CHAPTER 4.0
Since fast fashion is often considered the opposite of sustainable fashion, this study was conducted to clarify the consumer brand associations with sustainable fashion by analysing three UK fast fashion brands. The research included a qualitative study by conducting in-depth interviews with 14 consumers in Wales who had purchase experience with the sustainable fashion of three selected brands, Boohoo, Pretty Little Thing, and Missguided, to identify sustainable keyword associations. The findings will be analysed to build a coherent argument in order to fulfill the dissertation's goal, as well as contribute to the achievement of the third goal:
‘To analyse primary research to understand consumers’ associations with UK fast fashion retailers and their sustainable efforts’.
Data from interviews were collected from two samples: previous and current customers of one or more fast fashion retailers. The results will be presented and analysed sequentially in this chapter. The online interviews were conducted by 14 participants in total, implying that all planned interviews were completed, allowing for an effective response rate. The research contributes to the literature by conducting an in-depth review of consumer associations of fast fashion brands from a sustainability perspective using network analysis. The researcher anticipates that the results would assist UK fast fashion companies in strategically developing a sustainable fast fashion brand image.
Keywords: Sustainable, Associations, Environment, Fashion, Brands (As seen in fig 4.9)

4.1 DATA ANALYSIS
 Collis and Hussey (2014) define data analysis as the process of collecting and organising data in order to analyse it and draw trends and themes that have emerged. For the study, qualitative data method was used and critically analysed in order to establish common associations with fast fashion retailers. Ritchie et al., (2002), outlines the five key stages to qualitative data analysis as familiarisation, indexing, charting, mapping and interpretation. The analysis in this chapter will recognise the overall goal of the dissertation to provide a focused and reliable response.
4.2 METHODS
To provide appropriate analysis, different techniques have been utilised to analyse the data obtained. The researcher has adopted software NVivo and Microsoft Excel to successfully analyse the data from each interview. NVivo assists in the discovery of richer insights and the production of clearly articulated, defensible findings supported by rigorous evidence (Nvivo, 2021). This software was utilised to explore the open-ended questions in the interview. Excel recognises patterns in data and organises it to save the researcher more time (Microsoft, 2021). The researcher utilised Microsoft Excel to analyse closed-ended questions such as demographics, graphs and charts were created based on the data provided. 
4.3 PRIMARY RESEARCH RESULTS 
The interviews were conducted through online social platforms, Instagram and Facebook Messenger. The researcher forwarded an interview participation form that required the respondent to fill out and send back within a set timeframe. To ensure an appropriate sample was collected a series of questions were asked prior to the interview to obtain efficient results, as seen in figure 4.1. This provided the respondents with the relevant information that they would need before participating in the interview.
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Figure 4.1 Interview Participation Sheet (Authers Own) 
4.4 DEMOGRAPHICS
Due to the confidentiality and homogeneity of the interviews, the analysis included two demographic questions that offered minimal details about the participants. The two questions included participants to disclose their age and gender. These questions support the study by eliciting results and studying behavioural trends based on their age and gender, allowing the researcher to make informed decisions for the purpose of your research. Furthermore, gender questions allow the researcher to ensure that the sample is representative or to investigate the gender impact on the research. Taking consideration of demographics can highlight differentiation in consumers attitudes towards sustainability in the fast fashion industry (As discussed in chapter 2 page 7). Zhang et al, (2021) claims there is a significant difference in expenditure on fast fashion between male and female customers. Supporting the statement that one-third of 2,000 women surveyed in Britain claimed that clothes are old after wearing them one or two times (Oakes, 2020).  To comply with this the study consisted of 4 males and 6 females to investigate consumers associations with fast fashion retailers. 
4.5 CONSUMER ATTRIBUTES
The purposive sample not only assured participants were suited to age and gender, but also required to have consumer experience with one or more of the UK fast fashion brands. Results followed this acquirement with all participants having purchased from at least one or more of these retailers. Question 3 explored participants attributes, seeking to find out whether they considered themselves as someone who keeps up to date with the latest fashion trends. As shown in figure 4.2, the data demonstrates that 60% of the respondents answered yes, 30% answered no, and 10% considered themselves to only keep up with certain trends. De Klerk (2020) State's fashion acts on a seasonal basis, creating new garments for each of the four seasons. This feeds the need for over consumption; resulting in the behavioural trend for being labelled ‘fashionable’. 
[image: ]
Figure 4.2 Fashion Trends (Authors own) 
4.6 CONSUMER BEHAVIOUR
Much like fashion, social media is another outlet for an individual to express oneself. However, this mode of expression occurs in cyberspace. There are many underlying threads that connect the two together (McCarthy, 2013). Social media has given fast fashion retailers a platform to market their products and create a behind the scenes experience for consumers. Becatien (2019) claims social media can be defined as a new-media marketing tool for businesses to enhance engagement with their customer base. Question 5 seeks to find out how many participants follow fashion retailers, Boohoo, PLT and Missguided on social media platforms such as Instagram, Facebook and Twitter.  According to the data gathered, Boohoo was the most followed retailer on social media with 50%, followed by PLT and Missguided with a lower 40%, and 30% of respondents claiming they do not follow any of the brands listed. In the study, Boohoo’s dominance could be linked to their collections for both men and women. This contrasts with PLT and Missguided, with their target market aimed at young women ages 16-24. In 2020, Boohoo and Boohoo MAN, surpassed £1 billion, becoming the UK’s largest fast fashion retailer (Dean, 2020). Bughin (2015), claims social media has a significant impact on consumers purchasing decisions, resulting in businesses generating higher sales. Fast fashion brands including Boohoo, PLT and Missguided use influencer marketing to power sales. Question 6 explores participants attributes in greater depth, seeking to find out over a monthly period how many times they visit the brands websites or social media pages to purchase products. Figure 4.3 represents the data collected, demonstrating that most respondents access these pages between 1-4 times a month, reaching 70%. 
[image: ]
Figure 4.3 Social Media Pages (Authors own)
In addition, consumers were asked whether their purchasing decisions were affected by a collection being branded ‘Environmentally Friendly’. The results found that 50% of respondents answered yes, whilst only 10% answered no and a further 40% of respondents claim their purchasing decision is based on the style and price of the product. These results highlight the observation that knowing does not imply action: According to the findings, direct interactions have a greater impact on people's attitudes than indirect experiences such as knowledge (Jenson, 2002)
 [image: ]
Figure 4.4 Purchasing Decisions (Authors own) 
4.7 SUSTAINABILITY 
Questions 8 and 9 were developed to assess the level of sustainability and visibility in the fashion industry. Figure 4.4 shows that the majority of respondents feel they have some degree of knowledge of what sustainability entails, whether ethically or environmentally. 90% of respondents mentioned key words associated with sustainability, stated as long lasting, organic, recycled, beneficial and expensive. However, the remaining 10% responded as unsure. This constrained consumer knowledge is regarded as one of the most significant obstacles to sustainable fashion consumption (Moon, et al., 2015) Which is reinforced by the fact that CEO Agenda (2021) announced, eight priorities for fashion executives to shape a sustainable fashion industry. 
[image: ]
Figure 4.4 Sustainability (Authors own) 
With many brands beginning to make changes for a sustainable future, question 9 explored whether the consumers of these brands took consideration of the environment before purchasing their clothing. The data found that 50% of respondents answered no, while only 30% yes and a further 20% claiming they would take consideration for the future (As shown in Figure 4.5).
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Figure 4.5 Purchasing Considerations (Authors own) 

 Question 8 and 9 assess the magnitude of this understanding within the fashion industry considering Peattie's (2001) findings. As a result, the study backs up the idea that behaviour and expertise in one field could not be transferable to another. Figure 4.4 shows that 90% of participants are aware of sustainability, however, figure 4.5 manifests over 50% of participants do not consider the environment when purchasing from these fast fashion brands.
4.8 PROMOTION OF A SUSTAINABLE BRAND IMAGE
Primary research revealed that it was critical to assess respondents' awareness of these brands and their sustainability efforts. Question 11, 13 and 15 demonstrate each brands sustainability efforts. (As shown in Figure 4.6/7/8) 
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Figure 4.6 PLT Special Wash Bag (Authors own) 
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Figure 4.7 For the Future Collection (Authors own) 
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Figure 4.8 The 3 Pillars (Authors own) 
The data illustrates a common theme between all fast fashion retailers, despite their efforts to build a sustainable brand image, consumers are not familiar with the service or product. In addition, it is evident that consumers do not know how to find this information with 60% stating the brands should highlight these products on their social media and websites. The findings support a statement published by the Environmental Audit Committee, ‘Boohoo and Missguided have been named as two of the least sustainable fashion brands in the UK’ (EAC, 2019). Claiming that the brands should place more emphasis on improving their sustainability model. 
4.8 CONSUMER ASSOCIATIONS
Each question seeks to achieve the overall aim of the study in identifying keyword associations with consumers' experience and the sustainable fashion of the three selected brands. Question 7 investigates consumers' attitudes by gaining an understanding of their perception and associations of sustainable fashion, as well as analysing the behaviour the brands display. The researcher structured the keyword data received using network analysis, NVivo.  Figure 4.9 displays the most frequent occurring words in the data. The keyword associations with the three brands resulted in a network of 10 nodes and 38 links with the terms ‘Recycled’, ‘Ethical’, and ‘Paperless’ being the most common associations. 
 [image: ]
Figure 4.9 Word cloud (NVivo, 2021) 
A study by Nazir (2021) found that over 37% of the British public believed that retailers who prioritised sustainability were considered more appealing. Question 10 focuses on consumers’ perception of the brands, investigating any noticeable changes in the way they operate. The most common response included ‘paperless returns’ reaching over 70%.  The researcher gained a deeper understanding of the changes by questioning the respondents whether they feel the brand (s) had educated them on the impacts of fast fashion. The data collected from question 16 demonstrating most participants responding no. 
4.9 THE FUTURE OF FAST FASHION
The fashion industry in the 21st century has done well in the UK. Between 2000 - 2014 Clothing production has doubled, thanks to lower prices, streamlined operations, and increasing consumer spending (Remy et al., 2016). However, due to the unsustainable growth of fast fashion garments, the future of fashion is not made to last (Zarroli, 2013). Consumer behaviour requires clothing recycling, because the longer clothes are kept, the more sustainable this behaviour is; however, the findings of question 17 indicate that 70% of respondents are dissatisfied with the current state of the industry. The data demonstrated a common theme, stating that the fashion industry needs immediate improvement in regards to sustainability. In relation to question 18, participants were required to state whether they would like to see a more sustainable industry. 100% of participants responded positively towards the 21st century’s eco-fashion movement (As shown in Figure 4.10) 

[image: ]
Figure 4.10 Future of Fashion (Authors own)
4.10 CONCLUSION
The dissertations’ primary research was thoroughly analysed in order to achieve the aim of chapter four. Several trends have emerged as a result of qualitative data approaches. The following chapter will summarise these results, make suggestions, and address future research directions.
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