuel fast fashion consumption? If yes, how do you think they do this?
	

	Question 14
	How could influencers take greater responsibility when promoting fashion items?
	

	Question 15
	What do you know about sustainable fashion? 

	

	Question 16
	Are you aware of any sustainable influencers and do you follow any?

Why?
	

	Question 17
	Have you purchased from sustainable fashion brands and why? 
	

	Question 18
	As a fast fashion consumer, would you consider transitioning towards sustainable fashion? 

Why?
	

	Question 19
	In your opinion, how could sustainable fashion brands encourage more people to purchase? 
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Reasons for purchasing fast fashion

influencer marketing	cheap delivery	discounts	social media presence	low prices	influencer marketing	cheap delivery	discounts	social media presence	low prices	5	2	5	3	4	reason


Number of responses



Fast Fashion Purchasing Frequency Per Month 


1 time	1-2 times	2 times	2-3 times	3-4 times	4 times	4-8 times	0.1111	0.1111	0.1111	0.1111	0.1111	0.33329999999999999	0.1111	

Was the item purchased desired before influencer marketing?





no	yes	sometimes	0.7	0.2	0.1	

Influencer Responsbility

sustainable brands 	educate on fast fashion	responsbilty lies elsewhere	promote rewearing	sustainable brands 	educate on fast fashion	responsbilty lies elsewhere	promote rewearing	8	sustainable brands 	educate on fast fashion	responsbilty lies elsewhere	promote rewearing	2	1	1	


Have Interviewees Purchased Sustainable Items?


yes	no	unsure 	0.7	0.2	0.1	

Would You Transition to Sustainable Fashion? 


yes 	no	maybe 	0.8	0.1	0.1	
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fashion'?

How do fast fashion companies encourage
you to purchase their pieces?

How often would you say you purchase
fast fashion clothing?

How would you describe your experiences
with fast fashion?

How do you think fast fashion affects the
environment?

Do you consider environmental impacts
when purchasing clothing?

Why?

On average, how long would you say you
keep fast fashion items?

What factors influence you to dispose of
fast fashion items?

When you do dispose of clothing, how do
you do it?

Do you follow any social media influencers
on social media?
If yes, why?

Male

18-25

Buying clothes to keep up to date with
fashion trends, opposed to buy more
suitable and durable clothes

Showing influencers wearing their clothes
and offering personal discount codes as well
as sales.

2-3 times per month

Enjoy the styles, but a lot of pieces are very
much for the moment.

Negatively. The use of non-sustainable
materials as well as fossil fuels used to
make and deliver products.

Companies try hard not to show the
negative impact they have on the
environment. However, | do sometimes look
at a brand's mission statement to assess

whether they are sustainable.
Avyear. If they no longer fit or change in
fashion trends.

Sell on depop.

Yes. To keep up to date with current trends
and to look fashionable.
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Question
12

Question
13

Question

Question
15

Question

Question
18

Question
19

Has an influencer ever made you
purchase an item or make you consider
purchasing an item? If yes, did you want
this item before seeing it on the influencer?
In your opinion, do you think influencers
fuel fast fashion consumption? If yes, how
do you think they do this?

How could influencers take greater
responsibility when promoting fashion
items?

What do you know about sustainable
fashion?

Are you aware of any sustainable
influencers and do you follow any?
Why?

Have you purchased from sustainable
fashion brands and why?

As a fast fashion consumer, would you
consider transitioning towards sustainable
fashion?

Why?

In your opinion, how could sustainable
fashion brands encourage more people to
purchase?

Yes. No.

By having unique discount codes offering
great savings on big brands’ websites.

Looking into whether the brand uses
sustainable resources.

Using recycled materials

No. It isn't something that appears well
publicised

I care about my impact on the environment.

I would. To be more aware of the negative
impact this has on the earth.

Using social media to show off their mission
statements.
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Question 1 | The study seeks to find how social media Female
influencers impact fast fashion buying
behaviour alongside the need for greater
sustainability in the industry. For this, | am
keen to understand basic demographic
information, therefore, would you be happy
to state your gender?
Question 2 | What age category are you in? 18-25
18-25
26-35
36-45
Question 3 | How would you describe the term ‘fast Cheaper clothing that is mass-produced to
fashion’? fit trends. Usually made out of cheap and
potentially harmful materials.
Question 4 | How do fast fashion companies encourage | Mainly their price and the influence of others
you to purchase their pieces? wearing certain things. If they offer student
discount is another factor.
Question 5 | How often would you say you purchase Normally every week or so.
fast fashion clothing?
Question 6 | How would you describe your experiences | | would say that the majority of clothes that |
with fast fashion? have got from fast fashion brands haven’t
lasted too long as the quality isn’t great. My
other clothes that are more expensive last a
lot longer. So | would have to purchase from
fast fashion brands more often to keep
stocking up on basic items.
Question 7 | How do you think fast fashion affects the A lot of fast fashion items go out of trend
environment? fairly soon, so a lot of items will be getting
thrown out. The use of harmful materials can
also impact environments and animals.
Question 8 | Do you consider environmental impacts Not really because of my student income. If |
when purchasing clothing? had a higher income then my budget for
clothing would increase and then there
Why? wouldn’t be a need for me to be buying a
load of clothes from these brands.
Question 9 | On average, how long would you say you About a year mainly.
keep fast fashion items?
Normally when | grow out of them if the
What factors influence you to dispose of items are basic pieces. Or if the clothing
fast fashion items? goes out of fashion completely.
Question When you do dispose of clothing, how do Either take it to the clothes bank, or sell on
10 you do it? depop if item has good quality or fairly new.
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Question
11

Do you follow any social media influencers
on social media?

A lot.
| feel like they predict what is going to be in

If yes, why? and everyone will copy.

Question Has an influencer ever made you Yes.

12 purchase an item or make you consider A lot of times | haven’t wanted something on
purchasing an item? If yes, did you want a website but after seeing on an influencer |
this item before seeing it on the influencer? | have wanted it. This is usually with more

expensive items though.

Question In your opinion, do you think influencers Yes, if people see influencers they look up

13 fuel fast fashion consumption? If yes, how | to wearing something they like, others will
do you think they do this? want to be just like them.

Question How could influencers take greater Either write something about how fast

14 responsibility when promoting fashion fashion affects the environment or start
items? promoting more sustainable clothing.

Question What do you know about sustainable Sustainable fashion includes anything that

15 fashion? isn’t mass produced such as made to order.

Clothing made by environmentally friendly
materials or can be second hand clothing.

Question Are you aware of any sustainable | follow a few on Instagram. The outfits they

16 influencers and do you follow any? wear tend to be cooler and more out there.
Why?

Question Have you purchased from sustainable | have bought quite a few pieces off depop

17 fashion brands and why? as some of their things can be quite

affordable and it's a good place to get more
unique clothing.

Question As a fast fashion consumer, would you After uni when | have a higher income then

18 consider transitioning towards sustainable | yes as I'll be able to afford more and higher
fashion? quality clothing.

Why?
Question In your opinion, how could sustainable A lot of people are influenced by the price of
19 fashion brands encourage more people to | clothing, if they could lower their prices this

purchase?

could increase sales of sustainable clothing.
| think the main thing would be seeing these
outfits more on social media and having
influencers promote this instead.
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Question 1 | The study seeks to find how social media Female
influencers impact fast fashion buying
behaviour alongside the need for greater
sustainability in the industry. For this, | am
keen to understand basic demographic
information, therefore, would you be happy
to state your gender?
Question 2 | What age category are you in? 18-25
18-25
26-35
36-45
Question 3 | How would you describe the term ‘fast Any fashion that is produced at high speed
fashion'? and low cost. Usually, the work force is
unfair and often consists of women of
colour.
Question 4 | How do fast fashion companies encourage | I dant usually click on advertisements, if I'm
you to purchase their pieces? going to buy a piece its because I've
watched a haul on YouTube.
Question 5 | How often would you say you purchase Not as often as | used to, | don’t necessarily
fast fashion clothing? buy into trends, if | buy a piece of clothing,
I've thought about it and | know its good
quality and I'm going to wear it repeatedly. |
will always send clothes back if it doesn’t
meet this. | don’t scroll through shopping
websites, | mainly use youtube and
Instagram to discover clothes on real
people.
Question 6 | How would you describe your experiences | Pretty good, I've previously done some
with fast fashion? research on ‘GaRsciouslycanssious. and |
know what brands to stay away from. | don’'t
ever shop on PLT or boohoo. | mainly use
Zara (which in on the brands to avoid on the
site) but it isn’t as bad as the others.
Question 7 | How do you think fast fashion affects the Terrible, | hate it. | wish it was more
environment? sustainable but I'm also a student and have
limited resources. | wish there was more
sanctions on fast fashion companies holding
them responsible not just for the
environment costs but responsible for their
garment worked which are often treated
really badly.
Question 8 | Do you consider environmental impacts Yes | do, | stay away from buying clothes

when purchasing clothing?

Why?

excessively, stay away from clothes that go
out of fashion easily, stay away from bad
quality clothing. I'm conscious about the
environmental impacts but also the
conditions in which the workers are forced to
work in/for.
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Question 9

On average, how long would you say you
keep fast fashion items?

What factors influence you to dispose of
fast fashion items?

For years.

| only get rid of clothes that I've out grown
(both size and style).

Question When you do dispose of clothing, how do Before | used to give them to my sister but
10 you do it? now | donate them to clothing banks.
Question Do you follow any social media influencers | Yes, | follow molly pag (I sometimes follow
1 on social media? the Kardashian but obviously their style is
If yes, why? way to expensive so | wouldn't often buy
clothing because of them). | like molly, she
seems real and honest, | follow her
youtubes.aswell. | also follow
Yasmindevonpett_ she has the best zara,
clothes and styles them reall, well.
Question Has an influencer ever made you Yeah, not necessarily molly mag, cos she
12 purchase an item or make you consider buys a lot of it but | don’t buy things if | see
purchasing an item? If yes, did you want them on yasmindevonpord, if | really like
this item before seeing it on the influencer? | them and only from zara.
Question In your opinion, do you think influencers Yeah | do, | think people are really easily
13 fuel fast fashion consumption? If yes, how | influenced by what they see online.
do you think they do this?
Question How could influencers take greater I think ultimately it shouldn’t be up to
14 responsibility when promoting fashion influencers or people buying clothes, | think
items? it needs to be put on the manufacturers and
the companies selling the clothes. A few
hundred influences are a drop in the ocean
when compared to the impact these
companies have on the environment.
Question What do you know about sustainable Its expensive and doesn't necessarily come
15 fashion? easy. Its hard to find sustainable brands that
produce clothes like zaga, for the same price.
| think its really important that the
sustainable fashion to development
commercially so its more affordable for
people to buy.
Question Are you aware of any sustainable I'm aware of a few local small business, but
16 influencers and do you follow any? nothing on a large scale. | don't follow any
because | don't think that the market is what
Why? is can or should be.
Question Have you purchased from sustainable Nope. Its too expensive and I'm a broke
17 fashion brands and why? student.
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Question
18

As a fast fashion consumer, would you
consider transitioning towards sustainable
fashion?

Absolutely, if they were set up like fast
fashion companies, if there was a large
website with hundreds of options for a
relatively cheap price.

Why?
Question In your opinion, how could sustainable By expanding and putting more ad out there.
19 fashion brands encourage more people to

purchase?

Being as transparent as possible.
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Question 1

The study seeks to find how social media
influencers impact fast fashion buying
behaviour alongside the need for greater
sustainability in the industry. For this, | am
keen to understand basic demographic
information, therefore, would you be happy
to state your gender?

Yes, Female.

Question 2 | What age category are you in? 18-25
18-25
26-35
36-45
Question 3 | How would you describe the term ‘fast | would describe the term as clothing made
fashion’? quick and inexpensive.
Question 4 | How do fast fashion companies encourage | Fast fashion companies offer discounts and
you to purchase their pieces? cheap delivery. Fashion influencers also
encourage me to purchase more fast
fashion.
Question 5 | How often would you say you purchase Once a week
fast fashion clothing?
Question 6 | How would you describe your experiences | Hit or miss really, sometimes | will find an
with fast fashion? amazing piece of clothing but often it will get
sent back due to cheap quality or doesn’t
suit me.
Question 7 | How do you think fast fashion affects the | know that fast fashion (clothing) lands up in
environment? landfill at a high percentage, | believe cheap
clothing is very bad for the environment, but
some would argue that they cannot afford
expensive clothing.
Question 8 | Do you consider environmental impacts Not really, | think about it when | see a news
when purchasing clothing? article not when making the purchase.
Why?
Question 9 | On average, how long would you say you 6-12 months depends again on quality.
keep fast fashion items?
What factors influence you to dispose of If over worn, if material has gone funny or if |
fast fashion items? just get bored of that piece of clothing.
Question When you do dispose of clothing, how do | would try to sell on places such as Depop
10 you do it? or hold a car boot sale. Last resort is charity.
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Question
1

Do you follow any social media influencers
on social media?
If yes, why?

Yes, | do follow a lot of social media
influencers on Instagram. | follow them to
keep up to date with fashion trends and to
see what’s new on the fashion market.

Question Has an influencer ever made you Yes, they have. No, in fact | wouldn’t even
12 purchase an item or make you consider probably look at that item. For example, |
purchasing an item? If yes, did you want have bought a lot of Zara clothing recently
this item before seeing it on the influencer? | due to the fact of influencers not Zara’s
advertisements.
Question In your opinion, do you think influencers Most defiantly. Most influencers are paid
13 fuel fast fashion consumption? If yes, how | and can be untrustworthy however some
do you think they do this? influencers also purchase clothing with their
own money this does fuel fast fashion
companies.
Question How could influencers take greater By being truthful, by editing their photo to a
14 responsibility when promoting fashion certain extent.
items?
Question What do you know about sustainable Not much, except maybe hand-made
15 fashion? clothing and expensive?
Question Are you aware of any sustainable Yes, | follow the company ‘Golden Hour’ run
16 influencers and do you follow any? by an independent woman who personally
hand-makes fashion using sustainable
Why? resources.
Question Have you purchased from sustainable Yes, although expensive | found the quality
17 fashion brands and why? of clothing amazing and | probably will
purchase sustainable again.
Question As a fast fashion consumer, would you Not 100%, | do like purchasing from places
18 consider transitioning towards sustainable | such as ASOS, Missauided etc because its
fashion? inexpensive and easy experience.
Why?
Question In your opinion, how could sustainable By providing discounts, advertising more
19 fashion brands encourage more people to | and getting influencers on board.

purchase?
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Question 1 | The study seeks to find how social media Female
influencers impact fast fashion buying
behaviour alongside the need for greater
sustainability in the industry. For this, | am
keen to understand basic demographic
information, therefore, would you be happy
to state your gender?
Question 2 | What age category are you in? 18-25
18-25
26-35
36-45
Question 3 | How would you describe the term ‘fast Environmentally unsustainable industry that
fashion'? promotes quick and easy shopping online
and in store
Question 4 | How do fast fashion companies encourage | Cheap prices, trendy pieces.
you to purchase their pieces?
Question 5 | How often would you say you purchase About four times a month.
fast fashion clothing?
Question 6 | How would you describe your experiences | Itis quick and easy, enjoyable experience.
with fast fashion?
Question 7 | How do you think fast fashion affects the Terrible for the environment, packaging,
environment? some have very cheap materials, cheap in
price, increases waste.
Question 8 | Do you consider environmental impacts Sometimes, depending on how much | like
when purchasing clothing? an item and how much it is. | often keep fast
fashion clothing for a long amount of time.
Why?
Question 9 | On average, how long would you say you A year or so. | will dispose the clothing if | no
keep fast fashion items? longer like the piece or it has ripped due to
poor quality.
What factors influence you to dispose of
fast fashion items?
Question When you do dispose of clothing, how do Mostly throw in bin.
10 you do it?
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Question
11

Do you follow any social media influencers
on social media?

Yes, only a couple. It gives me a better
understanding on fashion trends.

If yes, why?
Question Has an influencer ever made you Yes, the photo’s are of a high standard and
12 purchase an item or make you consider are modelled well. | may have not seen the
purchasing an item? If yes, did you want piece before seeing it on the influencer as |
this item before seeing it on the influencer? | don’t check online shops often.
Question In your opinion, do you think influencers Yes as brands pay the influencers to
13 fuel fast fashion consumption? If yes, how | promote their products which means a lot
do you think they do this? more advertisement on social media.
Question How could influencers take greater Shop at local, small independent
14 responsibility when promoting fashion businesses. Support sustainable fashion
items? brands.
Question What do you know about sustainable Better quality pieces that last for a longer
15 fashion? time. Less harmful to the environment.
Question Are you aware of any sustainable The only sustainable influencer | know of is
16 influencers and do you follow any? Grace Beverely.
Why?
Question Have you purchased from sustainable Yes as | liked the pieces, not because it was
17 fashion brands and why? sustainable.
Question As a fast fashion consumer, would you | would as it would be beneficial for the
18 consider transitioning towards sustainable | environment in years to come.
fashion?
Why?
Question In your opinion, how could sustainable Make the prices a little bit lower and provide
19 fashion brands encourage more people to | a better range of pieces.

purchase?
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Question 1

The study seeks to find how social media
influencers impact fast fashion buying
behaviour alongside the need for greater
sustainability in the industry. For this, | am
keen to understand basic demographic
information, therefore, would you be happy
to state your gender?

Yes, | am a female.

Question 2 | What age category are you in? 18 — 25 years old.
18-25
26-35
36-45

Question 3 | How would you describe the term ‘fast Quick and affordable fashion inspired by the
fashion’? latest trends.

Question 4 | How do fast fashion companies encourage | Heavily through social media and promoters.
you to purchase their pieces?

Question 5 | How often would you say you purchase Once every 2-3 weeks.
fast fashion clothing?

Question 6 | How would you describe your experiences | Very fast delivery and fairly good customer
with fast fashion? service. However, certain companies have

very poor quality.

Question 7 | How do you think fast fashion affects the It has a negative impact on the environment.
environment?

Question 8 | Do you consider environmental impacts | do not but | am starting to become more
when purchasing clothing? aware of the environmental impacts.
Why?

Question 9 | On average, how long would you say you A year.
keep fast fashion items?
What factors influence you to dispose of Trends.
fast fashion items?

Question When you do dispose of clothing, how do | either throw them out or sell them on

10 you do it? depop.
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Question
11

Do you follow any social media influencers
on social media?
If yes, why?

Yes, | do. | think social media influencers
inspire you on how to put certain clothing
items together. It gives me more of an idea
on what to wear to different events /
Qccassions.

Question Has an influencer ever made you Yes, they have. Sometimes an influencer
12 purchase an item or make you consider encourages you as they produce better
purchasing an item? If yes, did you want content than the fast fashion retailer of the
this item before seeing it on the influencer? | item.
Question In your opinion, do you think influencers I do. | believe social media plays a massive
13 fuel fast fashion consumption? If yes, how | part in this.
do you think they do this?
Question How could influencers take greater Influencers can use their platform on social
14 responsibility when promoting fashion media to encourage people to shop responsibly.
items? I am aware that a number of retailers have eco-
friendly and re-usable lines.
Question What do you know about sustainable It is fashion that has been recycled and does
15 fashion? not have a negative impact on the
environment.
Question Are you aware of any sustainable No, | do not think there is many out there.
16 influencers and do you follow any?
Why?
Question Have you purchased from sustainable I have not. However, | am starting to notice
17 fashion brands and why? fast fashion retailers introduce sustainable
items.
Question As a fast fashion consumer, would you Yes, | would. However, | would still consider
18 consider transitioning towards sustainable | the way the clothing looked.
fashion?
Why?
Question In your opinion, how could sustainable Engage and promote more on social media
19 fashion brands encourage more people to | pages.

purchase?





image23.png
Question 1 | The study seeks to find how social media Female
influencers impact fast fashion buying
behaviour alongside the need for greater
sustainability in the industry. For this, | am
keen to understand basic demographic
information, therefore, would you be happy
to state your gender?
Question 2 | What age category are you in? 18-25
18-25
26-35
36-45
Question 3 | How would you describe the term ‘fast Cheap clothing that's created on mass
fashion’?
Question 4 | How do fast fashion companies encourage | Very cheap prices; huge range of options
you to purchase their pieces?
Question 5 | How often would you say you purchase Once a month, if that
fast fashion clothing?
Question 6 | How would you describe your experiences | The difference in sizing across brands has
with fast fashion? had an impact on me.
Overall positive experiences due to such
vast choice
Question 7 | How do you think fast fashion affects the Contributes to landfill and global warming
environment?
Question 8 | Do you consider environmental impacts Yes- | don’t want to contribute to the above if
when purchasing clothing? | don’t need to
Why?
Question 9 | On average, how long would you say you | keep them until they no longer fit me/ are
keep fast fashion items? worn beyond wear/ no longer make me feel
confident when | wear them
What factors influence you to dispose of The material; if | feel confident in it
fast fashion items?
Question When you do dispose of clothing, how do Charities
10 you do it? Clothes Banks
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Question
11

Do you follow any social media influencers
on social media?

Yes
To enter any giveaways or competitions

If yes, why?
Question Has an influencer ever made you purchase | Yes
12 an item or make you consider purchasing Yes
an item? If yes, did you want this item
before seeing it on the influencer?
Question In your opinion, do you think influencers Yes; all of these influencers teaming up with
13 fuel fast fashion consumption? If yes, how | brands such as PrettyLittleThing and
do you think they do this? InTheStyle and lending their name and
support makes others want to support too
Question How could influencers take greater Also promoting organisations that help the
14 responsibility when promoting fashion workers who make the clothes
items? Warn against the results of fast fashion
Promote thrift shops as an option too
Question What do you know about sustainable | think it's about buying second-hand
15 fashion? clothing on Depop and Ebay, for example
Also encompasses clothing that uses
sustainable material and companies that
give workers a fair wage
Question Are you aware of any sustainable No
16 influencers and do you follow any? They've never popped up on my feed and
they’re not as known as other influencers
Why?
Question Have you purchased from sustainable Yes
17 fashion brands and why? To stop contribution to landfill as the
material from sustainable clothing can be
reused in the future instead of being thrown
away
Question As a fast fashion consumer, would you To an extend
18 consider transitioning towards sustainable | Sustainable fashion is more expensive, and
fashion? so it depends on my income
Why?
Question In your opinion, how could sustainable By making them as affordable as possible-
19 fashion brands encourage more people to | fast fashion is thriving because it's so cheap

purchase?
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Question 1 The study seeks to find how social media Female
influencers impact fast fashion buying
behaviour alongside the need for greater
sustainability in the industry. For this, | am keen
to understand basic demographic information,
therefore, would you be happy to state your
gender?
Question 2 | What age category are you in? 18-25
18-25
26-35
36-45
Question 3 | How would you describe the term ‘fast Companies/industries mass producing
fashion’? clothing items which are not sustainable in
sometimes) unethical conditions for a low
cost.
Question4 | How do fast fashion companies encourage you | Through advertisements online such as
to purchase their pieces? instagram. Or by offering discounts like
'"15% off your first order' .
Question 5 | How often would you say you purchase fast Around 1-2 times a week.
fashion clothing?
Question 6 | How would you describe your experiences with | Good, | have easy access to them and a
fast fashion? lot of the brands deliver next day and will
usually offer a discount code.
Question 7 | How do you think fast fashion affects the Some companies use a lot of
environment? unneccesary plastic packaging which just
ends up in landfill which is not great for
the enviroment,
Question 8 Do you consider environmental impacts when | Yes, especially when ordering multiple
purchasing clothing? items because they are all usually
wrapped in individual plastic packagingas,
Why? | try to keep my carbon footprint as low
as | can.
Question 9 | On average, how long would you say you keep | A couple of months. Either the quality
fast fashion items? gradually becomes worse e.g colours
fading or the item is not in style/trend
What factors influence you to dispose of fast anymore.
fashion items?
Question 10 | When you do dispose of clothing, how do you | Either re-sell it, or pass it on to my

do it?

siblings. Or if the item is not in a wearable
condition I'll throw it in the bin.
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Question 11 | Do you follow any social media influencers on | Yes, but very few. To gain mﬂgﬂ for
social media? fashion ideas or to follow their day-to-day
If yes, why? life.
Question 12 | Has an influencer ever made you purchase an  [Yes, but sometimes | have wanted simply
item or make you consider purchasing an item? |because | saw the influencer have it.
If yes, did you want this item before seeing it on
the influencer?
Question 13 | In your opinion, do you think influencers fuel  |Yes, by getting brand deals or a lot of
fast fashion consumption? If yes, how do you [clothing items sent to them for free.
think they do this?
Question 14 | How could influencers take greater Promote companies that: dont use a lot of
responsibility when promoting fashion items?  lunnecessary plastic packaging, are ethical
and rightfully pay their employees.
Question 15 | What do you know about sustainable fashion? [They tend to use less plagctic packaging
land are more ethical in comparrison to
most fast fashion brands.
Question 16 | Are you aware of any sustainable influencers  [No, | follow people that sometimes
and do you follow any? promote sustainable fashion though.
Why?
Question 17 | Have you purchased from sustainable fashion | Yes, and because | wanted the item and
brands and why? love the brand.
Question 18 | As a fast fashion consumer, would you consider [Yes, because it's better for the enviroment,
transitioning towards sustainable fashion?
Why?
Question 19 | In your opinion, how could sustainable fashion [By making their items/products sligfly.

brands encourage more people to purchase?

more affordable e.g | could purchase 5
clothing items from a fast fashion brand for

the same price of 1 item from a

sustainable fasion brand.
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Question 1

The study seeks to find how social media
influencers impact fast fashion buying
behaviour alongside the need for greater

sustainability in the industry. For this, lam | Female
keen to understand basic demographic
information, therefore, would you be happy
to state your gender?
Question 2 | What age category are you in?
18-25
26-35 18-25
36-45
Question 3 | How would you describe the term ‘fast The mass production of copying high fashion
fashion’? trends for a fraction of the cost.
Question 4 | How do fast fashion companies encourage | The price point is usually the main reason,
you to purchase their pieces? but they also market them really well through
social media channels.
Question 5 | How often would you say you purchase fast | Once or twice a month. | feel as if I've
fashion clothing? significantly cutdown as a result of lockdown.
Question 6 | How would you describe your experiences | As | don’t have the budget for regularly
with fast fashion? splurging on high end items, | appreciate the
accessibility of fast fashion. However, |
recognise all of the unethical and problematic
aspects and try to limit my habits.
Question 7 | How do you think fast fashion affects the I think it has a horrible effect on the
environment? environment not in just the waste caused by
the physical items themselves but through its
factories, its methods, etc.
Question 8 | Do you consider environmental impacts Yes, | only buy clothing if | know | am going
when purchasing clothing? to get a lot of wear out of the item and | can
visualise it with pieces | already own. My
Why? knowledge of the environmental impact that
fast fashion has influences this.
Question 9 | On average, how long would you say you A lot of my clothing will often last me years.

keep fast fashion items?

What factors influence you to dispose of fast
fashion items?

At the minimum | would say 2-3 years.

If something is damaged beyond repair,
doesn’t fit anymore or hasn’t been worn in a
very long time then | dispose of it.
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Question 10

When you do dispose of clothing, how do
you do it?

| use different methods depending on the
items. I'll let my friends have first choice and
then anything left over with either be sold on
depop or given to charity.

Question 11

Do you follow any social media influencers
on social media?
If yes, why?

Yes, | follow a few social media influencers
for style inspiration. I'm less reluctant to
follow those without an interest in fashion.

Question 12

Has an influencer ever made you purchase
an item or make you consider purchasing
an item? If yes, did you want this item
before seeing it on the influencer?

Yes, | saw an influencer style platform
converse and fell in love with them. | was on
the fence about wanting them before but the
influencer styling them was the deciding
factor.

Question 13

In your opinion, do you think influencers fuel
fast fashion consumption? If yes, how do
you think they do this?

Yes, they unfortunately promote it a lot
through brand deals, constantly showing
products, etc.

Question 14

How could influencers take greater
responsibility when promoting fashion
items?

| have seen a lot of influencers already try to
limit their fast fashion consumption and
promote re-wearing old items or customising
them.

Question 15

What do you know about sustainable
fashion?

| know that it promotes a more ethical
consumption of fashion that is better for the
environment and workers and involves
rewearing, reselling, upgygling and so forth.

Question 16

Are you aware of any sustainable influencers|
and do you follow any?

Why?

A lot of the influencers | follow are slowly
transitioning into sustainable fashion but |
follow one fashion blogger who is entirely
sustainable.

Question 17

Have you purchased from sustainable
fashion brands and why?

| have purchased from small business brands
and also vintage stores simply because |
liked the pieces and feel less guilty.

Question 18

As a fast fashion consumer, would you
consider transitioning towards sustainable
fashion?

Why?

Yes, | am slowly trying to incorporate
sustainable fashion choices into my
wardrobe even more as | am conscious of
the environmental impact.

Question 19

In your opinion, how could sustainable
fashion brands encourage more people to
purchase?

| think by taking a similar stance to fast
fashion brands and having influencers and
bloggers style their pieces. | also think
celebrity advertisement would help them a
lot.
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Question 1 | The study seeks to find how social media Yes, female
influencers impact fast fashion buying
behaviour alongside the need for greater
sustainability in the industry. For this, | am
keen to understand basic demographic
information, therefore, would you be happy
to state your gender?
Question 2 | What age category are you in? 18-25
18-25
26-35
36-45
Question 3 | How would you describe the term ‘fast Items of clothing that are ‘on trend’ for a
fashion’? short period of time, these items are usually
low on price and quality so people can afford
to keep up with changes to fashion
Question 4 | How do fast fashion companies encourage | Discounted prices, free shipping, good
you to purchase their pieces? advertisement
Question 5 | How often would you say you purchase Roughly 3-4 times a month
fast fashion clothing?
Question 6 | How would you describe your experiences | | like that | can have a trendy wardrobe for a
with fast fashion? decent price, but the quality isn’t always up
to scratch
Question 7 | How do you think fast fashion affects the Poorly as often the items are cheap enough
environment? to dispose of when no longer in use
Question 8 | Do you consider environmental impacts Yes, | will only buy items of clothing if | know
when purchasing clothing? I will get its full wear out of it and is
something than can be worn for years to
Why? come
Question 9 | On average, how long would you say you | usually keep my items until they no longer
keep fast fashion items? go with the rest of my wardrobe or if the
quality of the item has decreased massively
What factors influence you to dispose of
fast fashion items?
Question When you do dispose of clothing, how do | usually donate my clothing to charity or
10 you do it? siblings
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Question
11

Do you follow any social media influencers
on social media?
If yes, why?

Yes, | like to get outfit inspiration and if | see
an item of clothing, | like online | will always
go to see what it looks like on someone and
how they’ve styled it before purchasing it

Question Has an influencer ever made you Yes, | will always buy an item if | love how it
12 purchase an item or make you consider looks on someone else, sometimes yes but
purchasing an item? If yes, did you want usually not
this item before seeing it on the influencer?
Question In your opinion, do you think influencers Yes massively, fast fashion companies use
13 fuel fast fashion consumption? If yes, how | social media influencers hugely to promote
do you think they do this? their clothing through free clothing which
usually won’t be worn by the influencers
again but from outsider’s perspective these
clothes are loved by the influencers and
persuade you to buy them
Question How could influencers take greater They could be more selective of the brands
14 responsibility when promoting fashion they decide to promote, and picking more
items? sustainable brands
Question What do you know about sustainable Not a great deal, but | am fully aware that
15 fashion? sustainable fashion is considerably better for
the environment and for their employees, |
will always lean towards shopping more
sustainably now though, but not because |
know a great deal about it but because there
is a growing stigma around the subject
Question Are you aware of any sustainable Yes, | love to see sustainable small fashion
16 influencers and do you follow any? businesses grow, because you get to see a
more personal touch behind the business
Why?
Question Have you purchased from sustainable | am actually unsure about this, because |
17 fashion brands and why? don’t think companies are transparent
enough about the sustainability of their
clothing, and the ones that are don’t
advertise it enough that it sticks in my head
that they’re suitable
Question As a fast fashion consumer, would you | would if educated about it properly, and if
18 consider transitioning towards sustainable | fast fashion wasn’t so affordable and under-
fashion? priced that | would naturally lean to that.
Why?
Question In your opinion, how could sustainable Advertise the comparisons between their
19 fashion brands encourage more people to | clothing and fast fashion clothing, explaining

purchase?

why fast fashion is bad and why theirs is
better.
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