“Influencers impact on decision-making among 18- 25-year olds when purchasing fast fashion”



	Chapter 2 – Literature review (DRAFT)



	2.1 Introduction 

	The purpose of chapter two is to investigate the fast fashion industry and the impact of the term ‘influencer’ has on decision making among 18-25-year olds when deciding to purchase fast fashion. The main channel used today to ‘influence’ people’s decisions is Instagram, focusing on this particular channel will determine how powerful the social media site can be. The following chapter will complete the first objective of this dissertation:
	“To critically analyse academic literature on social media influence within the fast fashion industry and consumer behaviour” 
	The following literature review will contain a wide range of sources gathered from Google Scholar and the University of Wales Trinity Saint David’s (UWTSD) online library.
	2.1.1 Fast fashion and social media 


	According to Fletcher, fast fashion is considered as quick and on time, while ‘slow fashion’ is based on quality and consistency (Fletcher, 2008). Fast fashion is defined as easily accessible, inexpensive clothing which gets manufactured everyday by inexpensive retail companies. By dividing the term “fast fashion” into two will give better understanding of the term. “Fast” describes the rapid approach in which retailers shift designs to their stores or websites taken from high end catwalks (Brick, Hasley and Ekenga, 2018). The production of inexpensive clothing is continuously in demand and costs are kept low by exporting to low- and middle-income countries. 
	Today fast fashion businesses must follow the ‘business model’ which provides a swift response to new fashion trends, otherwise they will be left behind as well as production times being quick to ensure rapid supply to the retailers and consumers, appendix A shows an example of ASOS business model. ASOS is an example of a fast fashion retailer which sells inexpensive clothing and poor-quality clothing made from polyester or other synthetic fabrics. The quicker business’ response the faster sales (Cachon, G.P. and Swinney, R., 2011). For example, new fashion trends should be introduced within weeks, which keeps a continuous cycle of customer visits online and in store. The fast fashion model is proven to be inexpensive prices and manufactured short term to keep up with seasonal clothing, H&M is an example of a successful approach to fast fashion approach.  
	Social media is used today as an effective marketing tool, it has created a new dimension of marketing and provided many opportunities to marketers to create brand awareness among consumers. The most open, engaging and collaborative medium of the public relations is considered to be social media (Ahmad, Salman and Ashiq, 2015).  Social networking has been found to strengthen relationships with consumers and to attract wider audiences. Consumers pick up fashion ideas today from television and movies, social sharing and friends, and street trends according to studies. They also chat online about these ideas and the ideas can evolve into fashion trends (Rickman and Cosenza, 2007). Customers enjoy interaction and contact with each other through the platform of social media, this shows the importance of the channel. Consumers want to receive feedback or advice on various services, virtual communities have an effect on buying decision of customers (Heinonen, 2011). 
 
2.3 social media influencers 
              2.3.1 social media influencers 
	According to Dizon (2015), an influencer is defined as a popular individual who provides advertisement to their audience to maintain a high following, helping them to make a purchase solely on what they see (Dizon, 2015). An influencer posts to Instagram in exchange for compensation. Organisations reward influencers with money or free items, programmes, services or experiences (Campbell and Farrell, 2020). 
	In return for payments or endorsed goods and services, influencers now create advertising on blogs as well as social media sites. As a result, many bloggers have direct financial and contractual relationships and contacts with product marketers or indirectly through different agencies and content networks. Influencers aren’t always looked upon as a fashion trend, the success of the influencer industry has been shown in several other contexts, including multinational corporations, politics, and education they have all drawn a widespread of interest from the influencer industry. Following on the above sectors invite influencers to attend appearances to bring publicity to the organisation or project. As a special guests and VIPs, influencers are often welcomed to events in appreciation of their distinctive status and the social prestige they have gained by followers (Abidin and Ots, 2016). 
	2.3.2 Celebrity Endorsement  
	Celebrity endorsement is one of the widespread types of selling used to advertise a variety of client merchandise and services (Seno and Lukas, 2007). In 2000s, television and magazine adverts weren’t that reliable for customer reviews, today studies show that 69% of customers would trust online reviews or friend recommendations (Xu and Pratt, 2018). 
	2.3.3 Authenticity & Intimacy 
	In collaborating with third-party endorsers, when endorsing products or brands, authenticity is an important factor to remember. Marwick (2013), notes that influencers are considered to be more credible relative to celebrities as thy mange to more efficiently place themselves towards a community of people. Influencers today concentrate more on building visibility and increasing the growth of their audience (Marlow, 2006), while Abidin and Thompson (2012) note that influencers often concentrate more on creating an intimate social media relationship between the brand and its followers. 
	It is important to view the influencers with credibility and intimacy, both because of the popularity of the endorsed product. If this is not done properly, both influencers’ personal image and the brand itself may have a negative outcome (Ibid).

	2.3.4 Instagram
 	Instagram is an ‘App’ made for posting images and videos from a smartphone on a social networking site. Every individual who creates an Instagram account has a profile and a news feed, similar to Facebook (Moreau, 2018). The fastest growing social media site in modern times is Instagram, according to Sheldon and Bryant (2016) and Recode (2018). The popular social media platform reached approximately 800 million users per month in 2017, making it the third popular social networking site used (Millions, 2018; Dreamgrow.com, 2018). Instagram was expected to reach 2.8 billion dollars in revenue in the same year, generated only from advertisements.  
	Instagram lets you follow and be followed by different individuals. Instagram, unlike Facebook, isn’t a two-way route. Even if an individual follows you, you don’t have to follow them back. It is possible for users with a private account to monitor who may follow them. Anyone can reach your account and see what you post unless you change the default settings to private (Instagram, 2016). There are approximately 30.36 million users in the United Kingdom. According to statistics Instagram has the highest proportion of users aged between 25-34 years old, this was then accompanied by respondents within the range of 18 – 24 years old. Individuals over the age of 65 years of age were less likely to use Instagram (Tankovska, 2021). Interesting, individuals that have a greater network of followers on Instagram are considered to be more credible and famous (Jin and Phua, 2014). 

2.4 Consumer behaviour theory: Approaches and Models 
	2.4.1 Consumer behaviour and consumer decision making 
	Consumer behaviour is defined as the study of the processes involved in the selection, purchase, use or disposal of goods, resources, ideas or experiences by individuals or groups to meet needs and desires (Solomon et al, 2006, p6). Consumer behaviour also involves elements such as quest for details, the purchase decision and the selection and post-purchase feelings of the person, which ultimately lead to a sense of satisfaction or dissatisfaction (Evans, Foxall and Jamal, 2009).	
	 Consumer behaviour is also viewed as ‘buyer behaviour’ both looking at the relationship between consumers and producers at the time of purchase, consumer behaviour is now seen as a continuous process to marketers. ‘Buyer behaviour is defined as the decision-making process and behaviours of individuals involved in the purchasing and use of consumer goods from a social and cultural viewpoint, as opposed to economic or psychological one (Michaela, 2015). The three steps of the consumer process are: pre-consumption, consumption and post-consumption. Understanding the customer needs at these three stages is important to understand the level of value created, it influences the customers opinions, feelings and actions towards the service or product (Solomon, Russel-Bennett and Previte, 2012).
	Online shopping has developed, today almost everything can be sold online (Bourlakis, Papagiannidis and Fox, 2008). E-consumer is defined as the action of buying and selling products or services virtually using the internet. Furthermore, in the electronic world, ‘consumer’ is known as e-consumer, ‘buyer’ is known as e-buyer, retailer is known as e-retailer, and the ‘seller’ is know as e-seller (Dennis et al., 2009). 
	2.4.2 Theoretical approaches to the study of consumer behaviour 
	There are numerous different approaches which have been adopted in the study of decision making. There are five approaches which are economic man, psychodynamic, behaviourist, cognitive and humanistic (Foxall, 1990). 
	 ‘Economic Man’ suggests that consumers should always be aware of possible alternatives, be able to accurately assess each choice and be able to choose the optimum course of action, to function rationally in the economic context. Although some measures are no longer seen as a practical amount of human decision making. Consumers seldom have sufficient knowledge, incentive or time to make a ‘perfect’ decision and are instead influenced by less objective factors such as social relationships and values (Bray, 2008). 
2.4.3 Decision making among 18-25-year olds  
	Social media marketing is seen as a two-way communication channel that seeks solidarity with young consumers (Kim and Ko, 2012).
 (do I continue with this subheading? Or do I do decision making among young adults?)
	2.4.4 Decision- making model 
	Research has shown that many models have been proposed by several writers, seeking to understand customer behaviour during the decision-making process when buying. The Engel-Kollat-Blackwell (EKB) model was developed by John Dewey in 1910. The EKB model (figure 1) is intended to be a five-stage process that demonstrates the steps a customer takes when making a purchase. The model focuses on five core stages of the decision-making process and applied to consumer behaviour (Darley, Blankson and Luethge, 2010). According to Ashman, Solomon and Wolney (2015), the EKB model is still a process which is used in shopping environment. 
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Figure 1. Model of consumer decision-making process (source Engle, Kollat and Blackwell (1978). 
1. Problem recognition 
The first step of the EKB model is problem recognition. Consumers tend to identify a need or desire at this point, which may be motivated by internal as well as external stimuli and may occur because of many different factors such as human, social, situational and economic factors. When the need has been recognised, the customer must look for data to understand how this need can be fulfilled (Darley, Blankson and Luethge, 2010).


2. Search 
Both internal and external searches are part of this step. In order to make a final decision, the consumer compares the benefits and drawbacks on prior experiences. Informative research is the main research process within this model stage. Here, the consumer beings the hunt for various alternatives that could fulfil the need (Ibid).
3. Evaluating alternatives 
Evaluating alternatives means the consumer has already developed standards for what they want. Now, by analysing and contrasting them against each other, they actively assess the alternatives they looked for in the previous process (Ibid). 
4. Purchase 
A customer will eventually make the purchase decision, after evaluating the alternatives and collecting all required information from feedback (Ibid). 
5. Cognitive dissonance 
Cognitive dissonance is the first result that would result from making a buying decision. This buying situation is where the emotions and opinions of a person contradicts the individuals behaviour. An example of cognitive dissonance is when a person has decided to stop consumption due to a bad economic condition but contradicts themselves by buying an expensive purse (Evans, Jamal and Foxhall, 2009). 


6. Satisfactory and unsatisfactory 
After consumers make a purchase decision, satisfaction or dissatisfaction is a feeling which will most likely stem from that purchase. Satisfaction and dissatisfaction can depend on many factors some including value and experience (Evans, Foxall and Jamal, 2009). Satisfaction is most definitely always in favour as it leaves consumers happy and most likely to share their experience (Fu et al., 2020).
7. Consumption 
Consumption is either influenced positively or negatively depending on the feedback. The need for a complete field offers constructive feedback. It typically results in negative reviews by getting too high expectations from the customer’s side or any flaws in the product. Consumption depends on happy or unsatisfied consumer depending on the level of satisfactions reached in the process (Phillips, Olson and Baumgartner, 1995). 
8. Disinvestment 
Disinvestment is defined as the consumer demand for a particular product will not always be in demand or remain the same, availability of identical or close substituted commodity may be reflected in the reduction of the level of consumer demand (Sewing, 2010). 

	


	2.5 conclusion 
	The following objective has been achieved within this chapter:
	“To critically analyse academic literature on social media influence within the fast fashion industry and consumer behaviour”
	The literature review has outlined that...
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