Chapter 4: Data Analysis 


4.1 Introduction 

The previous chapter identified the researcher’s methods and methodology of the research. This chapter aims to achieve the third objective: 
	
	“To analyse the data collected to explore public views on how popular fast fashion is becoming, with particular focus on how social media influencers, influence individuals purchase fast fashion by using social media as a tool for marketing”.

The following chapter will compare and contrast the data gathered by the researcher in Chapter 3 with the literature study conducted in Chapter 2. 









0. Data Analysis 
Data was collected from one sample; this was online interviews and had an overall of 10 participants. Huberman, Miles & Saldana, (2018) described qualitative data as "a little bit of this and a little bit of that" and used it on an "as-needed basis". This identifies the breakdown of the analysis, taking key information from each interview and deciding what is relevant to tell others.
4.3 Methods 
Within this chapter, a range of software has been used to analyse findings within the online interviews held. The software includes NVivo to utilise and explore qualitative data to open-ended questions which were allowed (NVivo, 2020). As well as Microsoft Excel for questions that didn't provide in-depth numerical data such as demographics. Within the interviews, a small number of participants did not provide in-depth information. All interview sheets are kept anonymous and can be found in the appendix …, of this dissertation. All of the participants gave their consent to participate in the interview, and confidentiality and anonymity were consented prior interview. 


4.4 Demographics 
In total there were two demographic questions that provided limited information because it was the intention of the purposive sample of fast fashion shoppers. Gender cross-tabulation was conducted to see if it had any effect on responses whether one gender is typically more inclined to purchase more. 
The second question asked for participants ages, within this research there was a set category of 18–25-year-olds. All ten were between 18-25 with the most common age being 22. Since the phenomenon of fast fashion is especially common among young women, there were more female than male participants (Cohen, n.d; Simpson, 2019). Women between the ages of 18-25 are fashion and consumption-driven, and their influence on the future of fast fashion is expected to be significant (Simpson, 2019)
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Figure 4.1 Participant’s knowledge on fast fashion impacts. 
Figure 4.1 was created using NVivo, which allowed to input interviewee answers and find matches, displaying a word cloud of relevant words related to what participants see fast fashion as. Within the interview, participants showed clear knowledge of what a social media influencer is but not clear on exactly what fast fashion is. Question 6, was intended to get knowledge on what they think a social media influencer is defined as, following on to question 7, on describing a social media influencer. 



4.6 Fast Fashion Knowledge and consumer behaviour 
The purposeful sample ensured that interviewees were not only the right age and gender but also required to have social media and demonstrate their knowledge on fast fashion knowledge and their experience. 

Figure 4.2 Interviewees fast fashion knowledge.
Figure 4.2 highlights one problem that participants aren’t fully aware of the fast fashion industry (chapter 2) identifies what the fast fashion industry is. Although participants do highlight that fast fashion is “quickly produced” and “poor pay/working conditions” which also have been mentioned in (chapter 2). Participants purchase fast fashion reasons shown in figure 4.4 but this result shows that individuals are not clear on what exactly fast fashion is (chapter 2) outlines exactly what fast fashion is. 








				Figure 4.3 Go too fast fashion websites 
Question 17 aims to identify popular fast fashion websites most shopped at, participants were asked to name more than one. Nearly all participants mentioned Asos for their variety and inexpensive clothing. Asos, Pretty Little Thing and Zara all have influencer engagement to promote and advertise their clothing, it doesn’t matter if the influencer is paid or not with the development of technology anyone can promote clothing (Chapter 2). 






									Figure 4.4 Popular fast fashion influencers 
Interestingly, one of Pretty Little Things paid influencer is Molly-Mae Hauge, question 18 asks participants to name a social media influencer they follow on Instagram. Research shows that 70% of participants named Molly Mae, this is shown in the figure below in figure 





Figure 4.4 Why fast fashion websites 
Question 10 aimed to understand why participants choose websites such as Asos, Pretty Little Thing and Zara. Figure 4.4 helps understand why these websites are commonly used, mostly due to the price of the clothing. This identifies as stated in (chapter 2) an understanding of the harm it has on the environment on how fast ‘cheap” clothing is produced. 







		Figure 4.5 Consumer buying behaviour 

Question 19 asked participants if they could describe their buying behaviour as either complex, variety, dissonance or habitual and a reason why. As shown above, habitual buying was most popular, the majority of participants described their habitual buying out of boredom. 



Figure 4.6 Klarna usage 
Question 12 was seeking to achieve that if the price was an important factor of post-purchase, does Klarna encourage you to purchase then pay later. The above shows that 80% of participants use Klarna. Furthermore, question 14 goes on to ask why Klarna in which the majority said due to "ordering variety and trying before buying" as well as 100% of participants state that Klarna encourages unnecessary buying. 










4.6 Social media influencer knowledge 

Figure 4.7 Popularity of a social media influencer 
Question 6 shows how popular a social media influencer is, 100% of interviewees said they are familiar with the term influencer. Within the interview, participants showed clear knowledge of social media influencers. Question 6 shows how popular a social media influencer is, 100% of interviewees said they are familiar with the term influencer. Furthermore, this was intended to get knowledge on what they think a social media influencer is defined as, following on to question 7, on describing a social media influencer. 





Figure 4.8 Bought due to influencer engagement   
Question 15 and 16 seeks to achieve if influencer engagement encourages and makes participants more inclined to purchase fast fashion. Figure 4.6 shows that 70% of interviewees have bought a piece of clothing due to an influencer promoting or wearing the item. However, 20% of interviewees stated that they haven't bought due to an influencer promoting, as they can be seen as "untrustworthy".   
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Do you use Klarna?

Yes	No	8	2	


Are you familiar with the term social media influencer?	Yes	No	10	0	Yes	No	Yes	No	Yes	No	



Bought due to an influencer has promoted an item 	Yes	No	7	3	

Interviewees knowledge on fast fashion

What do you know about the fast fashion industry? 	Not a lot 	Effects the environment 	Poor pay/working conditions 	Quickly produced 	Dominating market 	4	1	3	1	1	Not a lot 	Effects the environment 	Poor pay/working conditions 	Quickly produced 	Dominating market 	Not a lot 	Effects the environment 	Poor pay/working conditions 	Quickly produced 	Dominating market 	Not a lot 	Effects the environment 	Poor pay/working conditions 	Quickly produced 	Dominating market 	


Go to fast fashion websites 

Go  to fast fashion websites 	Asos 	Pretty Little Thing 	Zara	5	3	2	



Fast fashion influencer you follow on Instagram	Molly Mae 	Other 	7	3	

What makes you want to spend money on fast fashion sites?

what makes you want to spend money on fast fashion sites?	Cheap 	Convenient 	Variety 	Discount 	5	1	2	2	


Buying behaviour 	Habitual 	Complex 	Other 	6	1	3	
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