



Explore the role of celebrities and influencers in changing the online marketing world for fast fashion products.
Proposal 




Introduction
Social media's rapid expansion over the preceding five years has significantly changed how people buy and sell things. Using websites like Facebook, Twitter, and YouTube, shoppers may comment on their real interactions with products and services and share those experiences with online peers. According to Muniesa and Giménez (2020), businesses are under increasing pressure to deliver positive client experiences in order to counteract negative word-of-mouth advertisements that may quickly be transmitted to other potential consumers via social networking platforms.
In order to comprehend how these sponsorships are utilised to continue to persuade their intended populace cognitively, celebrities are vital personalities to dissect (Chetioui et al., 2020). Celebrities, in particular prominent people who entertain or educate others about particular subjects, usually have such attractiveness in their personalities that regardless of how they seem, they spend, eat, drink, or continue living their complete way of life. Their lovers genuinely want to follow them, which is when marketers enter the picture by utilising the sentiments and sensations connected to a specific character and using this connection to promote their products. Marketers do this by showing a celebrity using their products while also discussing it and how it changed their lives (Sun et al., 2022). The intended audience and businesses are both influenced by this type of advertising. On the other hand, in the modern day, influencers are typically seen as problem solvers. 
They are just average folks who made the decision to use their uncommon communication and persuasion skills to market themselves online via social networking applications in order to become less random. Compared to traditional marketing forums, influence marketing is more expensive and calls for less pushing and more giving (Rees-Roberts, 2020). Influencers present themselves as a brand's best possible marketing platform. The focus strategy has so far only had a practical effect when businesses choose the best influencer to promote their goods. 
In particular, product differences over generations might remain constant, and gauging customer preferences while promoting one's idea for the final product could always be valuable in creating an immediate effect. Fashion and lifestyle companies may reach out to potential clients thanks to celebrities and influencers (Sun et al., 2022). This marketing approach is used by fast fashion and luxury fashion companies. Businesses employ a variety of social media platforms to spread their message and accomplish their goals. Consumers are encouraged to take the required action further towards the brand through the influencer-curated content for these enterprises (Chetioui et al., 2020). Brand marketing includes developing promotional ambassador programmes and collaborating with influencers to aggressively spread their brand's message on social media. Companies may benefit from using a well-known holiday in marketing and advertising efforts to better comprehend consumer patterns. People's reactions to marketing messages may provide insight into how a company's products or business is perceived.
The main body 
o Methodology 
In terms of conducting methodology, a stance on how to present any notable occurrences discovered during a scientific inquiry is known as the research philosophy. Many descriptive terms, including positivist, interpretative, pragmatist, and realistic techniques, can be used to define this methodological approach (Sun et al., 2022). In light of this, the researcher may employ interpretative concepts to conduct research that will be effective in gathering a sizeable amount of information on a range of information supporting the study approach. By the use of the interpretative approach, the author's past experiences and opinions may be pieced together as the work progresses. 
The utilisation of the interpretive paradigm will be advantageous for conducting the investigation with the aid of expert knowledge and for offering sensible solutions to the study's crucial problems (Alharahsheh and Pius, 2020). There are a total of three study approaches to take into account in this situation: inductive, deductive, and abductive. In this regard, the study may place a strong focus on the inductive research approach, which enables researchers to explore a group without taking a specific into account while yet coming to insightful findings from qualitative data (Lovrić et al., 2020). The investigator may gain from using an inductive approach since it will enable them to form hypotheses based on the findings of this inquiry. 
Although categorisation is carried out with the aid of many strategies that are chosen in accordance with the study's circumstances, the collection of information is also a crucial component of a research project. Furthermore, important for data collecting is the research's framework, which is often constructed using qualitative approaches. If the research does use qualitative techniques to gather secondary data, such as a semi-structured interview, these concerns will be taken into account. Interviews with two celebrities and four social media influencers are included in the show. Also, this research is going to benefit from employing a data-gathering technique that is mostly qualitative. The evaluation step of an investigation assignment is one of the most crucial parts since it is carried out utilising a number of approaches and instruments that are crucial to the investigator. As a result, tactics like those that need in-depth research are frequently used in approaches to evaluating data (Chetioui et al., 2020). A semi-structured interview approach will be used to analyse the primary information that is going to be collected since the observer has chosen primary research techniques for acquiring data. 
Before interpreting the results, investigator assertions should be supported by information from other academic works, and the efficacy of the theme analytical procedure will be examined and evaluated. As it enables a proper explanation of the findings, the research may apply thematic analysis (Braun and Clarke, 2019). In this research proposal, the author intends to evaluate the role of celebrity endorsement and influencers in promoting fast fashion brands. This research study will evaluate the role of celebrities and a distinct influencer role in marketing brands along with the concept of fast fashion trends in the modern market. 

· Aims and objectives
In various aspects, a person's life depends on their apparel. They provide a number of benefits for both wellness and attractiveness. Fashion requires tradition since it sets the bar for how people present themselves throughout all eras. Everyone wears fashion, occasionally voluntarily and occasionally, as a result of social expectations. In the twenty-first century, businesses are turning to fast fashion to meet consumer demand in the era of style and clothing, when perceptions around fashion are always shifting. This study will focus on how influencers and celebrities advertise these fast fashion companies on social media.
· To evaluate the concept of fast fashion. 
· To address how the trend of fast fashion is destroying the ecological stance.
· To identify the role of celebrity endorsement and influencers in promoting fast fashion brands.

 Literature review  
In order to capitalise on trends, clothing and accessories are referred to as "fast fashion" when they are quickly transitioned from the runway to retail outlets. Trends seen on the runways during Fashion Week or worn by celebrities usually serve as inspiration for the designs. Jansom and Pongsakornrungsilp (2021) opine that Fast fashion idea helps buyers acquire the newest trends or the best products at competitive prices. Fast fashion gained popularity as a result of low-cost, quicker manufacturing and delivery technology, a growth in consumer demand for current trends, and an increase in consumer buying power, especially among young people, to meet these immediate needs (Shrivastava et al., 2021). Because of all of these factors, rapid fashion is challenging the conventional garment industry's practice of regularly releasing new quarters and subdivisions each year. Fast-fashion retailers often sell new products many times within a single week in order to stay in vogue. The most popular item sold by fashion and luxury companies is an aspiration (Chetioui et al., 2020). People's appearance conveys to the outside world both who they are and, consequently, who they desire to be. High-end fashion companies, in particular, need to concentrate on achieving this objective, which calls for quick adaptation to the situation and, as a consequence, a consistent new image. The celebrity gives consumers a specific perception of an organisation. The goal of a celebrity or well-known character's company marketing is to create an alluring appeal, pique attention, and sustain excellence (Kawaf and Istanbulluoglu, 2019). These fast fashion companies employ celebrities to create a distinctive market position and a good brand image that shapes a favourable client attitude and a distinctive brand image. Marketers and advertisements use influencer marketing strategies for their businesses since they are aware of typical consumer opinions towards a celebrity joining the company (Kemp et al., 2019). As a result, advertising firms and marketers seek a respectable celebrity since the positive impact of a well-known celebrity's endorsement on consumers cannot be overstated. 
Customers in their twenties desire real experiences, which is why they're perpetually seeking new ones. Right now, social media is the best way to show that a company is being honest since it allows people to engage with brands and learn more about them from the privacy of their own residences (Shrivastava et al., 2021). Influencers resemble the traditional types of historical celebrities. Celebrity endorsements may determine a company's future since they represent the public's aspirations. But, with the liberalisation of the mainstream press, such aims have really been transferred to influencers who are far closer to the target market than any superstar. Influencers and celebrities both promote lifestyles, making them a good match for luxury and fashion brands that do the same (Rees-Roberts, 2020). Because viewers dislike being sold to, marketing communication advertisements don't work as well as they once did, so bloggers simply go hand in hand with customer demands as well as the way vogue and luxurious lifestyles interact with the consumer. This trend is getting more pronounced with the rise of micro-celebrities, who are more authentic since they are closer to the public, have smaller audiences, and are more product-focused.

Limitations 
The above-illustrated literature study has done an assessment of the role of celebrity endorsement and social media influencers in promoting the fast, fast fashion brands through online media. In the literature study, the author will incorporate the research related to the current study issue given by the proper researchers. As this study evaluation in the literature study will be done in a descriptive manner, the research may lack some degree of accuracy (Kawaf and Istanbulluoglu, 2019). Also, the journals that are gathered for the research from several academic sources may not offer the accurate information required for this study. Thus, this research will incorporate the semi-structured interview assessment to fill the accuracy gap in the literature.

Ethical considerations
Moral dilemmas are normative situations that produce contradictory results. This improves the broad accessibility and quality of research findings and ensures that research participants will respect one another's moral convictions (Thompson et al., 2021). Because the study will employ primary data collection techniques, safeguarding respondents' identities will be a crucial responsibility for the research. The current study may follow the guidelines specified in the Data Protection Act of 2022 in order to increase the research's integrity (Hancock et al. 2020). For the study, a passcode data security method will be used to protect respondents' responses and identities. In order to collect the datasets from respondents through the semi-structured interview, Google Drive is being developed. The only person who will know the data's password is the course organiser in order to avoid issues with third-party identification.
Timeframe 
	Programs
	Duration

	Introduction of the research
	Two weeks

	Possible aims and objectives
	One week

	Required Methods and Approaches
	Two weeks

	Literature to study
	Two weeks

	Ethical measurement
	One week

	Submission of the study report.
	One week


Table 1: A Project Time plan Table

Mini-conclusion 
In the above study proposal, the author has evaluated a brief assessment of the research study. The author has developed the study questions, which will be letter employed for detailed assessment. The prior research incorporated in the literature study has offered descriptive insight into the study issues. It is expected with the proper evaluation by incorporating all the required data; the author may answer these research questions regarding the study concerns.
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