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1.0 Introduction

This proposal aims to analyse the impact lnstagram influencers have on sustainability within the fashion industry. It will focus on new consumer behaviour and purchasing habits this type of marketing creates and how this directly affects the environment. This proposal will provide an insight into the topics analysed in the final project and the research methods that will be used.





1.1 Background and Rationale

Social media influencers are classed as people 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). lnstagram is the most used social media platform for influencers with the number continually growing (Casal6, Flavian & Ibanez-Sanchez, 2018). Johnson (2020) states that lnstagram has 27.25 million lnstagram users in the UK with 24-35-year olds making up 30.5% of users.
Furthermore, those aged 20-29 tend to hold higher levels of purchasing power (Glucksman, 2017). Therefore, large numbers of people can be reached and with most users being within the target market for shopping, it is an ideal choice for businesses. In addition to reaching a large audience, lnstagram marketing appears more effective than other social media sites with followers engaging more with the brand and visiting the brand website more often (Buckle, 2015).






ANA (2018} states that 75% of advertisers use influencer marketing as a tool. With many businesses tapping into this trend, the sustainability of sending out free clothes and the purchasing impact this has on users should be considered and reviewed. 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).


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. This purchasing habit can lead to more clothes being bought and if they are not needed, reduce the lifespan. There have been previous studies on how influencer marketing impacts fashion trends, however, this study will focus on the sustainability of this type of marketing and provide an insight into how this marketing can become more sustainable.





1.2 Literature Review



Talavera (2015) states that influencer produced content is seen to be more reliable and genuine than brand made advertisements. This strong sense of trust between influencer and consumer is likely to generate more purchases for the brand.
Djafarova & Bowes (2020) supports this, stating that lnstagram heavily effects female purchases and concludes that influencers create a positive effect on consumer emotions, prompting impulsive purchases. Simpson (2019} explains how women are peer pressured to keep up with new fashion trends on lnstagram and often try to recreate outfits seen on influencers as they believe that if it is trending it must be worth having. Keeping up with trends can make people view fashion as disposable. Unwanted clothing is often transported to low-income countries to be sold in markets or to be wasted, clogging up rivers and parks, posing environmental hazards to local people (Bick, Halsey & Ekenga, 2018). This nature of sporadically buying clothes and throwing them away is contributing to fast fashion which poses environmental risks. Khan & Malik (2014) state that dyes used during clothing production can get into local water systems, creating toxic water for locals and wildlife. These environmental impacts create a need for greater sustainability within fashion to help the environment. Kaulbars-Staudinger (2019) believes that the fashion industry needs greater transparency regarding the environmental impacts of online consumer behaviours. Furthermore, while consumer, influencer and brand all have responsibilities, influencers know they hold power and should use this to promote greater sustainability (ibid)





1.3 Aims and Objectives

Aim



This study aims to analyse sustainability within the fashion industry as more brands use influencer marketing and the subsequent effects this has on purchasing habits and the environment.


Objectives



· To conduct an extensive literature review on how influencer marketing affects sustainability.
· To evaluate the responsibility fashion brands have to operate ethically and reduce fast fashion.
· To analyse the purchasing habits of consumers exposed to influencer marketing compared to traditional marketing methods.
· 




2.0 Research Design


2.1 Methodology

Saunders, Lewis & Thornhill (2009 pg 5) define research as ·something that people undertake in order to find out things in a systematic way, thereby increasing their knowledge'. Bertrand & Hughes (2017 pg 11). defines research simply stating that it is '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).



Figure 1: The Research Onion. (Source: Saunders el al., 2007).




Figure 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 which is in line with the research objectives and questions (Sahay, 2016).





2.2 Philosophy

lnterpretivism will be used in this study. This philosophy takes a human approach and allows that humans will interpret things differently based on their meanings (Saunders et al, 2009). Thanh & Thanh (2015) state that interpretivism is inclusive as it allows for different viewpoints among different people. The philosophy is appropriate as it allows the data collected to be compared and analysed to aid a conclusion.



2.3 Research approach

The research approach decided upon is inductive. This approach is appropriate as it allows the researcher to collect data and analyse this to come to their own theories and conclusions (Saunders et al, 2007).





2.4 Data collection

The researcher will use mixed methods for data collection as a survey will be created and interviews conducted. This will allow qualitative and quantitative data to be collected. Almalki (2016) states that a mixed-method approach is appropriate for all projects as it allows for greater depth and understanding that may not be achieved using a singular method. Sutton & Austin (2015) state that qualitative data is useful for researchers as it allows for an understanding of the participants' 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. Quantitative data can also be useful as it allows for statistical analysis. This can provide a clear direct result by answering questions such as 'what percentage' and 'what proportion' (Goertzen, 2017}. A survey allows data to be collected from large groups of people quickly and easily, however, more time may be needed to create a survey and analyse the data (Jones, Baxter & Khanduja, 2013}.



2.5 Sample

The sample used for this project will most likely be over 100 people due to the survey being shared across social media's. Due to the nature of the project, the sample is most likely to include young women who are fashion conscious.



2.6 Data analysis

To analyse the data, graphs and charts will be created to gather quantitative data to find trends and create percentages. Qualitative data from the interviews will be analysed by reading through interview notes and answers to discover themes and trends among participants.





3.0 Limitations and Ethical Risk


3.1 Resource Limitations



Due to the research having to be completed by a strict deadline there could be time constraints and limitations on the amount of data which can be collected. A restricted time frame means that the amount of people that can be interviewed is limited as preparing, conducting and analysing each one will be a lengthy process. Additionally, the survey may not be available for a long period, limiting responses. However, to overcome these, time management is key and preparation work must start early to ensure a true reflection.







3.2 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.





3.3 Reliability and Validity

Carmines & Zeller (1979) define reliability as to how consistent the results are over time and validity as the success of achieving the research objectives and the truthfulness of the results. The researcher can maximise reliability and validity by planning research appropriately and choosing the most suitable research method. Additionally, the researcher must ensure questions during data collection are the same for each participant and that there is no bias throughout the research process.





4.0 Resources and Planning




4.1 Resources



To thoroughly investigate the aims and objectives of the study the researcher must use a variety of resources to gather information. Secondary data will be gathered using online articles, textbooks and journals through the online library and Google Scholar. Data used will be from reliable, trustworthy sources. Primary data will be collected by creating an online survey using Google Docs which will be shared via social media sites to gather participants. Interviews will also collect primary data. These will be conducted with a select group of people who are willing to participate.




4.2 Gantt Chart

A Gantt chart is a tool used in project management which plans the schedule of a project (Geraldi & Lechler, 2012). The chart for this project is shown below in figure
2. It will aid the researchers time management, allowing for greater efficiency
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