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[bookmark: _Int_Im9NjqG8][bookmark: _Int_0ZJYVCch]A quantitative study of customer perceptions and motivations purchasing decisions on the fast fashion digital platform Shein.

Aim
[bookmark: _Int_eIZhftck][bookmark: _Int_9KtkHFJh]To explain customer perceptions and motivations influencing purchasing decisions on the fast fashion digital platform Shein.

Objectivities
1. [bookmark: _Int_nJftUOJS]﻿﻿﻿To identify key factors that motivate customers to shop from Shein.

2. [bookmark: _Int_5Wx24EFU][bookmark: _Int_ChvMICPa][bookmark: _Int_g76e7fZ3]﻿﻿﻿To identify the relationship between customer perception and purchasing motivation in Shein.

3. [bookmark: _Int_XXXzR4IN]﻿﻿To identify the key factors that contribute to overspending behavior among Shein customers.

 The questions:


1. What factors motivate customers to shop from Shein?

2. [bookmark: _Int_QDYMkwQG][bookmark: _Int_bOIiC94w]How do customer perceptions influence purchasing motivations on Shein?

3. [bookmark: _Int_JidTTdab]﻿﻿How do customer perception and motivation influence overspending behavior on Shein?


Background:
[bookmark: _Int_rWGeVhhe]Due to improvements in technology and increased access to the internet, online shopping has expanded rapidly over the last ten years. Online shopping is now preferred by many customers due to its convenience, time savings, and a large variety of available goods. The way consumers look for information and decide what to buy has changed because of this expansion (Singh and Basu, 2023).
[bookmark: _Int_nPGY5HLD]The main objective of the fast fashion business model is to deliver stylish goods in time and at a reasonable price. It enables consumers to get fashionable items at a reasonable cost. Recently, this approach has been extremely popular, especially with younger consumers who want to stay up to date with changing fashion trends (Sugiharto Fadillah, Nisa Septiani and Nisa Raudatul Janah, 2024). This model has become extremely popular, especially among young consumers who want to follow changing fashion trends.
[bookmark: _Int_DDfqqw90][bookmark: _Int_Rfy3advM]Among the companies operating in the fast fashion sector, Shein has emerged as a leading digital platform.
Shein is a digital platform for fast fashion, also it has expanded quickly in recent years due to its wide adoption of mobile and web technologies. The platform's major business plan is to offer a wide range of fashionable, yet economical goods to consumers globally. In addition, the researchers state that Shein's innovative digital tactics have significantly influenced consumer behavior in the context of online shopping and fashion retail (Qu, 2024).
[bookmark: _Int_CSeJnAut][bookmark: _Int_XL2cqX5a][bookmark: _Int_4a1rlX8U][bookmark: _Int_aWB5ycA2][bookmark: _Int_eB7yzg9p][bookmark: _Int_dMiYrFTd]However, Shein faces intense competition in a sector that is changing rapidly, despite Shein has significant growth in the global fast-fashion market. There are many platforms' problems such as changing customer expectations, market competition, and sustainability concerns. Moreover, media articles and industry reports have raised questions regarding ethical behavior and product quality. Despite these assertions, there are still limited researchers that have been done regarding users' perceptions of the website and the elements that affect their choice to make a purchase there. The purpose of this study is to investigate perceptions and motivations behind Shein purchases (Qu, 2024).






 Literature Review:
Online behavior:
[bookmark: _Int_DhQh2AVo][bookmark: _Int_ibyl3RQo][bookmark: _Int_0BtaveqD][bookmark: _Int_LFrs8MTO][bookmark: _Int_yQ2tIiqF][bookmark: _Int_ain9JyF0][bookmark: _Int_WTaiK4M5][bookmark: _Int_Av0ogFTw][bookmark: _Int_JXZvUf25]Due to the considerable influence of digital technology on consumer behavior, online shopping has increasingly become a crucial aspect of contemporary consumer behavior. Many studies suggest that many customers prefer online shopping because it is convenient, timesaving, and provides access to a wide variety of products. In addition, online platforms allow consumers to read reviews, compare prices,also access detailed product descriptions, which enhance their decision-making process. However, although online shopping offers functional benefits, researchers argue that purchasing decisions are not based just on rational evaluation. The perceived usefulness and trust in digital platforms are found to significantly influence online purchase intentions (Yang, Xu and Xing, 2022). Nevertheless, trust and perceived value may vary depending on the platform design, marketing strategies, and cultural context. While previous studies provide valuable insights into general online shopping behavior, limited research has critically examined how these factors operate specifically within fast fashion digital platforms such as Shein, particularly in local UK contexts like Cardiff. Therefore, more research is needed to understand how perceptions and motivations interact in shaping purchasing behavior in this context.
The fast fashion model
[bookmark: _Int_dIXTSUR7][bookmark: _Int_R1Mc4ur6]Fast fashion has become a major sector within the global fashion industry due to its ability to offer trendy clothing at affordable prices. Consumers are attracted to this model because it allows them to frequently update their appearance at low cost. Rapid production cycles and the constant introduction of modern designs encourage repeat purchases and may stimulate impulse buying behavior.
[bookmark: _Int_XRy7gYy9]Social media further accelerates fast fashion consumption by exposing consumers to emerging trends and shaping their preferences (Prameswari, 2022).
[bookmark: _Int_19mj4v1Q][bookmark: _Int_EWkya2oX][bookmark: _Int_k3kqfwSQ][bookmark: _Int_JMaOePfD]The constant product display led to raise   urgency and attractiveness; digital platforms strengthen this influence. Fast fashion has been criticized for sustainability and ethical issues despite its economic attractiveness, as frequent consumption may lead to labor and environmental problems (Rosely, Faridah, and Ali, 2023). Although these topics have been covered in previous research, little has been done to explain how digital platforms like Shein use affordability and digital motivation to affect customer attitudes and buy behaviors in local contexts like Cardiff.
The Motivation
[bookmark: _Int_cHrELAb9][bookmark: _Int_ZUdSp0Qx]Customer motivation plays a crucial role in shaping purchasing decisions, particularly in online fast fashion contexts. The Hierarchy of Needs proposed by Abraham Maslow explains that individuals are motivated by progressive needs, from basic physiological requirements to higher level psychological and esteem needs (McLeod, 2026). In fashion consumption, purchases may satisfy not only functional needs such as clothing, but also psychological desires including identity expression, confidence, and social belonging (Yin, 2022). Fast fashion platforms often appeal to these higher-level needs by offering reasonable prices and trendy styles.
[bookmark: _Int_GqG6Wxgn][bookmark: _Int_Rwl74Eri][bookmark: _Int_1Z9UQhS4]However, Maslow’s model has been criticized for oversimplifying behavior because purchasing decisions are also influenced by environmental and situational factors. The Stimulus-Organism-Response (S-O-R) framework suggests that external stimuli, such as discounts, flash sales, also personalised recommendations, affect consumers’ internal emotional states, which leads to behavioral responses. In digital environments like Shein, these stimuli may generate urgency or excitement, potentially encouraging impulse purchases. Therefore, combining motivational theory with environmental stimulus models may provide a more comprehensive explanation of consumer behavior (Chaudhuri, Gupta and Lim, 2025). 

Impulse Buying
[bookmark: _Int_VgBGivbH][bookmark: _Int_DPhZtT5y]The impulse buying refers to unplanned purchasing behavior driven by emotions, promotional discounts, or attractive product displays. Online environments are particularly appropriate to impulse buying because of convenience and constant exposure to marketing messages (Chan, Cheung and Lee, 2017). Features such as limited time discounts, flash sales, and personalised recommendations may create a sense of urgency that encourages immediate purchasing decisions.
[bookmark: _Int_gR03iujr][bookmark: _Int_o63f00GD][bookmark: _Int_9eIc2bSe][bookmark: _Int_TB6jS6Xt]On fast fashion platforms like Shein, these strategies are frequently applied. While such techniques may increase sales performance, they may also contribute to overspending behavior, particularly among frequent users. Low prices combined with continuous promotions can encourage consumers to purchase more than originally intended (Ngo et al., 2024). Although impulse buying has been widely studied, limited empirical research has examined how customer perceptions and motivations interact to influence overspending behavior specifically on Shein within the Cardiff context.
Methodology:
[bookmark: _Int_KdFiYa7q][bookmark: _Int_FfRjP8Nn][bookmark: _Int_S2EIMGIz][bookmark: _Int_0XTBh4Kc][bookmark: _Int_j92x0lbH]This Research adopts a positivist research philosophy, which assumes that consumer behavior can be objectively measured by using observable and quantifiable data. However, the purpose of this research is to examine the relationship between perception, motivation, and overspending behavior. A positivist stance is as it allows measurable variables to be statistically tested (Park, Konge and Artino, 2020).
A quantitative research design will be employed using an online questionnaire distributed to individuals who have previously purchased from Shein. The questionnaire will consist of closed-ended questions and five-point Likert scale items (1 strongly disagree to 5 strongly agree) to measure customer perception as perceived value and trust, motivation (esteem and belonging needs), and overspending behavior (Park, Konge and Artino, 2020).
[bookmark: _Int_b2AYg4BI][bookmark: _Int_MnADV4Lq][bookmark: _Int_fXZQoLpB]The sampling technique will be used to ensure participants know the platform. The target sample size will range between 80 and 100 respondents to ensure sufficient reliability for statistical analysis. The data will be analyses using descriptive statistics to summaries responses, Pearson correlation to identify relationships between variables, and multiple regression analysis to examine the predictive influence of perception and motivation on overspending behavior ((Park, Konge and Artino, 2020) (Chrysochou, 2017).



Ethics
[bookmark: _Int_axqc9V7B][bookmark: _Int_0ArndsPD][bookmark: _Int_HczeRH3D][bookmark: _Int_vPzg6Up5][bookmark: _Int_k8V5M5at]Ethical considerations will be carefully addressed throughout this study. Participation will remain voluntary, and respondents will be clearly informed about the purpose of the research before completing the questionnaire. Informed consent will be obtained, and participants may withdraw at any stage without consequence. No personal identifying information will be collected, thereby ensuring anonymity and confidentiality. All collected data will be securely stored and used solely for academic purposes (Bhandari, 2022).


Limitations
[bookmark: _Int_K1B8YmL5][bookmark: _Int_diAXTgdW][bookmark: _Int_iKkPmV9v][bookmark: _Int_MgKsUxQM][bookmark: _Int_GiRuqSQV]This research has several methodological limitations. The data will be collected through self-reported questionnaires, which may be influenced by social desirability or inaccurate recall, in addition to potentially affecting the validity of the findings (Stevens, 2024). Moreover, focusing only on Shein users in Cardiff limits the generalisability of the results beyond this specific context. The cross-sectional design also prevents the establishment of clear causal relationships between motivation, perception, and overspending behavior. Although regression analysis can identify significant associations, it cannot confirm causality (Wang and Cheng, 2020). So, these limitations should be considered when interpreting the study’s findings.







Conclusion

[bookmark: _Int_NcB4tRoD][bookmark: _Int_f1kOWSBF]In conclusion, this study critically examines how customer belief and motivation influence overspending behavior on the SHEIN platform within the Cardiff context. Previous research has shown that digital marketing strategies, platform features, and psychological needs play a key role in shaping consumer attitudes and purchase intentions. However, the degree to which these factors influence actual spending behavior remains unclear, particularly within the UK fast-fashion market.
[bookmark: _Int_YHsNP3Bf][bookmark: _Int_MFcTDebz][bookmark: _Int_82I9MwyR][bookmark: _Int_jeSYk73L][bookmark: _Int_d040qrmF][bookmark: _Int_cM7erdQV]By adopting a positivist philosophy and a quantitative research design, this study seeks to measure the relationships between perception, motivation, and purchasing behavior using statistical methods such as correlation and regression analysis. This approach provides clearer evidence of how these variables are connected. Although certain methodological limitations are recognised, the findings are expected to offer valuable insight into online consumer behavior and the factors that encourage pending in digital retail environments
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