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Abstract 
This dissertation explores how fast fashion marketing would help in enhancing customer loyalty with Zara as an example. The research takes a qualitative, secondary-data-driven methodology and combines conceptual, theoretical, and empirical literature with thematic analysis as a critical way of evaluating the formation of loyalty in high-velocity retail settings. The literature review has shown that loyalty within the fast fashion industry takes a different structural form compared to traditional retail, as it is composed of more behavioural forces, maintained by operational velocity, product innovation and digital integrity instead of emotional bonding. The theoretical framework, which is based on the Diffusion of Innovation Theory and the AIDA model, redefines loyalty as a dynamic process which occurs in the cycles of repeated adoptions and is caused by marketing.
The thematic analysis results show that the loyalty of Zara is created due to all the products being turned over, digitally mediated interaction, and experience continuity, and sustainability communication serves as a reputational tool with special conditions on its retentiveness. The comparative discourse shows that there was a considerable fit between the theory and the empirical data, which proves that loyalty is performance-dependent and operationally constructed. Altogether, the analysis shows that customer loyalty within the framework of fast fashion cannot be viewed as a relationship asset and is a controlled behavioural payoff, which is constantly renewed as the marketing is carried out and the system works efficiently.
Keywords: Fast fashion, Customer loyalty, Marketing strategy, Behavioural loyalty, Zara, Digital marketing, Product turnover, Sustainability communication, Brand credibility, Operational efficiency, Repeat purchase behaviour, Consumer engagement, Supply chain responsiveness, Experiential marketing, Retail strategy.
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[bookmark: _Toc220699097]Chapter 1: Introduction 
[bookmark: _wguxf6osqwjy][bookmark: _Toc220699098]1.1 Background and Context 
Fast Fashion: Introduction
The fast fashion sector has become one of the most dynamic and impactful features in the world of retail, the cycles of rapid production, neo-trend collections, and the pricing policy are the primary features of this industry. The brands within this industry are constantly evolving to keep up with the changing tastes and market fluctuations and with the help of advanced marketing strategies, they are able to keep the customers interested and make them purchase again (Blazquez-Resino et al., 2025). With consumer expectation dynamic, the quality of marketing is important in gaining customers and a high quality of customer loyalty through good customer marketing efforts.
Zara as a Market Leader
Zara, the brand of the Inditex Group, is often considered as the pioneer of fast fashion because it has a vertically integrated supply chain, speedy production-to-store and customer orientated business model. The marketing policy of Zara is quite distinctive: it does not depend on conventional advertising and leans rather on the concept of an experiential retail, shop atmosphere, collections of limited editions, and high brand image (Javed et al., 2024). The company has been able to stay a main contender on the world stage due to its success in delivering new designs at a reasonable price and this has earned the brand a consistent and diverse consumer base.
Fashion Customer Loyalty Marketing
Marketing is becoming an important aspect of creating customer loyalty in the fast fashion market where customers are more likely to switch brands as switching costs and competition are low, and fashion trends are fast-moving (Cengiz and Şenel, 2024). Digital interaction, use of social media, sustainability message, store experience, and personalised communication are some of the elements that have a strong impact on customer perceptions. The compounded marketing strategy embraced by Zara, integrating in-store experience, online platforms, influencer culture and real-time information has established itself as a blueprint in building loyalty in an industry where novelty can be the powerhouse behind buy-in new brands instead of lifetime loyalty to the brand (Silva et al., 2022).
Relevance of the Study
It is necessary that the brands understand the relationship between fast fashion marketing and customer loyalty to remain competitive. Although the success of Zara is no secret, the fact of the matter is that there is little empirical research looking into the ways in which specific marketing strategies of the company have led to customer loyalty. This research fulfils this requirement by examining the interdependence between the marketing behaviour of Zara and the customer loyalty behaviour (Hazzam, 2022). The research is timely especially when the customers are digitised, more convenient, focused on sustainability and increased competition. The study can be applicable to both scholars and practitioners who want to learn how strategic marketing programs can be used to foster loyalty in the fast-paced fast fashion industry as explored in the case of Zara.
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[bookmark: _Toc220422438]Figure 1.1: Fast Fashion Loyalty Drivers
(Source: Theorem Digital, 2025)
[bookmark: _oxt4656jiy1y][bookmark: _Toc220699099]1.2 Problem Statement 
Although Zara has been a successful brand across the globe, little scholarly knowledge exists as to how its innovative marketing concepts affect customer loyalty in the fast fashion market that is getting more competitive (Baena, 2024). Current studies are too much on consumer behaviour or agility in the supply chain or sustainability, but fail to explain exactly how marketing activities enhance long-term loyalty. This loophole becomes critical because retaining a customer will be difficult because of high trend cycles and the low switching costs. Thus, this paper aims to analyze how Zara marketing strategies contribute to the creation of customer loyalty as the gaps in the literature in this field lack empirical evidence (Wojdyla and Chi, 2024).
[bookmark: _w2zsul20tq8d][bookmark: _Toc220699100]1.3 Research Aim, Objectives and Questions 
Aim
The study aims to analyse the role of fast fashion marketing in developing customer loyalty by focusing on brands such as Zara, the famous fast fashion brand.
Objectives 
· To examine how Zara’s fast fashion marketing strategies influence customer loyalty through offering impressive product collections, services
· To analyse the role played by social and digital media marketing in enhancing customer engagement with Zara, and ensure repeat purchase
· To investigate how the perceived sustainability initiatives of Zara Company by customers across marketing communication impact their loyalty and retention practices
· To identify key marketing factors which help in driving long-term loyalty among Zara’s fast fashion customers.  
Questions 
RQ1: How do existing marketing strategies of Zara, such as product launching, trend- based advertising, impact customer loyalty?
RQ2: In what ways do digital and social marketing strategies of Zara contribute towards sustaining and enhancing customer engagement and loyalty?
RQ3: How do customers perceive sustainability-related marketing insights of ZARA and its impact on their brand loyalty and retention practice in the long term?
RQ4: What are the most influential marketing elements, like price, exclusivity, as well as brand image and design impact the way towards fostering long-term loyalty to Zara?
[bookmark: _ld3op25ma4jb][bookmark: _Toc220699101]1.4 Rationale and Significance
Rationale 
The research is valuable because it leads to a better comprehension of how marketing techniques used in fast fashion could be developed to provide customer loyalty, which is one of the most important aspects in ensuring business sustainability in the long-term. Zara offers a good example as it has an unusual marketing strategy, focusing not on the advertisement in conventional ways, but rather on the physical experience of the stores, the freshness of the products, and the use of the digital world (Trieu, 2024). Through the Zara analysis practices, the study contributes to the theoretical knowledge on the formation of loyalty within the industries that are typified by high consumer impulsivity and diffusion of trends.
Significance 
Practically speaking the insights that are produced can help the fast fashion brands improve on their approaches to marketing to build stronger customer relations. In a world where consumers are increasingly aware of morality, competition is growing and the future of digital marketing is shifting, the drivers of loyalty are important factors to be considered in the process of major decisions (Garcia-Ortega et al., 2023). It can also be of relevance to the policy, as the study relates to consumer protection, transparency, and sustainability communication, which is currently subject to more critical attention by regulators. Altogether, the study fills a significant gap by connecting the marketing operations and loyalty results in the field of fast fashion.
[bookmark: _avqyq1frirq8][bookmark: _Toc220699102]1.5 Scope and Limitations
Scope 
This paper is specifically aimed at the analysis of the role that marketing strategies can play in customer loyalty formation in the environment of Zara (Bui et al., 2023). This is narrowed down to the fast fashion market, and Zara was chosen as the case study to give a detailed depiction of one particular brand, which has customer-specific and innovative marketing. The study identifies marketing factors including digital engagement, store experience, branding, and communication strategies and their influences on the loyalty behavioural patterns of the customers including liking to buy them again and their preference of the brand.
Limitations 
Nevertheless, there are a number of limitations that should be realized (Lu et al., 2022). The research focuses on Zara as a single entity, which can restrict the application of its results to other fast fashion companies with alternative business systems. Data can be based in part on perceptions of the customers which contain a subjective bias. There are also no in-depth analysis of the supply chain or the sustainability practices as such, without a direct relation to the tactic of customer loyalty by marketing communication. Also, fast fashion marketing is dynamic and therefore, this means that the findings can change due to the change in consumer expectations, digital trends and competition (Bläse et al., 2024). Nonetheless, the study does present some useful knowledge on realizing how loyalty can be developed in a very dynamic retail environment through marketing.
[bookmark: _yx48z6fdxq1w][bookmark: _Toc220699103]1.6 Structure of the Dissertation 
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[bookmark: _Toc220422439]Figure 1.2: Dissertation Structure 
(Source: Self-Developed)
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This chapter has been widely used to form the basis of the given study; Analysing the Role of Fast Fashion Marketing in Building Customer Loyalty: A Case Study of Zara. It commences with background and context of the fast fashion industry including background on its high-speed production cycles, business model that is trend oriented and how marketing plays a very important role in influencing retention of customers. This background highlights the reason why Zara is a perfect example of a company that can be used to analyse marketing-based loyalty.
One of the main gaps in knowledge that the problem statement outlines is the fact that Zara and its operations have been acknowledged to have been a success over time; however, fewer studies had been done to examine how the marketing strategies used by the company have influenced long term customer loyalty in a very competitive industry with low switching costs. The chapter also defines the scope and limitations, stating that the marketing practices at Zara are the subject of the study and the fact that limited generalisability, subjective market perception of the customers, and dynamic process of fast fashion movements limit the scope of the study.
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Customer loyalty is becoming a significant topic in the literature of fast fashion because it is viewed as a controlled emotion, influenced by marketing systems and not as incidental when attached to a brand. In contrast to their conventional retail models, fast fashion is based on speed, frequency and intensity of communication to create repeat kinds of purchases. This critical review analyses the way marketing activities in fast fashion affect the formation of loyalty with selective reference made to Zara as a representative brand. This section synthesises the conceptual, empirical and theoretical insights to determine the interaction between product strategies, digital communication and sustainability narratives in order to organise loyalty, as well as unearthing clear gaps that lead to the present research being justified.
[bookmark: _t9yi1hrdlzij][bookmark: _Toc215688050][bookmark: _Toc220699107]2.2 Conceptual Review 
[bookmark: _2nahvzcjfy7k][bookmark: _Toc216688574][bookmark: _Toc220699108]2.2.1 Examining how fast fashion marketing strategies influence customer loyalty through offering impressive product collections, services.
The current literature will always claim that the fast fashion obedience cannot be a result of brand attachment only, but is planned to be developed using the marketing mechanisms made around the speed, novelty, and the sense of value. The fast fashion marketing tactic of Zara is pegged on the strict management of product cycles, as opposed to the volume of offerings. Loyalty is evoked not due to the perception of superior quality among the customers, the repetitive manner in which the brand fulfils their expectations in the context of immediacy, relevance, and availability (Pakerti, 2023). Drzewiecka and Guinnane (2024) argue that fast-fashion companies intentionally employ short developmental loops and quick turnover of assortments to provoke an effect of habitual purchasing behaviour as opposed to attitudinal loyalty. 
The scarcity of manufacturing cycles and high turnover of the collections in Zara make the customer experience the retailer as temporarily valuable with each visit. Such a strategy is a way of turning product collections into a form of marketing tool that encourages a customer to consistently visit the store. Loyalty is thus developed based on repetition in behaviours and is not based on emotional attachment (Musty et al., 2025). These strategies are the product collection strategies that are fundamental in this relationship. The authors believe that the frequent collection renewal enhances the brand recognition of the customers in case they regard the brand as a consistently reflecting brand and keeping up to date with the tendencies and self-image formation (Blazquez-Resino et al., 2025). Nevertheless, such identification is weak and needs constant support from marketing communication. Brand loyalty under this condition is conditional when the brand continues to provide novelty without affecting the perceived relevance. An example of this case is Zara, who weighed the design turnaround to the marketing storylines about scarcity and fashion authority and cemented their loyalty through promise and not fulfilment.
Importantly, this trend is supported by the service model of Zara. It does not lack traditional loyalty programmes, but this is a strategic decision. Efficiency of the service, predictable pricing, and consistency of the store design lessen mental effort in the process of making purchases. Customers get knowledge of the way Zara functions and adjust their behaviour as well. Purba et al. (2025) critically stated that such predictability enhances loyalty by minimising perceived risk and maintaining novelty by making frequent updates to the products. The outcome is that there is a balanced state of familiarity that fosters trust and variation, which keeps the interest alive. Strategies in service-related industries make the development of loyalty even more complicated. Bonagas and Vu Dang (2022) show that loyalty programmes within the context of fast fashion have experienced stimulating purchasing frequency, but hardly relate to long-term loyalty. Through their research, they conclude that rewards and discounts are short-term incentives, which can, in fact, pull down the commitment of the brand due to training these consumers to anticipate such price benefits at all times. 
The credibility of the sources has also been discovered as an extremely important mediating factor. According to Jalaludin et al. (2024), the importance of trust in brand messaging as a great secular effect on loyalty intentions is extremely high in the context of information overload. In fast fashion, where marketing can imply quick identification with trends, credibility is connected with the consistency of the delivery between communication and in-store experience. Lack of accomplishment of such expectations undermines the perceptions of loyalty, regardless of the high product variety. Evaluatively, this strategy fills a gap in the literature on loyalty where the degree of relationship is overemphasised. Zara has managed to show that loyalty can be maintained with operational accuracy and scarcity motivated by marketing as opposed to commitment (Karazijienė and Černikovaitė, 2024). The advertising tricks of the brand are that the product strategy supports the time sensitivity of consumers, and the allegiance was strengthened by repeated tolerance of new collections instead of brand loyalty.
The scholarly source often places the strategy of Zara as a design deviation from the traditional fast fashion paradigm. According to scholars, the strategic capability of Zara is that both its organisational responsiveness and marketing intent are closely coupled, and strategic decisions can be updated in near real time (Duoyan, 2021). This flexibility in strategy helps in customer loyalty in that marketing promises concerned with the relevance of the trend are not often undercut by operational sluggishness. This argument further focuses on the individuals of Generation Z, who grow to be more loyal when they feel that what they are being sold is authentic and personally relevant (Persson and Olsson, 2024). Loyalty-wise, the concept of strategy is no longer positioned in front of long-term positioning, but it is more of a dynamic system; it is a system that allows a customer to accept it repeatedly, although the fashion preferences are volatile.
[bookmark: _wog0igfuwl87][bookmark: _Toc216688575][bookmark: _Toc220699109]2.2.2 Analysing the role played by social and digital media marketing in enhancing customer engagement with fast fashion, and ensuring repeat purchase.
The use of social and digital media marketing has taken centre stage in the stimulation of engagement and the transcreation of the level to repeated purchasing behaviour amongst fast fashion brands (Kalsi, 2023). The digital marketing strategy adopted by Zara is the extension of its product and store ecosystem instead of a separate persuasion means. The amplification of visibility and evidence of the trend authority is achieved through social and digital platforms, which do not present in-depth promotional stories. The strategy keeps the interest as it does not overload with messages to newcomers. In this respect, engagement is a relevance maintenance mechanism and not an emotional tie.  Nguyen (2025) contends that through social media marketing activities, the important components of brand equity, especially brand awareness and perceived quality, are impacted and, in turn, affect repurchase intentions. Nonetheless, their results also warn about equating digital engagement with loyalty. Marketing needs to be created based on online interaction, strengthening a coherent brand experience on both digital and physical touchpoints. In the absence of this coherence, there is a likelihood of experiencing engagement at the superficial level that is not associated with real purchasing behaviour.
More importantly, the digital presence of Zara does not focus on the interactive intensity but on the visual coherence. The brand does not resort to such tactics of direct engagement as the overuse of influencers or using promotional stories. This subdued brand exclusivity minimises scepticism related to blatant marketing. Purawat (2024) argued that the customers are sensitised to seek more information instead of being convinced. The pace at which digital exposure is translated into store or online action is the power behind repeat purchase behaviour, perpetuating habitual buying behaviour. A similar argument is made by Bonilla-Quijada et al. (2024), who conceptualise Instagram as a place of performance, instead of building loyalty. As can be seen in the analysis of their cases, fast fashion brands employ visual narrative and interactive functionalities to make consumers identify the brand with aspirational identities. According to the scholarship of marketing, the strategic message of deliberately not advertising using conventional advertising techniques is pointed out by Zara as signalling a strategic decision and not a cost-cutting measure. According to the researchers, the given approach increases brand perceived authority because it enables products and the environment of stores to serve as the main sources of communication (Gordon-Smith and Marketing, 2022).
This weakness is furthered by the systematic review by Zahran (2025), who states that digital marketing in fast fashion is less successful due to the quantity of digital marketing, but rather coordination. Digital campaign and inventory alignment, store execution, and quick design response of the brands also show highly repeat purchase habits. On the other hand, rudimentary digital marketing that lacks operational preparedness leads to a growing amount of dissatisfaction. The example of Zara is more integrated, and ongoing visual messages and swift reaction to online feedback on new collections minimised the lag between online exposure and online purchase and thus promoted behavioural loyalty. Analytically, the strategy is going to test the assumption that increased digital interaction leads to greater loyalty. There is the truth that loyalty is strengthened when digital content is the thread that is perfectly challenged with inventory availability and store execution, as evidenced by Zara (Mandaliya, 2025). Any mismatch between online show and in-store reality would destroy trust and interrupt repeated buying habits. Channels have been tightly integrated in such a way that Zara is enabling action-not-symbolic engagement. This will help directly towards long-term loyalty in an extremely competitive market.
Digital marketing results are also determined by generational reactions. Farys (2025) discovered that Generation Z uses the lens of credibility to judge digital content and react negatively to the content as it seems too promotional or manufactured. In order to this generation, digital communication is being used to show brand authenticity, but it is not entertainment. Digital channels thus become trust moderators by consolidating or discrediting intentions to repeat purchases in accordance with consistency between brand action and communication. Combined, the literature proposes that digital and social media marketing have an indirect impact on loyalty. Islam (2025) supports this viewpoint by stating that the perceived transparency is becoming an additional factor that defines the quality of engagement. Marketing activity in this case, therefore, strengthens loyalty indirectly where consumer expectations are framed towards scarcity and immediacy. In the literature discussion, it is pointed out that the success of the Zara marketing campaign is based on comprehensiveness and not persuasion, which fits well with the consequences of loyalty mediated by behavioural repetition.
[bookmark: _m5erssdhna61][bookmark: _Toc216688576][bookmark: _Toc220699110]2.2.3 Investigating how the perceived sustainability initiatives of fast fashion companies are perceived by customers across marketing communication, and how they impact their loyalty and retention practices.
The sustainability programme of Zara is in a competitive environment where consumers are very sceptical. Sustainability-related marketing communication plays the role of a reputational stabiliser, as opposed to being a loyalty driver (Nunes et al., 2024). These efforts are recognised by the customers, but their buying behaviour indicates that sustainability is not a support that retention roots itself to. In its place, sustainability communication influences support to legitimacy and minimises ethical dissonance when it comes to purchasing fast fashion. The concept of sustainability has become one of the most questionable aspects of fast fashion marketing, and this response is, in great part, due to the fact that people continue to doubt its sincerity and its capacity to build recurring loyalty. According to Belgrand (2023), sustainability-oriented communication strikes a chord with Generation Z on the values level and even the self-image. It is, however, a positive attitude which is seldom translated into a lasting purchasing behaviour. Disconnect: The lack of connection is indicative of ingrained scepticism, as most consumers perceive sustainability practices in fast fashion as a mere form of symbolism that was created to ensure the preservation of brand image and has no real impact on genuine change. Consequently, sustainability marketing has been known to influence perception without long-term retention.
More importantly, the strategy of Zara does not define the concept of sustainability as a radically different identity. The brand incorporates sustainability stories in an attentive way to the overall marketing communication so that it does not clash with its fast fashion model (Silva and Saraiva, 2025). This is a restraint of strategy, which decreases the danger of losing credibility linked to hyperbolic ethical assertions. The sustainability promises do not help to maintain the loyalty, but consistency between the communication and the operational reality. It is empirically stated by Mitchell (2024) that trust plays a central role in analysing whether sustainability committed activities make a difference in determining the outcomes of loyalty. Their results reveal that sustainability activities influence the intention to purchase only when the consumers believe that the communication is sincere and holistic. In its competitive performance, operations research has always found the vertically integrated model of Zara as central. Recent research, however, takes this argument a step further by demonstrating the manner in which operational speed is being used as a marketing resource (Viardot, 2025).
This observation fills a huge gap in the current research that supposes that ethical positioning is an automatic boost to loyalty. As critically stated by Baena (2024), sustainability in the case of Zara leads to loyalty indirectly, as it sustains trust levels instead of creating commitment. When sustainability communication is not in opposition to customers' expectations in speed, price and accessibility, customers will always be loyal. This shows that the idea of retention is based in fast fashion on alignment, rather than moral persuasion, and this is why sustainability marketing should be critically evaluated within the framework of industry contexts. The gap in the perceived meaning of sustainability between the firms and the consumers is further enriched by Cui and Fan (2021), who note that the perception of sustainability as presented by the firms and perceived by the consumers is still a persistent gap. Companies are inclined to market such practices as recycling, ethical sourcing, and buy-back programmes. Consumers, conversely, are concerned with clarity, verifiability, and impact. Sustainability loses its sense of credibility as a loyalty driver when the marketing stories focus on abstract promises and not on the tangible results. The result is restricted retention capacity, especially in fast fashion, where the level of trust is already compromised.
Zara offers a valuable example of an opportunity, as well as a constraint. According to Le et al. (2025), the sustainability communication of Zara aims at retracing the perception of the brand without interfering with its fast fashion model. The brand tries to be responsible and grow at the same time through references to circular innovation and digitally mediated storytelling. Consumer reaction is wary, though. Such communication mitigates reputational criticism, although it rarely leads to significant loyalty, since the criticism remains, the question occurs on a large scale and with good intentions.
Baena (2024) proves this conditional connection by demonstrating that sustainability will only impact loyalty when the concept is incorporated into a more comprehensive and consistent value proposition. Zara can support marketing storeys without making too big a commitment to trends since fast replenishment and low inventory risk allow that. This is an operational discipline that minimises consumer dissatisfaction, a phenomenon that academicians are now appreciating as a serious requirement to maintain loyalty in the fast fashion settings. Otherwise, sustainability stories face the danger of projecting as being performative instead of convincing.
[bookmark: _kctr9yjo85ou][bookmark: _Toc216688577][bookmark: _Toc220699111]2.2.4 Identifying key marketing factors that help in driving long-term loyalty among fast fashion customers.
The combination of speed, consistency, and controlled innovation provides longevity with regard to the fast fashion circumstance in Zara (Radzymińska and Garbowska, 2023). The ability of the brand to normalise the common purchase behaviour without forming an addiction to a discount or reward scheme is what determines the success of its marketing. The positioning of prices is paramount as there are decreased switching costs, and perceived worth is not lost. Customers will stay loyal as long as Zara provides trend relevance and at a price point available. Recent literature has a consensus that the committed loyalty found in the fast fashion sector is not a consequence of isolated marketing efforts, but it is rather built up through closely-knit marketing systems. The author continues to suggest that Zara has successfully maintained its position in the market by building its organisational strength on the alignment of the speed-to-market, explicit brand positioning, and operational reliability (Zhang 2024). Notably, the reason why this was successful is not classic emotional loyalty. Rather, the customers do not change their loyalty since marketing is applied diligently to provide convenience, trendiness and availability of the product. Loyalty, hence, is influenced to become a controlled behaviour of repetitive engagement, enhanced by the capacity of the brand to be persistently available within the consumer decision space.
The brand image also acts as a stabilising factor. Zara also positions itself as fashion authoritative and achievable, but not luxurious enough that customers commit to luxury consumption (Xi and Zhang, 2025). This positioning is supported by little advertising and the use of store experience and visual display. Loyalty is the acceptance of the brand as a source of dependable fashion referent, as opposed to an attachment. Lin (2021) supports the significance of the customer satisfaction level and brand image but doubts their permanence in the fast fashion industry. The satisfaction cycles are brief in nature, in contrast to premium or slow fashion markets, and are quickly superseded by new considerations. Therefore, fast fashion marketing is not focused on the repetitive surprise and delight of consumers. Rather, it strives to reduce dissatisfaction and maintain perceived relevance. The academic literature of consumer engagement makes Zara an example of low-intensity high-frequency interaction. Interest will not come as a product of discussion but rather as an exposure and accessibility. Scholars suggest that this type of interaction fosters the habits of loyalty that entrench the brand in the daily consumption patterns (Tunceli, 2025).
Loyalty outcomes are also preconditioned by the increasing role of digital transformation. According to Shen and Chen (2024), operational performance throughout the supply chain is the only way to help digital marketing initiatives build loyalty. Where online messaging promises speed, smooth experience or exclusivity, failure in delivery negatively affects trust and affects intentions to purchase again. Digital marketing, in this regard, is a multiplier and not an independent source of loyalty. This soft system can be exemplified by Zara's digital ecosystem, where marketing performance is based on the level of synchronisation in the effect of online communication, logistics and in-store implementation. The loyalty is enhanced by operational reliability. Availability and trend speed are marketing promises that are always delivered in a supply chain in an efficient manner. This corresponds to curbing dissatisfaction and maintaining trust, which is a requisite of repeat behaviour (Hamid, 2025). This is amplified by the digital integration that helps marketing signals to be supported by direct product access.
The brand recognition is quite stable, but an unstable driver of loyalty. Blazquez-Resino et al. (2025) show that consumers associate with fast fashion brands to identify with personal style and social identity when they feel that the brand fits their personal style and social identity. The necessary benefits of such identification, though, must be continually reinforced by visual marketing, narration of trends, and symbols. Identification is short-lived unless there is a continuous investigative effort in marketing. Musty et al. (2025) continue this view by pointing out that digitalised customer service is also crucial in the formation of loyalty. Service technologies create a state of behavioural loyalty by ensuring minimal friction and a sense of professional competence, even without emotional attachments.
More importantly, the loyalty of Zara is always conditional. The customers will be loyal provided that the application of marketing execution shows relevance without being frictious. This raises a question of loyalty in traditional modes by reapproaching retention as an oversight behaviour relying on discipline in their operations and marketing integrity (Zhang, 2024). The case with Zara shows that maintaining loyalty in fast fashion is not something that lasts forever, but can be renewed with continuous marketing adjustment instead of the relationships. In general, the literature explains the idea of long-term loyalty in a fast fashion as being constructed intentionally, operationally contingent, and inherently weak. It builds on continuous marketing implementation on speed, digital integration, brand communication and efficiency of the service as opposed to an intense attachment-relationship. This reinforces the dissertation focus as it reveals that Zara uses relationship continuity as a priority within its engagement strategy rather than an emotional depth strategy as a way of maintaining the commitment of its clientele based on repetition, frictionless experiences, instead of the relationship-building mechanisms.
[bookmark: _7tkrscdw7jka][bookmark: _Toc216688578][bookmark: _Toc220699112]2.3 Overview of fast fashion marketing in building customer loyalty
Loyalty in fast fashion, which is driven by marketing, is directly connected to structural industry elements, oddly, a quick cycle of production, a brief lifespan of trends, and consumption through a digital medium (Busalim et al., 2022). Launching new collections after every two- or four-week period (traditional collections are launched several times a year), global fast fashion brands are introducing unending consumer re-engaging opportunities. Accordingly, industry data indicate that the brands that exist under fast fashion models record a high purchase rate, with customers making up to 17 visits to the stores and less than five visits to the traditional apparel retailers (ResearchGate, 2025).
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[bookmark: _Toc220422440]Figure 2.1: Global Fast Fashion Market
(Source: Verified Market Research, 2025)
This is strengthened by marketing methods. A sense of urgency, as opposed to emotional attachment, is frequently induced by the use of scarcity-based messaging, scarcity-based stock, and trend-based advertising. The research shows that close to 60% of fast fashion shoes are impulse buys, which implies that loyalty is behavioural and triggered by marketing and not attitudinal (ScienceDirect, 2023). This logic can be seen in the marketing ecosystem of Zara, which uses the minimum amount of classical advertising and significantly depends on the experience in the shop, visual sales, and refreshment of the display through digital devices. This technique enhances addictive loyalty with continuous exposure as opposed to convincing communication (Willett et al., 2022).
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[bookmark: _Toc220422441]Figure 2.2: Sustainable Shoe Revenue by Year
(Source: Run Repeat, 2025)
Blocking structures are also the result of price positioning. Fast fashion brands fall within reachable price ranges that decrease the switching costs and normalise the habitual purchasing. Euromonitor statistics of the European apparel markets indicate that more than 70% of fast fashion buyers are ready to change brands in search of trendiness instead of promotions, which implies that the marketing relevance is more important than financial incentives in marketing (Ecommerce Europe, 2024). This further supports the concept that perceived fashion authority and speed-to-trend communication is a way of keeping people loyal to the company instead of Customer Satisfaction.
In digital marketing, these effects are increased. The exposure of social media has a great impact on the purchase behaviour and fashion (Liu, 2022). Consumers have reported that more than half of the way they get inspired to buy their outfits is through social media. Online platforms of Zara are the reflection of real-life collections; online-based platforms respond instantly and transform attention on online sites into offline buying. This is, however, not a guarantee of long-term commitment. The tendency to make repeat purchases is still dependent on the fulfilment accuracy, product turnover and consistency of experience.
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[bookmark: _Toc220422442]Figure 2.3: Ethics are More Important to the Younger Generation of Consumers
(Source: SGTGroup, 2025)
There is sustainability communication that makes things complicated. Although more than 65% of fashion shoppers claim to be interested in ethical practices, the actual purchase statistics show that they are not keen on paying premiums or reducing purchase levels (Mintel Store, 2025). In order to the fast fashion brands, sustainability marketing is, thus, a better addition to brand legitimacy than loyalty reinforcing. On balance, the evidence available indicates that frequency normalisation, convenience, and relevance reinforcement are the principles of loyalty that fast fashion marketing creates and sustains instead of long-term emotional attachments (Hamlin and McNeill, 2023).
[bookmark: _b4pdtn14r6m2][bookmark: _Toc216688579][bookmark: _Toc220699113]2.4 Theoretical Framework
This theoretical research is based on the “Diffusion of Innovation Theory” and “AIDA Model”, each of which is well-related to fast fashion brand marketing and the aim of the research.
Diffusion of Innovation Theory and Fast Fashion Marketing
The theory of Diffusion of Innovation offers a potent analytical prism with which the marketing of Zara can be analysed to clarify the way in which the corporation can accelerate customer loyalty in a fast fashion environment (Okur, 2022). Certainly, in contrast to theories based on emotional attachment, the framework defines loyalty as a product of the speed of adoption, perceived benefit, and the transmission of the social unit. In the world of fast fashion, the situation is quite the opposite, as loyalty to the loyal customer might be something repetitive because of the adoption of new designs and forms. The recurrent product launches in Zara, small inventory policy, and responsiveness towards trends are based on continuous innovation as a marketing booster instead of a one-time event (Kholousy and Triantafyllidi, 2021).
Research question 1 and research question 4 will specifically be considered under this theory, since it enables the study to explore how customers revert to the adoption of Zara collections again and again because of the perceived novelty, being compatible with personal style, and making low-complexity purchasing decisions. Zara minimises the time spent on decisions by minimising effort due to the prototypical store designs, predictable pricing systems and the regular update of visuals (Yu et al., 2022). This will result in a cycle of customers being the first and the best in every micro-trend cycle, which creates a cycle where customers act as early adopters, thus habitual loyalty without the necessity of being emotionally connected.
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[bookmark: _Toc220422443]Figure 2.4: Diffusion of Innovation Theory
(Source: Corporate Finance Institute, 2025)
On a critical note, the Diffusion of Innovation theory also provides one of the gaps in the literature. Preexisting research tends to view loyalty as constant, whereas fast fashion consumption is dynamic and time-bound. This framework restates loyalty as an accumulative adoption behaviour influenced by the pace of marketing and social exposure (Zhao et al., 2024). Using this theory, the study contests the assumption that loyalty should be attitudinal but rather suggests that repetitive innovation acceptance, which is sustained by the marketing of Zara, should keep their loyalty. This directly contributes to the research gap since it describes how loyalty is possible in an industry where change prevails.
AIDA Model and Loyalty Formation through Marketing Communication
The AIDA model is a complementary explanation as it works around marketing communication transformation of attention to repeat purchasing behaviour. The model in the case of Zara is not implemented in a linear way, but in a cyclical manner (Prasadhya et al., 2022). The interest is twice brought by the visual merchandising and the quick change in collections. Perceived scarcity and alignment with the trend are what keep interest going. Social validation and online exposure promote desire. Action is implemented, followed by impulse buying that is facilitated by the availability and efficiency of stores.
[image: The AIDA Model Explained | Rebellion Marketing]
[bookmark: _Toc220422444]Figure 2.5: AIDA Model
(Source: Rebellion Marketing, 2025)
This model will be very effective in this regard as it will allow examining informatively the role of how digital and sustainability-related messaging will affect customer behaviour by making a significant contribution to research question 2 and research question 3 (Shona and Chuubi, 2024). The digital marketing of Zara does not convince by providing detailed information. It rather functions at the attention level and desire level through the reinforcement of relevance and urgency. When incorporated in this process, sustainability communication is seen as an enhancer of legitimacy instead of a motivator. The AIDA model can be used to understand the reason behind sustainability messages affecting the perception and failing to create long-term retention without the assistance of coherent action stages (Galí Valls, 2024).
Importantly, the AIDA model reveals the reasons why the measures of engagement are often misunderstood as loyalty in the context of fast fashion studies. The focus and the interest are accomplished very effortlessly, but loyalty relies on the repetition of cycles of action. The theoretical application will fill an empirical gap in which engagement will be equated to retention (Armac, 2024). The study holds that the results of loyalty in Zara are determined by the frequency of the recurrence of the action stage rather than the single marketing impressions.
[bookmark: _dejc3zyae55o][bookmark: _Toc216688580][bookmark: _Toc220699114]2.5 Empirical Review
Irrespective of an abundance of studies devoted to the marketing of fast fashion, there are still a number of gaps (Khurana and Muthu, 2022). In order to begin with, the idea of single loyalty drivers like digital engagements or sustainability perception is frequently implemented in research without addressing the interactions between these factors in integrated marketing complexes. Second, a good part of the literature about loyalty presupposes the consistency of relationships between the brand and the consumer, which is inconsistent with the instability of the fast fashion consumption habit. Third, in many cases, the engagement metrics of research are measured as proxies of loyalty without adequately challenging the value of their long-term retention (Li and Tang, 2023).
Furthermore, despite the popularity of Zara in operational and strategy-related literature, there is a paucity of research empirically connecting its marketing communication techniques with consumer loyalty development along the product, online, and sustainability-related aspects. The given study inculcates these gaps with an integrated sense of analysis lens, making loyalty a managed outcome formed via the strategies of interaction in marketing (Ray and Nayak, 2023). The study is based on integrating empirical evidence with theory to provide a more subtle perspective on the concept of loyalty in the fast fashion industry, instead of depending on conventional assumptions of retail.
[bookmark: _o648pa27q15i][bookmark: _Toc216688581][bookmark: _Toc220699115]2.6 Summary 
This literature review confirms that the development of loyalty towards fast fashion is built on a balanced set of marketing processes, not only by emotional commitment and satisfaction. The vulnerability of behaviour to product strategies, digital engagement, and sustainability communication, and the power of retention to credibility and consistency of operations, define the power. The identified gaps and the theoretical consistency are the reasons why it should be considered that it is necessary to create a unified study of fast fashion marketing by using Zara as a guiding case in order to comprehend how loyalty is anchored in some strategic context in high-velocity retail settings.


[bookmark: _Toc220699116]Chapter 3: Research Methodology
[bookmark: _a2ihbsuny07j][bookmark: _Toc220699117]3.1 Introduction to the Methodology
The chapter includes the methodological framework used in the analysis of the role of fast fashion marketing in the customer loyalty creation, referring to Zara. The research is inspired by the purpose of discovering how marketing practices, online interaction, and sustainability communication will impact customer loyalty over a long period of time. The related research questions are the marketing practises, social media and digital media involvement, sustainability perception, and effective loyalty motivators.
Its methodology is aimed at ensuring consistency between the research goals and the methodology. The research is based on an interpretivism, inductive and qualitative case study approach, which allows critical analysis of meanings entrenched within marketing discourse instead of measuring behavioural outcomes. The chapter is methodologically rigorous, transparent and credible in providing answers to the research questions by motivating the sampling logic, analytical procedures, ethical protection, as well as limitations.
[bookmark: _ssun64f9ljhr][bookmark: _Toc220699118]3.2 Research Philosophy 
The research philosophy used in this study is interpretivism research to determine the influence of fast fashion marketing on customer loyalty development in the case of Zara. The belief behind interpretivism is that social reality is not an objective truth, but it is made up of individual and generalised meanings (Junjie and Yingxin, 2022). When applying to the field of fast fashion marketing, brand image, perceived exclusivity, sustainability stories, and online interactivity influence customer loyalty through subjective ranks. These factors cannot be objectively measured under objective measurement as they are almost dependent on consumer perception, experience, and understanding.
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[bookmark: _Toc220422445]Figure 3.1: Interpretivism Philosophy
(Source: Simply Psychology, 2025)
The interpretivism position is fully suited to the current research since the aim of the study is to comprehend the perception of the customers on the marketing strategies adopted by Zara, as opposed to testing pre-ordained causal relationships (Ikram and Kenayathulla, 2022). Transactional (price or purchase frequency) is not the only source of loyalty in a fast fashion business; rather, it is supported by symbolic value, emotional commitment, and brand meaning, which is created by the marketing information. Interpretivism has enabled the research to critically work with such multiple senses as it appears through the current academic and industrial discourse.
The use of this philosophy influences knowledge production by using contextual knowledge instead of generalisation (Ali et al., 2021). The research deciphers the marketing storeys, sustainability messages and digital participation experiences as socially ingrained procedures instead of global motivation of fidelity. This concurs with other recent methodological literature, which argues the applicability of interpretivism to branding and consumer research in which meaning, identity and perception are core constructs. Accordingly, the interpretivist methodology upholds a subtle examination of the marketing activities of Zara, as well as how they are seen to affect customer loyalty across the various touchpoints.
[bookmark: _oln2iunj4ijm][bookmark: _Toc220699119]3.3 Research Approach
This research study follows an inductive research methodology that will be used to enable theoretical knowledge to be generated through the analysis of available literature and secondary data, as opposed to defining theoretical frameworks. The research issue focuses on the knowledge of the contribution of fast fashion marketing strategies to customer loyalty in the environment of dynamic consumer demands, digitalisation, and the sustainability debate (Proudfoot, 2023). In light of this complexity, inductive methodology makes it possible to be flexible in determining the presence of themes and patterns in the marketing practise of Zara.
The inductive methodology fits the objectives of the research directly, especially those related to the perceptions of customers regarding sustainability messages and the impact of the digital and social media interaction. Instead of trying to test the existing models of loyalty, the research critically reviews the way loyalty has been created and continues to be maintained via the marketing communications of Zara, as argued in scholarly literature and industry publications (Saharan et al., 2024). The method helps in developing the theory by integrating the information provided by various sources in order to determine the marketing factors that have a domineering influence over long-term loyalty.
Fast fashion Induction can also be useful in research in the area of fast fashion, where changes in consumer behaviour and brand strategies are quick to keep up with the changes in trends, technological shifts and ethical scrutinies. Recent studies report the adequacy of the use of exploratory studies in inductive reasoning when it comes to branding and consumer engagement in dynamic markets (Elliott and Higgins, 2023). Through this strategy, the research study would bring about an advanced notion of customer loyalty within the fast fashion industry basing on the observed tendencies rather than firm theoretical deductions.
[bookmark: _wo0tphqn1puf][bookmark: _Toc220699120]3.4 Research Strategy
The research takes a case study approach as it uses Zara as a model and a powerful fast fashion organisation. A case study approach will provide an opportunity to analyse in depth the marketing activity in the context of the real organisation to enable the study to reflect the complexity and interrelation of the branding, digital engagement, sustainability communication and customer loyalty (Lavarda and Bellucci, 2022).
Zara is a case analytically suitable since it has a presence in the global market, high turnover of its products, and great focus on the marketing of products based on trends and utilising digital technologies. The case study approach can contribute to the research questions and the exploration of different marketing factors like product releases, pricing factors, and stories of sustainability, including their interaction to achieve customer loyalty (Cleland et al., 2021). The strategy also gives precedence to analytical richness and context sensitivity rather than statistical representativeness.
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[bookmark: _Toc220422446]Figure 3.2: Case Study Strategy
(Source: Faster Capital, 2025)
The approach is also in line with the interpretivist philosophy as it allows interpreting the meanings underlying the marketing discourse of Zara. Case study research has been well identified as appropriate in brand and marketing research where the contextual knowledge is necessary, and the boundaries between the phenomenon and its environment are blurred (Priya, 2021). The case study planning enables the logical connection between the research goals and the research methodology, through systematic and systematic analysis of secondary sources that involve Zara.
[bookmark: _x326abcfae3l][bookmark: _Toc220699121]3.5 Data Types and Variables
The research uses only qualitative data; this approach is the reason behind the interpretivist and inductive character of the research. Qualitative data is suitable since the study focuses on perceptions, stories, and understanding of marketing strategies of Zara as opposed to the measurable results in terms of behaviours (Chivanga and Monyai, 2021). The data is oriented on descriptive and interpretative content of the customer loyalty drivers, including brand image, perceived exclusivity, digital engagement, and sustainability communication.
The most important qualitative variables are the reflections of marketing approaches, the schemes of customer engagement, and loyalty-related results presented in the current literature. These variables are not considered as real or definite, but they are socially constructed ideas that become meaningful through discourse (Islam and Aldaihani, 2022). As an example, sustainability projects are no longer assessed based on operational metrics but through their manifestation in terms of their communication and perception in the marketing discourse and in customer praise.
This type of data is directly related to the research questions since it allows critically analysing the way the marketing strategies of Zara are formulated and perceived in various platforms. Through the qualitative analysis, the study will be able to address contradictions, tensions, and shifting narratives in the context of fast fashion marketing, especially when it comes to sustainability assertions and ethical branding (Urcia, 2021). The appropriateness of this selection is supported by the recent methodological scholarship purporting that qualitative data is crucial in attaining the consumer meaning-making process in branding studies.
[bookmark: _9e36n6k09a8t][bookmark: _Toc220699122]3.6 Data Collection Methods 
The information that was used to do the study is secondary qualitative document analysis based on academic journals, industry reports, online articles, newspaper clippings and acceptable online digital libraries (Mazhar et al., 2021). The materials were identified by systematically using Google scholar and peer-reviewed sources were found in databases, including Taylor and Francis Online, SAGE journals, and ResearchGate. This approach helps to provide a complete coverage of academic and business insights on the marketing approaches and customer loyalty at Zara.
The reason why document analysis is chosen is that it is appropriate to the interpretivist research, where the meaning is obtained through existing texts, and no direct interaction with participants is made (Ganesha and Aithal, 2022). The approach will make it possible to compare the ways Zara's marketing is discussed in the academic literature and media in a critical manner. This applies specifically to the discussion of digital marketing and sustainability discourses, which are widely covered in secondary literature.
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[bookmark: _Toc220422447]Figure 3.3: Secondary Data Collection
(Source: Question Pro, 2025)
The main tool is a structured document review protocol, according to which the sources are selected according to their relevance, credibility, and recency. The sources that are accepted are only those published after 2021 to guarantee alignment with the latest fast fashion processes and the sustainability arguments (Cheonge et al., 2023). This raises the validity of the research since the analysis will be based on evidence in current times. It is widely acknowledged that secondary data analysis has become an academically qualified approach to marketing research in cases where the primary data are limited due to either restrictions or where discourse and representation are the subject of the particular research.
Triangulation between academic, industrial, and media views is also enabled by using secondary sources, resulting in a stronger analytical rigour (Ajayi, 2023). Nonetheless, the practise should be critically evaluated to deal with possible bias during the corporate reporting and promotion storytelling. The study controls this risk by Excel cross-referencing the sources, which also ensures transparency in the analysis.
[bookmark: _comj32bp9j48][bookmark: _Toc220699123]3.7 Sampling Strategy
The implemented conceptual sampling strategy is simple random sampling, which will help in the unbiased discovery of the sample in the secondary qualitative material that is available. Even though there are no primary participants, the simple random sampling principle is used in the selection of secondary sources to reduce selection bias initiated by the researcher (Noor et al., 2022). The strategy will help not to pick up only relevant academic articles, industry reports, and media publications that will support the predetermined interpretations of the marketing practises performed by Zara.
The study does not have a predetermined sample size because it lacks numerical representativeness. Rather, selection is guided using inclusion criteria. The sources should be published within the last year (after 2021), specifically on the subject of fast fashion marketing, their customer loyalty, their online presence, or their stakeholder communication of sustainability, and mention Zara itself or within a comparative fast fashion setting (Sharma et al., 2025). Non-inclusion criteria would be blogs that are opinion-based, unverified commercial content, and those sources that lack methodological transparency.
The appropriateness of this strategy is that it is consistent with the qualitative document analysis, in which the analytical capacity is valued more than the mass (Obilor, 2023). Recent qualitative studies have confirmed the views of randomised sampling of secondary sources to enhance credibility and minimise confirmation bias in interpretative studies. This way increases the impartiality of the data and does not lose the interest to the research questions.
[bookmark: _hbsbcqlkoyb6][bookmark: _Toc220699124]3.8 Data Analysis Techniques 
Thematic analysis is used to analyse the data, and it is performed according to a six-phase model that was proposed by Braun and Clarke. Such an approach is especially suited to the qualitative analysis of secondary data since it enables the systematic discovery of trends among various textual materials touching on the case of marketing strategies employed by Zara and its customers, as well as the customer loyalty stories (Braun and Clarke, 2023).
The initial step entails data familiarisation by reading through the limited amount of data. The second stage involves creating preliminary codes in an attempt to extract common concepts like responsiveness to trends, using digital platforms, perceived uniqueness, and sustainability messaging (Byrne, 2022). The third step involves the search for more general themes with which these codes relate to the research questions. Such themes as experiential branding, ethical signalling, and the strengthening of loyalty through scarcity are revealed at this point.
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[bookmark: _Toc220422448]Figure 3.4: Braun and Clarke Thematic Analysis
(Source: ResearchGate, 2025)
The fourth step is the overview and revision of themes to make sure that internal coherence and analytical differentiation exist. During the fifth stage, themes are described and called by their names in a manner that indicates their conceptual significance to the formation of customer loyalty (Squires, 2023). The last step is the synthesis of the themes into a logical story that will directly answer the research questions.
The framework by Braun and Clarke has continued to find a lot of support when it comes to qualitative marketing research because it is flexible (Braun and Clarke, 2021). Additionally, it has an analytical level of transparency, especially in a study that has a focus on the discourse of perception in consumers and branding.
[bookmark: _nmtl97dip2o9][bookmark: _Toc220699125]3.9 Ethical Considerations 
Ethical issues are part of the research design even though secondary data are used exclusively in the study (Hasan et al., 2021). Respected academic databases and well-known media platforms are used to access all data sources and are publicly available. This does away with the dangers of informed consent, pressuring, or harming the participants. Academic honesty is ensured by proper reference, misrepresentation evasion and sceptical use of sources. The data protection issues are not critical because no personal or identifiable data is collected. Things are, however, done carefully to ensure that one will not end up having duplicated proprietary or deceptive corporate storeys without critical commentary, especially regarding sustainability assertions. Ethical approval does not need to be formal because this research does not imply the participation of a human or sensitive data (Åkerfeldt and Boistrup, 2021). This stance concurs with the present university codes of ethics, whereby secondary document-based research is not subject to full ethical review but is obligated to have ethical responsibility in data management and reporting.
[bookmark: _tnh1mwdzy79m][bookmark: _Toc220699126]3.10 Research Limitations 
The main weakness of the research is based on the secondary nature of the qualitative data that would limit direct access to customer voices. Consequently, the mediation of the interpretation of customer loyalty is characterised by the academic and media representations of loyalty instead of direct customer reports. This can constrain the richness of the revelation of lived customer experiences (Taherdoost, 2021).
The other limitation relates to the possibility of bias in corporate and industry sources, especially where sustainability efforts are posed strategically. Although the triangulation between academic, industry, and media materials will help to remove this risk, no neutrality will be assured. Also, there is no specified sample size to make claims of generalisability, which is in line with the interpretivism orientation of the study (Baldwin et al., 2022).
In order to overcome these shortcomings, the study takes a critical analytic position, cross-checking assertions and giving priority to peer-reviewed facts. Such reflexive mitigation is considered to be a vital part of qualitative marketing research by the recent methodological literature.
[bookmark: _pu42vx6ezwiy][bookmark: _Toc220699127]3.11 Summary 
This chapter has identified the methodological framework used in doing research on the fast fashion marketing and customer loyalty within the Zara context. The methodology is based on the qualitative, interpretivist and inductive strategy alongside randomised secondary sampling and thematic analysis that allow a deep understanding of the marketing meanings and drivers of loyalty. Ethical character and transparency are upheld all the way around as the known constraints are critically tackled. All these methodological decisions build on the credibility, validity and analytical strength of the study results.


[bookmark: _Toc220699128]Chapter 4: Data Analysis 
[bookmark: _dyapi9y9whdf][bookmark: _Toc219982058][bookmark: _Toc220699129]4.1 Introduction
This chapter critically assesses the results based on thematic analysis and the literature review to interpret the influence of the fast fashion marketing mechanisms in determining customer loyalty as it applies to Zara. It examines the degree to which product strategies, digital formations and layers of sustainability are behavioural constructs, as opposed to emotional ones, and therefore reconsider loyalty as a managed and operationally contingent effect.
[bookmark: _3zr1ywojolud][bookmark: _Toc219982059][bookmark: _Toc220699130]4.2 Secondary data analysis 
[bookmark: _ajvpzpu2i63][bookmark: _Toc219982060][bookmark: _Toc220699131]4.2.1 Data Extraction and Quality Review 
	Sl
No.
	Author and
Publication
Year
	Research Design
	Data
Collection
Process
	Quality Review of Data

	1.
	Mishra and Dodke, 2024
	Qualitative case study
	Secondary sources, industry reports
	The study applied descriptive case analysis to examine Zara’s technology-driven leadership model.

	2.
	Liu, 2024
	Comparative analytical design
	Secondary financial and operational data
	Cross-company comparison between Zara and Hotwind using supply chain indicators.

	3.
	Dzreke and Dzreke, 2025
	Conceptual and analytical study
	Secondary literature
	The research synthesised prior studies on agile marketing and responsiveness.

	4.
	Zaborowska et al., 2024
	Exploratory qualitative design
	Secondary industry sources
	The authors analysed digital transformation patterns within fashion marketing.

	5.
	Manivel, 2024
	Quantitative survey
	Primary questionnaire
	Statistical analysis was applied to Gen Z perceptions in a specific urban context.

	6.
	Ruiz-Viñals et al., 2024
	Social media content analysis
	Secondary TikTok data
	Engagement metrics were extracted from Zara-related content.

	7.
	Mich, 2025
	Comparative quantitative design
	Primary survey
	Marketing mix variables were tested across fast and luxury brands.

	8.
	Sagar, 2024
	Descriptive analytical study
	Secondary digital retail data
	Trends were mapped across retail transformation practices.

	9.
	Li et al., 2025
	Structural equation modelling
	Primary survey
	The model tested social media influence on repurchase intention.

	10.
	Sykja and Vervelde, 2024
	Interpretive qualitative study
	Primary interviews
	Thematic analysis of sustainability messages on social platforms.

	11.
	Mickelsson et al., 2023
	Mixed-method design
	Secondary CSR data and interviews
	Reputation gaps were analysed through triangulation.

	12.
	Nogueira et al., 2023
	Quantitative causal study
	Primary survey
	Regression analysis tested sustainability effects on relationships.

	13.
	Le, 2024
	Structural modelling
	Primary survey
	Customer-brand constructs were statistically validated.

	14.
	Kniazeva et al., 2024
	Qualitative multi-case study
	Secondary brand reports
	Motivational patterns were identified across fashion brands.

	15.
	Chong and Wang, 2024
	Comparative case study
	Secondary CSR communications
	Content comparison between Asian brands.

	16.
	Bramantoko and Maridjo, 2024
	Quantitative mediation model
	Primary survey
	Experiential factors were statistically tested.



[bookmark: _Toc220422455]Table 4.1: Data Extraction and Quality Review
(Source: Self-developed)
Critical Synthesis:
On the whole, the data extraction procedure shows that the qualitative thematic-based studies prevail, bolstering internal validity in terms of the measurement of constructs like engagement and loyalty. Some of the studies, however, rely on secondary sources and conceptual frameworks, and this limits empirical reliability. Although social media analytics portray a contextual relevance of Zara, platform biases are an issue. With such information, the quality of the literature is methodologically heterogeneous, and its statistical accuracy is high, yet its generalisability is moderate, owing to contextual and sampling limitations.
[bookmark: _9q8twzmkjv8m][bookmark: _Toc219982061][bookmark: _Toc220699132]4.2.2 Axial Coding and Thematic Coding 
	Author and Publication Year
	Sub-themes
	Codes
	Themes

	Mishra and Dodke, 2024
	Technology leadership, AI integration, operational efficiency, innovation culture.
	Digital automation, predictive analytics, smart logistics, tech-driven branding.
	Theme 1: Rapid product turnover is a fast fashion marketing strategies influence customer loyalty through offering impressive product collections and services

	Liu, 2024
	Supply chain speed, cost efficiency, responsiveness, and inventory control.
	Lead time reduction, lean operations, data visibility, and flexibility.
	

	Dzreke and Dzreke, 2025
	Agile marketing, brand responsiveness, consumer alignment, strategic fit.
	Market sensing, rapid adaptation, demand feedback, strategic coherence.
	

	Zaborowska et al., 2024
	Digital transformation, omnichannel presence, customer experience, innovation.
	Platform integration, digital touchpoints, service personalisation, and tech adoption.
	

	Manivel, 2024
	Consumer perception, satisfaction, fashion trends, and price sensitivity.
	Style preference, affordability, quality perception, brand appeal.
	Theme 2: Social media interaction is one role played by social and digital media marketing in enhancing customer engagement with Zara, and ensuring repeat purchase

	Ruiz-Viñals et al., 2024
	Social media engagement, influencer impact, content interaction, and visibility.
	TikTok metrics, user engagement, video reach, and brand interaction.
	

	Mich, 2025
	Marketing mix, perceived value, brand comparison, loyalty formation.
	Product appeal, pricing strategy, promotion effectiveness, and distribution reach.
	

	Sagar, 2024
	Digital retailing, behavioural change, data usage, service innovation.
	Online channels, consumer analytics, digital service, and retail adaptation.
	

	Li et al., 2025
	Brand equity, social media activity, repurchase intention, trust.
	Engagement rate, brand awareness, loyalty intention, and perceived credibility.
	Theme 3: Sustainable brand perception is the initiative of Zara Company by customers across marketing communication, which impacts their loyalty and retention practices

	Sykja and Vervelde, 2024
	Sustainability communication, identity formation, consumer interpretation, engagement.
	Green messaging, ethical cues, identity alignment, and message credibility.
	

	Mickelsson et al., 2023
	CSR reputation, trust gaps, corporate narratives, stakeholder perception.
	Reputation mismatch, CSR signalling, consumer scepticism, brand trust.
	

	Nogueira et al., 2023
	Sustainable relationships, customer centricity, emotional attachment, loyalty.
	Sustainability value, relational trust, affective bond, repeat behaviour.
	

	Le, 2024
	Self-centred relationships, brand attachment, perceived benefits, loyalty.
	Personal relevance, emotional value, symbolic meaning, commitment.
	Theme 4: Repeat purchase behaviour is one of the key marketing factors that help in driving long-term loyalty among Zara’s fast fashion customers

	Kniazeva et al., 2024
	Metaverse strategy, innovation motives, experiential branding, and engagement.
	Virtual presence, immersive experience, digital identity, brand experimentation.
	

	Chong and Wang, 2024
	CSR communication, cultural context, corporate credibility, engagement.
	Ethical framing, transparency signals, cultural adaptation, and message consistency.
	

	Bramantoko and Maridjo, 2024
	Experiential marketing, satisfaction, emotional response, loyalty outcomes.
	Sensory experience, customer satisfaction, emotional engagement, loyalty intention.
	



[bookmark: _Toc220422456]Table 4.2: Axial Coding and Thematic Coding
(Source: Self-developed)
Critical Interpretation:
Throughout the research, the axial coding shows common themes grouped around digital-engagement, operational agility, sustainability communication, and creation of experiential value. All of these sub-themes reveal how the marketing of fast fashion influences customer loyalty based on both functional, in terms of speed and accessibility, and symbolic, in terms of identity and ethical positioning, mechanisms. The codes point out that loyalty is not one dimension, but rather a response to a combination of the technological capability, emotional involvement, and the perceived brand credibility, which is especially valid for the fast-moving, digitally intensive business model of Zara.
[bookmark: _5x5fadqrrm2][bookmark: _Toc219982062][bookmark: _Toc220699133]4.2.3 Thematic Analysis 
Theme 1: Rapid product turnover is a fast fashion marketing strategies influence customer loyalty through offering impressive product collections and services
The phenomenon of quick product turnover has become one of the characteristics of Zara marketing and is the element that is of utmost importance in creating loyalty by offering products that are constantly renewed. According to Mishra and Dodke (2024), the integration of technology helps to speed up its internal processes, making Zara shorten the time to shelf and remain a trendy brand that keeps its shoppers interested in new collections because of technological integration. This enhances the frequency of purchases by generating an impression of novelty and variety, which is capable of stabilising continued consumer attention.
Liu (2024) adds that Zara's supply chain model aids this turnover by creating some operational flexibility and lower lead times. This enables Zara to respond fast to the trends in fashion compared to other competing models, which builds a stronger perception among customers that the brand is up to date and relevant. This speed is associated with strategic marketing responsiveness as claimed by Dzreke and Dzreke (2025), who believe that the speed of product delivery helps the brand to be significantly relevant and provides the consumer with a reason to come back to a store more often, which consequently facilitates loyalty. Zaborowska et al. (2024) also place digital transformation at the centre of this accelerating cycle, demonstrating that a focus on digital infrastructure allows enhancing and renewing services and collections regularly.
Theme 2: Social media interaction is one role played by social and digital media marketing in enhancing customer engagement with Zara, and ensuring repeat purchase
The social and online media communication is a vital part of the contemporary marketing mix of Zara and has a proven effect on the pattern of engagement that leads to repeat buying. Manivel (2024) discovers that the younger generations, specifically the Gen Z generation, perceive the visibility of the brand and engagement on social media channels as a source of connection with the brand, and online presence is associated with customer satisfaction and a desire to buy the product.
As illustrated by Ruiz-Viñals et al. (2024), social networks, such as TikTok, can provide quantifiable metrics of engagement, including view counts and user interaction, which, in addition to raising awareness, contribute to ritualising digital consumption, which helps promote loyalty. They claim that the strongly engaged consumers will have more chances to revisit and repurchase since social platforms keep the consumer image towards the particular brand updated. Mich (2025) places social and digital media in the marketing mix and displays that promotion and interactive content create a perception of brand value and, subsequently, purchases are made again.
Sagar (2024) positions social media in the wider context of the retail digital transformation, stating that using digital channels, Zara can examine behavioural data and tailor messages to make them even more relevant. This customised message is designed to strengthen the emotional and cognitive involvement in the brand, leading to an increased rate of repeat purchase.
Theme 3: Sustainable brand perception is the initiative of Zara Company by customers across marketing communication, which impacts their loyalty and retention practices
The image of sustainable brands has grown more relevant among the consumers of fast fashion, as well as with loyalty; its influence remains complex. Li et al. (2025) demonstrate that brand equity-based social media marketing has the potential to shape trust and repurchase intentions in a developing marketplace, and the messages that relate Zara to sustainable effort may have a significant impact on consumer behaviour change. Sykja and Vervelde (2024) examine the interpretation of sustainability messages in social platforms by consumers and discover that the identity correspondence with ethical substantiation influences changes in engagement and commitment. Consumers who find the sustainability claims to be believable incorporate such perceptions into their brand considerations when they buy a product.
As Mickelsson et al. (2023) note, some of the fast-fashion CSR stories generate unexpected alignments between corporate intent and the view of the stakeholders, thereby affecting the trust. Sustainability communication may also undermine loyalty when it is seen to be uneven or shallow, particularly amongst the ethically sensitive consumers. Nogueira et al. (2023) also note the value of customer-centric sustainability in enhancing brand relationships and reveal that in settings that make consumers perceive sustainability as sincerely promoted, more emotional attachment develops and repeat behaviour ensues.
Theme 4: Repeat purchase behaviour is one of the key marketing factors that help in driving long-term loyalty among Zara’s fast fashion customers
Repeat purchase behaviour is a critical process through which the marketing strategies are converted to long-term loyalty of the fast fashion consumers of Zara. Le (2024) constructs the statement of loyalty as an action of personalised brand contacts, showing that when consumers experience personalised direct gains out of regular interaction, they will give stronger brand commitments. As demonstrated by Kniazeva et al. (2024), innovation plans, including the idea of the metaverse and the experience of online interactions, can help increase the feeling of involvement among consumers and add to the repeated contacts. Such communications, in their turn, support habitual buying.
Chong and Wang (2024) emphasise the influence of the change in perception of the brand credibility and ethical commitment with the help of CSR communication that promotes repeat purchase behaviour in socially responsible customers. They demonstrate that consumers tend to stick to such a brand more if the CSR messages are explicit and culturally appealing. Bramantoko and Maridjo (2024) associate experiential marketing and the satisfaction/loyalty outcomes with the positive experience applied, proving that the satisfied customer is the outcome of the positive experience, which mediates repeat buying.
[bookmark: _hdswwi6kr0g0][bookmark: _Toc219982063][bookmark: _Toc220699134]4.3 Findings and Discussion 
[bookmark: _Toc220421749][bookmark: _Toc220699135]4.3.1 Findings from the Thematic Analysis
The thematic analysis shows that customer loyalty in Zara is mostly built using operational and marketing processes, but not emotional attachment. The former theme proves that high product turnover is a behavioural but not a relationship force. The results indicate that the shorter product cycles and supply chain responsiveness of Zara create a habit of the store, which strengthens loyalty due to repetition and perceived innovation instead of commitment (Mishra and Dodke, 2024). This aids in arguing that loyalty is a strategic production, created based on scarcity and constant refreshing of assortments, the concept of agility as a marketing tool (Liu, 2024).   
The second theme is that the interaction of social media leads to better engagement but does not directly lead to stable loyalty. The results indicate that the digital platforms primarily maintain the visibility and relevance, which indirectly affect the repurchase behaviour (Manivel, 2024). The involvement is thus functional because it is a cognitive reminder and not an emotional affiliation. Thematically, it is also believed that the modest digital nature of Zara reinforces a perceived brand strength, which enhances trust and boosts the desire to repeat purchase (Ruiz-Viñals et al., 2024). 
The third theme in question implies that sustainability perception can only affect loyalty conditionally. The review reveals the main purpose of sustainability messaging as a legitimacy tool that minimises ethical discrepancy, but not as a motivator of retention (Li et al., 2025). Sustainability communication is more sporadically perceived as credible by consumers, and the results of loyalty rely on the agent's credibility significantly (Sykja and Vervelde, 2024).  
The results also indicate that customer loyalty in Zara can be more successfully explained as a strategic product of system design than a psychological attachment. Comparative and conceptual research evidences show the presence of fast fashion loyalty dynamics based on structural dependency on speediness, accessibility and constant thrill. According to Dzreke and Dzreke (2025), agile marketing systems develop a cycle of reactive consumption when an individual should remain loyal to the company by continually adapting themselves to new trends and not to the consistent relationships with a fixed brand. It means that Zara is highly context-bound and situational in its loyalty and can be easily broken by the entry of other competitors who may duplicate similar rates of nimbleness. In a critical perspective, this undermines the traditional relationship marketing theory, whereby loyalty in this case is not deep, but it depends on operational excellence as opposed to relational capital.
The other important conclusion is that algorithmic environments are involved in the creation of an engagement-based loyalty. As Sagar (2024) points out, digital retail analytics are enabling Zara to make the brand optimise the visibility of content and behavioural targeting. Nevertheless, this kind of interaction is not always two or more brands and consumers interacting, but is facilitated by the structures of a platform. This brings a structural risk: the loyalty becomes vulnerable to outside technological systems, which are not under the control of Zara. Likewise, as the article by Mich (2025) illustrates, the logic of digital promotion and distribution, rather than inherent brand meaning, is becoming a basis of perceived value in the fast fashion industry. As a result, the process of loyalty is intermediated by technology and questions the long-term viability of this loyalty in case of a decreasing level of platform relevance or digital consumption standards.
The thematic analysis also shows that the sustainability-based loyalty is unstable in nature. Mickelsson et al. (2023) demonstrate that the lack of alignment between CSR narratives and the stakeholder perception leads to the formation of a gap in reputations undermined the trust. This augurs the reason why ethical loyalty in fast fashion is very fragile and reputationally sensitive. Additionally, Chong and Wang (2024) also prove that the relationship between CSR communication and enhancing loyalty can be established only when there is cultural legitimacy and transparency. The sustainability in Zara is more of a reputation insurance rather than loyalty. More importantly, this shows that sustainability is defensive and not defensive and as such it has less ability to build long-lasting commitment towards the customers.
Lastly, immersive branding and innovation-led engagement, such as some types of experiential marketing, can also lead to diminishing returns. According to Kniazeva et al. (2024), at first experience, experiential novelty enhances engagement, but over time, the consumer gets desensitised, which has to be constantly exhausted. This results in a dependency of innovation where the loyalty is ensured by constant stimulation. Strategically, this model is also expensive and volatile, and this confirms the conclusion that Zara has working but structurally weak loyalty.
Lastly, repeat purchase behaviour is what turns out to be the key output variable to connect all the marketing tactics. The results are in line with the premise that experience-based experiences, relevance perception, and consistency in operations create satisfaction, which mediates long-term loyalty (Le, 2024). This cycle is further enhanced by innovation strategies like immersive branding, which keeps the consumer interested (Bramantoko and Maridjo, 2024). 
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The forged concept in the literature review is that fast fashion loyalty is structurally distinct from traditional retail loyalty. Repeat consumption is identified to be normalised when the process incorporates speed and novelty by product strategies (Pakerti, 2023). The loyalty of Zara is not based on the perceived quality but on the predictable delivery of the immediacy and trendiness (Musty et al., 2025). The efficiency of service and standardisation of the stores further makes cognitive effort less taking consumers to form habitual purchasing behaviours (Purba et al., 2025). 
According to the digital marketing literature, online engagement only helps in loyalty, in alignment with operational delivery. Credibility is strengthened with visual consistency, as well as little promotion pressure, yet superficial engagement does not ensure it repurchase (Nguyen, 2025). Literature constantly cautions against the assumption that digital engagement is equivalent to loyalty, making channel coherence the determining factor (Mandaliya, 2025).  
Research conducted on sustainability indicates that there is a gap between the ideology of communication and retention. Although sustainability builds brand legitimacy, it is seldom turned into long-term loyalty until trust is developed (Mitchell, 2024). The sustainability strategy used by Zara, then, can be described as maintaining the reputation, but not strategic differentiation (Silva and Saraiva, 2025). 
The research on loyalty over the long term has arrived at the concept that loyalty to fast fashion is contingent and operationally contingent. All loyalty is maintained by availability, relevance, and frictionless experience as opposed to emotions (Zhang, 2024). The literature also places loyalty as a form of behaviour designed within fast fashion and not a consumer-inspired relational product. Drzewiecka and Guinnane (2024) confirm the intentional nature of fast fashion companies in creating loyalty by creating short cycles of development that result in consumers being conditioned to purchase on a cycle. This changes the allegiance of psychological commitment to structurally induced dependency on unceasing novelty. Critically speaking, it means that loyalty in Zara is non-permanent but is maintained within the system, which means that the lack of delivery in terms of products or the tempo of operations can instantly undermine the retention of consumers. This criticises the most crucial theory of dominant branding, which supposes that loyalty is gathered in the symbolic sense and the emotional affiliations. Conversely, the Zara case facilitates the functionalist reading where loyalty is conditional based on the state of marketing infrastructure and not the consumer attitudes.
The literature also shows that digital marketing is not a standalone loyalty attractant to the extent that it is a multiplier of operational performance. According to Zahran (2025), digital campaigns can only translate into repurchase behaviour when the performance of inventory systems, store performance and online messaging are closely synchronised. This reinvigorates digital engagement as a moderator variable of logistics capacity as opposed to a preaching marketing asset. On the same note, Purawat (2024) submits that consumers are taking online content less literally as informational than inspirational, and that reduces its ability to create emotional loyalty. This implicitly means that digital visibility is what makes Zara remain relevant, without putting up a switching barrier. Devotion is susceptible to rival companies capable of emulating comparable digital environments. More importantly, it means that the digital success of Zara is structurally repeatable and thus, in the long-run, strategically weak.
Another important discovery is that sustainability is a reputational insurance construct, but not a loyalty mechanism. As demonstrated by Baena (2024), sustainability discourses in the fast fashion sector mostly serve the purpose of neutralising moral outrage rather than developing retention. This is supported by Belgrand (2023), who shows that sustainability is a term that interacts well at the values level but hardly affects the real-life buying behaviours. Strategically, this implies that sustainability in Zara is a defensive approach and not a competitive one. It shields the brand against loss of legitimacy and does not produce unique loyalty benefits. Also, Cui and Fan (2021) emphasise that there is a still-perceived gap in the perception between the claims of corporate sustainability and the expectations of a consumer, which obstructs the creation of trust. It is this gap that undermines the effectiveness of sustainability communication as a credible loyalty signal, which supports the notion that ethical positioning itself is not a stable method of retention in a fast fashion environment.
Lastly, the literature comes together in drawing conclusions that the long-term loyalty within fast fashion is conditionally built. According to Radzymińska and Garbowska (2023), to remain loyal, one must remain safe in terms of speed, accessibility of prices, and consistency. Shen and Chen (2024) also demonstrate that failure in operational performance contradicts the effectiveness of digital marketing, which means structural dependence on the loyalty which is built on the accuracy of performance. This makes the loyalty at Zara an operational equilibrium but not a strategic asset. Loyalty is maintained provided there is minimal friction and relevance is maintained, but it is not long-lasting, other than for functional performance. The essential implication is that the customer base of Zara is not very stable, and there is constant negotiation of loyalty on terms of operating delivery, but not based on longer-term relationships.
[bookmark: _m100btv7r0tr][bookmark: _Toc220421751][bookmark: _Toc220699137]4.3.3 Comparison between the findings from thematic analysis and literature review
It was found through the comparison that there were strong conceptual alignment and analytical divergence. Both armaments authenticate that loyalty within fast fashion is behaviourally framed and strategically planned (Zaborowska et al., 2024). Nevertheless, the thematic analysis emphasises the digital engagement and sustainability as symbolic processes, whereas the literature review focuses on symbolic processes in the current operational execution. The thematic results imply that social media and sustainability have the ability to move perceptions, yet the literature puts these elements as moderators and not as the driving forces.
The other discrepancy is the aspect of sustainability treatment. Literature is more sceptical, as it always positions sustainability as reputational, but the thematic analysis gives it the chance to have the effects of conditional loyalty when there is the presence of high credibility (Le et al., 2025). This leaves the implication that the empirical approaches to sustainability are better than the theoretical ones. One major point of intersection between the thematic analysis and the literature review is that the thematic analysis and the literature review recognise operational performance to be the structural pillar of loyalty in fast fashion. There is, however, an essential point of divergence as to the degree of abstraction within which this relationship takes place. The conceptualisation of the literature views operational efficiency as a kind of systemic state on which the formation of loyalty will be based, and the thematic analysis illustrates how operational efficiency is being perceived by consumers as the immediacy and the ever-renewal. Indicatively, Liu (2024) demonstrates through empirical evidence that the perceived brand relevance is directly related to the reduction of lead-time and sensitivity to inventory, which, in turn, is converted in the thematic analysis into revisits made to the store and behavioural loyalty. This signifies that though the enablement perspective theorises that operations is an enabling infrastructure, the thematic results reported indicate that it is an enabling infrastructure, which is a major driver of loyalty in experience. It is implied by the comparison that theoretical models are more likely to downplay the operational speed and perceptual salience in consumer behaviour.
One more important difference is related to the role of digital engagement. Digital marketing is mostly discussed in the literature as a symbolic or reputational mechanism that keeps the visibility, but is not capable of retention. The thematic analysis, on the contrary, shows that digital engagement is more of a pragmatic behaviour reinforcement tool. In support of a hypothesis that social media metrics, including TikTok engagement rates, are directly related to repurchase behaviour, and not brand awareness, Ruiz-Viñals et al. (2024) present empirical data. This result contradicts the literature tradition to view engagement as superficial. Likewise, Sagar (2024) shows that behavioural data analytics help Zara to personalise the digital touchpoints, which, as the thematic analysis reveals, serve to reinforce the cognitive involvement and purchase routines. Such a comparison draws the methodological gap, as the literature usually assesses involvement in abstract terms of branding, whereas the empirical research imparts the definitive aspect of its engagement in the process of creating consumption rhythms.
The biggest point of divergence is the treatment of sustainability. The literature is also sceptical in structure, where sustainability is seen as a reputational protection and has little loyalty consequences. The thematic analysis, on the other hand, finds that sustainability is able to produce conditional loyalty in case the credibility targets are achieved. Nogueira et al. (2023) empirically prove that sustainability-focused practises are particularly beneficial for emotional attachment and repeat behaviour when perceived authenticity is experienced. This is contrary to the position of sustainability held by the literature, which presupposes that sustainability is mostly symbolic. Mickelsson et al. (2023) also make this comparison complicated by demonstrating that CSR narratives may bolster and undermine trust with respect to stakeholder alignment. Thematic analysis, however, paints a slightly different picture because sustainability does not fail as a loyalty driver across the board, but rather functions as a contingent process and only works when legitimacy is maintained at the experience level.
Lastly, fast fashion loyalty is depicted as inevitably weak and easily displaced throughout the literature. The thematic findings, though, suggest some sort of operational resilience. Le (2024) demonstrates that perceived benefits and personalised brand interactions solidify the loyalty commitments in the long-term, whereas Bramantoko and Maridjo (2024) show that the perceived benefits are mediated by the experiential satisfaction to influence the long-term repeat behaviour. This indicates that, perhaps against expectations, loyalty at Zara is not necessarily volatile, as it is usually indicated in theory as long as experiential consistency is upheld. The comparison implies that the literature might be paying too much attention to volatility and too little to the cumulative stabilising effects of positive repeated events. Empirically, loyalty seems more directional than short-lived and is instead determined by repeated reinforcing stimuli other than single marketing stimuli.
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All in all, the results show that customer loyalty at Zara can be seen as an outcome of the control of behavioural systems rather than as a form of relationships. The synchronisation of the speed, digital relevance, and operational reliability generates loyalty. The model used by Zara is not centred on emotional attachment, unlike the traditional models of loyalty, but this works via the repetition of exposure, predictable experience and constant novelty. Marketing focuses not on strengthening emotional bonds, but tries to naturalise patterns of consumption. This shows the thesis that loyalty in fast fashion is dynamic, fragile, and subject to renewal. Zara has a strategic edge in transforming the discipline of operations into credibility when it comes to marketing. The digital and sustainability stories increase credibility, yet loyalty is conditional on performance. Therefore, Zara retains customer loyalty not through relationship development, but through relevancy and reduction of discontent. 
The results in general reformulate customer loyalty in fast fashion as a strategic management of control at the level of marketing systems instead of a relationship asset that grows out of either trust or commitment of affect. Loyalty, in the instance of Zara, is instilled by the orchestration of operational speed, the digital exposure, and the experiential consistency that all instil in the consumer behaviour the manufacturing of repetitive patterns of behaviour (Nguyen, 2023). This sense of loyalty is not internally driven by brand sense, but it is externally controlled by the consumption environment design. Due to this, loyalty becomes more of a controlled event than a psychological condition, which can be brought about by efficiency in the system and responsiveness to the market.
These finding questions the prevalent loyalty theories that emphasise the emotional bonding and building of relationships with long-term planning (Krolikowska-Adamczyk et al., 2024). On the contrary, it is indicated that in fast fashion the loyalty would need to be reconceptualised as fluid and performance-based. The degree of loyalty is only upheld so long as the brand is relevant, has a frictionless entry, and credibility to operate. It means that the loyalty in Zara is not cumulative, but renewable and is produced through the marketing performance (Silva and Saraiva, 2025). This is strategically a paradox because, although Zara shows high rates of behavioural loyalty, it is structurally vulnerable to disruption, whereby customer retention tends to be volatile and highly vulnerable to competition imitation and operational collapse.
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The primary drawback of the given analysis is its use of secondary sources and abstract interpretation. The lack of primary consumer data also makes empirical confirmation of behavioural claims impossible. Also, the majority of the reviewed studies use cross-sectional studies, which restricts causal conclusions. The results will also be specific to Zara and might not be generalisable to all fast fashion companies. Lastly, the sustainability perceptions are culture-specific, and in this analysis, the regional differences in ethical consumption behaviour have not been captured comprehensively.
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The chapter summarises that operational speed, digital relevance and controlled innovation strategically generate customer loyalty in Zara. The results show that loyalty is not relationally determined, but is developed by repetition and relevant behaviour. Altogether, the issue of loyalty turns out to be conditional, tenuous and renegotiable, and is based more on operational coherence and marketing execution than long-term emotional commitment.
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This research finds that the concept of customer loyalty of the fast fashion (Zara), based on the case study of the store, is not rooted in emotional attachment or a longer-term relationship but rather is a structurally constructed process through systems of marketing and operating. Loyalty is largely behavioural and arises as a result of organising speed, novelty, digitality and consistency of service. The results indicate that Zara is strong in marketing due to its capacity to normalise repeat consumption based on decisions to decrease cognitive load, continuous renewal of products and be relevant both in digital and physical platforms. Sustainability and digital communication are considered credibility boosters, but not the drivers of loyalty. All in all, Zara's loyalty could be seen as dynamic, conditional, and performance-based and can be maintained only by constant marketing performance and operational reliability. This redefines loyalty in fast fashion as an accorded result of efficiency within the system rather than a consistency between the consumer and the brand.
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Recommendation 1: Strengthening Operational Integration
Strategically, Zara needs to focus more on enhancing operational integration, instead of spending a lot of money on emotional brand-building efforts. Loyalty being system-based should assume a higher focus on preservation of the supply chain responsiveness, accuracy in inventory, and real-time data analytics to safeguard behavioural loyalty, as well (Shahidzadeh and Shokouhyar, 2024). Loss of the product cadence or a lack of consistency in delivery is an enormous threat to retention.
Recommendation 2: Enhancing Sustainability Communication
Zara must also utilise a more transparent and evidence-based sustainability communication approach. Rather than symbolic storeys, quantifiable indicators of sustainability ought to be anchored in the product information and on digital platforms (Gregori et al., 2024). This may decrease doubts and transform reputational credibility into conditional loyalty.
Recommendation 3: Optimising Digital Personalisation
In digital marketing, Zara can stick with its low-intensity communication approach but make communication more personalised using predictive analytics (Weippert, 2024). Instead of raising the amount of content, recommendation systems that are based on data may reinforce habits of purchase, matching the preferences of individual consumers with the inventory.
Recommendation 4: Avoiding Price-Based Loyalty Schemes
Lastly, Zara does not need to have a loyalty programme that is operated on a discount or reward basis. These mechanisms can compromise its strategic positioning, causing the shift in the loyalty away from relevance-based behaviour towards price-based buying, making the switching costs higher and long-term control of its operations minimised (Bujalance-López et al., 2025).
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Objective 1: “To examine how Zara’s fast fashion marketing strategies influence customer loyalty through offering impressive product collections and services.”
The literature review and thematic analysis were able to achieve this objective, with the results showing that the product strategies used at Zara are based on speed, novelty, and controlled scarcity. The research determined that loyalty is motivated by a performance repetition of novel collections and operational dependability as compared to a perception of quality or attachment. This achieved the goal of demonstrating how marketing formalities make habitual consumption normal.
Objective 2: “To analyse the role played by social and digital media marketing in enhancing customer engagement with Zara, and ensure repeat purchase.”
The solution to this objective was found through a comparison between theoretical knowledge and practical results. The researchers concluded that digital engagement remains relevant and visible only to sustain loyalty when it is coordinated with the operational implementation. It achieved this by showing the digital platforms to be behavioural reinforcers and not drivers of independent loyalty.
Objective 3: “To investigate how the perceived sustainability initiatives of Zara Company by customers across marketing communication impact their loyalty and retention practices.”
The study achieved this objective because it critically demonstrates that sustainability is basically a mechanism of reputation. Sustainability communication improves the level of credibility; however, it does not create loyalty in its own right unless it is seen as genuine and aligned with the actions of the operation.
Objective 4: “To identify key marketing factors which help in driving long-term loyalty among Zara’s fast fashion customers.” 
This objective is fulfilled through the synthesis of all results, and it emerged that speed, availability, digital coherence and experiential consistency were determined as the factors of long-term loyalty in Zara. Relational bonding and emotional attachment were observed to be peripheral, and this confirmed the existence of structural production and operational maintenance of loyalty.
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This research has been constrained by the fact that it uses secondary data and conceptual synthesis as opposed to primary consumer data. This causes a perception of the consumer in terms of existing empirical studies and limits contextual specificity. This case study approach also restricts the generalisability of the approach because Zara is a unique model of operation in the fast fashion industry (Drzewiecka and Guinnane, 2024). Besides, the lack of longitudinal data also does not allow for assessing the stability of loyalty over the long term. Such constraints imply that the results ought to be treated as analytically transferable and not as statistically generalisable.
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In response to managers and practitioners, the implication of the study is that loyalty within the fast fashion industry needs to be addressed using operational excellence and not emotional branding (Halik et al., 2026). The strategic investment must place emphasis on supply chain integration, real-time analytics and experiential consistency. Sustainability should be viewed by practitioners as a credibility tool that demands some transparency that is measurable. System synchronisation should be the priority of digital marketing rather than the intensity of its content (Kucuk, 2023). On the whole, the retention strategies should be incorporated into the organisational systems, because the performance discipline is the key to maintaining lawfulness, but not a relationship development.
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	8
	
The research activity will take place within the United Kingdom, primarily conducted at the University of Wales. Data collection will be carried out online via digital survey platforms to gather responses from UK-based consumers familiar with ZARA and the fast fashion industry. (this box should expand as you type)

	
	Research activity outside of the UK


	9
	
No.
All research activities, including data collection, analysis, and reporting, will be conducted within the UK. No international fieldwork or data collection outside the UK is planned.




	10
	Use of documentation not in the public domain: Are any documents NOT publicly available? 

	NO
	☒

	
	
	YES
	☐

	11
	


(this box should expand as you type)



	
	Does your research relate to one or more of the seven aims of the Well-being of Future Generations (Wales) Act 2015?
	
YES
	
NO

	12
	A prosperous Wales
	☒
	☐

	13
	A resilient Wales
	☐
	☒

	14
	A healthier Wales
	☐
	☒

	15
	A more equal Wales
	☐
	☒

	16
	A Wales of cohesive communities
	☐
	☒

	17
	A Wales of vibrant culture and thriving Welsh language
	☐
	☒

	18
	A globally responsible Wales
	☒
	☐

	19
	If YES to any of the above, please give details:

	
	By examining how sustainable marketing techniques in the fast fashion industry can promote innovation, moral consumer behaviour, and enduring client loyalty—essential components supporting economic growth as well as ethical company practices—the study adds to A thriving Wales. By discussing how marketing strategies might promote more sustainable purchasing habits and connect with international objectives for ethical trade as well as environmental responsibility, it also supports a globally responsible Wales.
(this box should expand as you type)



SECTION F: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☒
	☐

	2
	Use of interviews?
	☐
	☒

	3
	Use of focus groups?
	☐
	☒

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☒

	6
	Use of computer-generated log files?
	☐
	☒

	7
	Participant observation with their knowledge?
	☐
	☒

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

	14
	Administration of any substance, agent or placebo?
	☐
	☒

	15
	Working with live vertebrate animals?
	☐
	☒

	16
	Procedures that may have a negative impact on the environment?
	☐
	☒

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	☒

	
	Details of any other primary data collection method:


The study will use an online questionnaire survey aimed at fast fashion brand consumers, with a particular focus on ZARA customers. Data about consumers' opinions, attitudes, and loyalty to fast fashion marketing tactics will be gathered through the poll. No private or sensitive information will be collected, and participation will be completely optional and anonymous. In compliance with University of Wales ethical rules, data will be safely maintained and used only for scholarly research.

(this box should expand as you type)
	
	


If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION G: Intended Participants
If there are no participants then do not complete this section, but go directly to section H.

	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	☒

	2
	Adults (over the age of 18 and competent to give consent)?
	☒
	☐

	3
	Vulnerable adults?
	☒
	☐

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☒
	☐

	5
	Prisoners?
	☒
	☐

	6
	Young offenders?
	☒
	☐

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☒
	☐

	8
	People engaged in illegal activities?
	☒
	☐

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	☒
	☐

	
	Details of any other participant groups:

Adult consumers (18 years of age and older) who buy or have previously bought goods from ZARA or other fast-fashion companies will participate in the study. The online survey will be distributed to participants via social media, email, and registered customer identities. Every participant will be able to give informed permission, and the study will not involve any vulnerable or minors.


(this box should expand as you type)
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	
Approximately 100 participants will be involved in the study through an online questionnaire survey. This sample size is considered sufficient to generate meaningful insights into customer perceptions and loyalty towards fast fashion marketing strategies.


	11
	Who will the participants be?

	
The participants will be adult consumers (aged 18 and above) who purchase or have previously purchased clothing from ZARA or similar fast fashion brands. They will represent a mix of genders, age groups, and backgrounds to capture a diverse perspective on fast fashion marketing and brand loyalty. 

	12
	How will you identify the participants?
	
Participants will be identified and recruited through convenience sampling using online platforms such as social media (e.g., Instagram, Facebook, LinkedIn) and fashion-related online communities. A short post or survey link will invite voluntary participation. All participants will be informed about the study’s purpose, anonymity, and their right to withdraw at any time before providing consent.





	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	14
	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	15
	Will you obtain written consent for participation?
	☒
	☐
	☐

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☒
	☐

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☒
	☐
	☐

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☒
	☐
	☐

	22
	If NO to any of above questions, please give an explanation 

	
	
Not relevant. A comprehensive participant information document detailing the goals, methods, and confidentiality precautions of the study will be sent to each participant. Before the questionnaire starts, consent will be electronically sought. This study will not employ observational methods.






	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☒
	☐

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☒
	☐

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☒
	☐

	28
	If YES to any question, please provide full details 

	
	
Not relevant. A free online questionnaire survey is used in this study. No remuneration or incentive of any kind will be given to participants for their participation. There are no commercial relationships or conflicts of interest related to this research, and no specialised equipment will be used. Before providing consent, participants will be fully informed about the goal of the study; there will be no deceit or hiding of the study's objectives.





SECTION H: Anticipated Risks

	
	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	1
	Full risk assessment completed and appended? 
	Yes 
	☐

	
	
	No
	☒

	2
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	
	Risk to participants:
The study involves minimal risk. As it uses an anonymous online questionnaire, potential risks may include mild discomfort or fatigue from completing the survey, or concerns about data privacy.


	How you will mitigate the risk to participants:

Participants will be informed that the survey is voluntary and may be discontinued at any time without consequence. No personal, sensitive, or identifying information will be collected. Data will be stored securely and reported only in aggregate form to ensure confidentiality. The survey will be short and clearly worded to minimise participant burden.



	3
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	

The questionnaire does not include any sensitive, embarrassing, or potentially distressing topics (e.g., sexual behaviour, criminal activity, or personal trauma). Therefore, no additional support or disclosure procedures are required.


	4
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:

Minimal. The researcher will conduct all activities online, with no face-to-face interaction or travel. Possible risks include minor digital fatigue or data loss.


	How you will mitigate the risk to the investigator:

The researcher will use secure, university-approved online tools for data collection such as Google Form  and maintain digital backups. Regular breaks and time management will be used to avoid fatigue.



	5
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:

Potential risks include breaches of data protection regulations or reputational risk if ethical protocols are not followed.


	How you will mitigate the risk to the University:

All data collection and storage will comply with the University of Wales’ ethical standards and GDPR requirements. The research will not involve controversial or harmful content, ensuring the University’s reputation remains protected.




	6
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:


None. The research is entirely online and involves no physical materials, fieldwork, or environmental impact.

	How you will mitigate the risk to environment:

As all data collection and analysis will be digital, no additional mitigation steps are required.




	
	Disclosure and Barring Service

	
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	7
	Does your research require you to hold a current DBS Certificate?
	☐
	☒
	☐

	8
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	Not applicable – research does not involve children or vulnerable adults.



SECTION I: Feedback, Consent and Confidentiality

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	
At the end of the online questionnaire, participants will receive a short debriefing statement thanking them for their time and participation. The statement will summarise the purpose of the research, reassure participants that their responses are anonymous, and provide contact details for any follow-up questions regarding the study. Feedback on the overall research findings will be made available upon request once the project has been completed and assessed by the University of Wales.



	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	
Before beginning the survey, participants will be presented with a Participant Information Sheet clearly explaining the research purpose, expected duration, nature of questions, and their rights (including the right to withdraw at any time before submission).
Participants will then provide electronic consent by selecting an “I agree to participate” checkbox before accessing the questionnaire. This process ensures compliance with University of Wales ethical guidelines and UK GDPR regulations, guaranteeing that informed consent is obtained prior to data collection.



	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	
All responses will remain strictly anonymous; no names, email addresses, or identifying details will be collected. Data will be stored securely in password-protected university systems and used solely for academic research purposes. Results will be presented in aggregated or thematic form so that no individual participant can be identified.
Confidentiality and anonymity will be maintained throughout all stages of data collection, analysis, and publication, in full accordance with data protection legislation and University of Wales policies.





SECTION J: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	☒

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	


(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	☐
	☒

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	


(this box should expand as you type)



	
	
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	☒

	6
	University computers?
	☒
	☐

	7
	Private company computers?
	☐
	☒

	8
	Home or other personal computers?
	☒
	☐

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☒
	☐

	10
	“Cloud” storage or websites?
	☒
	☐

	11
	Other – specify:

	☐
	☒

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	
All research data, including anonymised survey responses, notes, and drafts, will be securely stored on password-protected University and personal computers. Backup copies will be kept on encrypted cloud storage (OneDrive) accessible only to the researcher. No identifiable personal data will be collected. Files will be labelled with non-identifiable codes to preserve confidentiality. Portable devices such as USB drives will be encrypted and stored securely. All data will be retained only until the project is complete and then permanently deleted following University data protection guidelines.
(this box should expand as you type)



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☒
	☐

	14
	Sharing of data with others at the University outside of the immediate research team?
	☒
	☐

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	Use of data management system?
	☒
	☐

	20
	Data archiving?
	☒
	☐

	21
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and any international equivalents, where appropriate):

	
	Electronic data transfer will occur via secure, password-protected University systems and encrypted cloud storage (OneDrive). Data will only be shared within the immediate supervisory team for academic purposes. A data management system will be used for storing and organising anonymised qualitative materials. All transfers will comply with GDPR and the Data Protection Act (2018), ensuring no personally identifiable data is shared or disclosed.


(this box should expand as you type)

	22
	List all who will have access to the data generated by the research activity:

	
	
  The principal researcher (student)
  Academic supervisor(s) within the University of Wales Trinity Saint David (UWTSD)


(this box should expand as you type)

	23
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	
  The principal researcher will act as the primary data custodian, responsible for data protection and secure handling.
  The supervisory team will have oversight for ethical compliance and data integrity.


(this box should expand as you type)

	24
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	
	
All research data will be stored on password-protected University and personal computers, with encrypted backup copies on UWTSD OneDrive cloud storage. Access will be restricted to authorised users only. Data will be stored for five years after publication in accordance with University policy and then permanently deleted.
Archived data will be stored in anonymised format to ensure participant confidentiality and will not contain any identifiable personal information.

(this box should expand as you type)

	25
	Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 

	
	
Yes — anonymised datasets and non-identifiable summaries may be stored in the UWTSD Research Data Repository to ensure transparency, long-term preservation, and academic referencing in line with University open research standards.

(this box should expand as you type)

	26
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	YES
	☒

	27
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	YES
	☒





SECTION K: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	
	Date:




For STUDENT Submissions:
	2
	Director of Studies/Supervisor:
	
	Date: 

	3
	Signature:
	

	



For STAFF Submissions:
	4
	Academic Director/ Assistant Dean:
	
	Date:

	5
	Signature:
	

	



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	☒
	I have read the guidance notes supplied before completing the form.

	☒
	I have completed ALL RELEVANT sections of the form in full.

	☒
	I confirm that the research activity has received approval in principle

	☐
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	☐
	I have attached a full risk assessment (where appropriate)  ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT

	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	☒
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.



	RESEARCH STUDENTS ONLY
Once complete, submit this form via the MyTSD Doctoral College Portal at (https://mytsd.uwtsd.ac.uk).


	RESEARCH STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.


	STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form (and receive the outcome) via systems explained to you by the supervisor/module leader.
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