CHAPTER 2.0 LITERATURE REVIEW

2.1 INTRODUCTION
The purpose of this chapter is to examine the existing research that supports the topic of this dissertation, in order understand customer associations with UK fast fashion brands and their sustainable efforts. This will be accomplished by conducting a critical evaluation of literature in the form of academic books, journal articles, and other relevant sources in order to get a better understanding of sustainable practise. The aim of this literature review will be to achieve the following objective: 
‘To conduct an extensive literature review around the topic area of fast fashion brands and their sustainable efforts’.
2.2 THE UK FASHION INDUSTRY
The fashion industry is defined by high demand volatility, short product life cycles and high impulse buying. This sector operates in a highly competitive environment dominated by the involvement of multinational brands. Fashion represents a significant economic force and a major driver of global GDP (Boston Consulting Group, 2019). In the UK, the fashion industry is the largest creative industry, worth over £26 billion and employing 800,000 people. Between 2000-2020, the UK has seen clothing production double, thanks to lower prices, streamlined operations, and increased consumer spending (Remy et al., 2016). 

2.2.1 THE BIRTH OF FAST FASHION
Fast fashion is also known as "throwaway fashion," and it refers to the practise of selling fashion pieces to the general public at low prices (Draskovic et al., 2018). The fashion industry has taken an important systemic shift in its supply chains, which have become highly globalised and dynamic. Fernie and Sparks (2019 p.1) claim by the late 1990s, the high street offered a more accessible look, enabling individuals from all backgrounds to keep up with the latest trends. This movement towards democratized fashion was driven by 'Fast fashion' distributors such as Zara, H&M and Topshop (Tungate, 2012). All of which represent a departure from an era where well-made, fashionable clothes were mainly retained by wealthy buyers (ibid). Parallel to the growth of these high-street retailers, the rise of e-commerce fashion, and rising consumer acceptance of online fashion purchases, has resulted in explosive growth in the fast fashion online market. Over the past decade, the UK has become the home to the biggest fast-fashion brands of the 21st century. The city of Manchester has become the leading wholesale fashion district, being the headquarters for fast fashion leaders, Boohoo, PLT and Missguided (John, 2021). The globalised supply chain is a critical component of the fast fashion business model. Fast fashion manufacturers use a rapid response strategy and supply chain network to respond to evolving consumer trends and needs in a timely manner, brands like Boohoo, PLT and Missguided participate in this scheme (Zhang et al., 2020). As a result, Boohoo have been announced as the largest fast fashion retailer in the UK, surpassing £1 billion (Dean, 2020). In addition, Missguided have been named the fastest growing retailer in the UK (Trotter, 2018). According to a report by the House of Commons (2019) people buy more clothes per person in the UK than any other country in Europe. This correlates with the data shown in figure 2.1, claiming fast fashion is the most searched online category in the UK. 
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Figure 2.1 Most popular fashion cateogies in the UK from May 2017- April 2019. (Source: https://www.statista.com/statistics/1034753/uk-fashion-categories-ranking-by-search-volume/) 
2.3 SUSTAINABILITY 
2.2.1 Sustainability in the fast fashion industry
Sustainability extends one's concern beyond the welfare of those participants who are directly involved in a practice, relationship or institution (Thiele, 2016). Sustainability has recently emerged as a key new motivator in consumer purchasing decisions. Phenomena such as global population growth, climate change, and land and water scarcity have become more prominent in recent years, and environmental pressures related to both products and manufacturing processes have become more important in this industry (Gazzola et al., 2019). Significant industry implications include a high discharge of hazardous chemicals, an increase in waste, and higher greenhouse gas emissions (ibid). As a result, the fashion industry has gained a lot of publicity. Fast fashion brands are dealing with environmental issues ranging from manufacturing to inventory management (Yunjeong  and Kyung, 2020). As consumers become more conscious of these issues in the industry, customer demand for sustainable fashion, free of resource depletion, environmental degradation, and ethical issues, has increased for fast fashion brands. Thus, many fashion companies are aiming for sustainability (Connell, 2011). To support the movement, CEO Agenda (2021) announced 8 priorities for fast fashion retailers in the UK to shape a sustainable fashion industry. These include, 4 core priorities for immediate implementation and 4 transformational priorities for fundamental change. 
2.2.2 COMMUNICATION CHANNELS
Danaher and Rossiter (2011), define a communication channel as a concept that refers to how recipients interpret a messaging proposition, in order to determine if certain platforms are better than others at achieving commitment and persuasion. Social media has become the 21st century's medium of expression, allowing marketers to share their values, thoughts, and manner in an entirely different way (Saravanakumar and Sugantha-Lakshmi, 2012). Fast fashion brands have utilised social media marketing techniques in order to promote their products. Fast fashion has Much like fashion, social media is another outlet for an individual to express oneself. However, this mode of expression occurs in cyberspace. There are many underling threads that connect the two together (McCarthy, 2013). Social media has given fast fashion retailers a platform to market their products and create a behind the scene experience for consumers. Becatien (2019) claims social media can be defined as a new-media marketing tool for businesses to enhance engagement with their customer base. Bughin (2015), claims social media has a significant impact on consumers purchasing decisions.
2.3 CONSUMERISM 
According to Forbes (2019), one of the six global market phenomena is responsible consumerism. Responsible consumerism is a consumer trend in which consumers are interested in products or businesses that can assist them in making more responsible decisions (ibid). This represents a change in consumer consciousness and consumption habits toward sustainable consumption. As a result, such shifts in consumption are growing interest in sustainability in a variety of fields, including the fashion industry (Yunjeong  and Kyung, 2020).
2.3.1 CONSUMER BEHAVIOUR
To be effective, every organisation must first understand consumer behaviour. The VUCA acronym stands for unpredictable, uncertain, complex, and ambiguous (Bennet & Lemonie, 2014). Consumer purchasing behaviour is continually evolving in a VUCA environment that companies are constantly adjusting to, highlighting the growing importance of understanding consumption behaviour (Soloman, et al., 2013). One of the most important of these is the need to be more environmentally conscious and sustainable.
Consumer behaviour is described by Soloman et al (2013) as the process by which consumers participate in the purchase or use of products and services in order to meet their needs and desires. Purchasing behaviour may be influenced by a variety of factors, including legal or moral responsibilities, social considerations, or environmental concerns. Figure 2.2 illustrates Blythe (2013)'s depiction of the customer decision-making process, demonstrating the steps involved in making a purchase.
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Figure 2.2 The Consumer Decision Making Process (Blythe, 2013) 
(Source: Blackwell et al., 2006)
Blythe (2013) outlines the first stage of the process as ‘Problem Recognition’. This is when a consumer identifies their need for a product or service. The following stage is known as the sequential stage, ‘Information Quest.' This stage entails locating a solution to the problem, which is accomplished through an internal search, prior experience, or current expertise. (Soloman, et al., 2013). Following this is the stage of ‘Evaluation of Alternatives’ occurs, in which consumers make a decision based on the knowledge gleaned from the previous stage of the process (ibid). The final two phases are 'Purchase' and 'Post Purchase Evaluation.' These phases take place when a well-informed purchase is made, followed by a post-purchase examination to decide whether or not the purchase was satisfactory (Soloman et al., 2013). Burns and Gentry (1990) argue that the model is based on the assumption that all customers go through each stage when purchasing any product. Regardless, it is critical to understand the decision-making process because an organisation has the ability to influence each level, which is especially crucial when attempting to shape consumer purchasing behaviour. (Soloman, et al., 2013).
2.3.2 CONSUMER ATTITUDES
According to Schultz et al (2004), consumer attitudes are a combination of concerns, principles, intentions, and values. When it comes to purchasing renewable products, there is a strong disconnect between expectations toward sustainable consumption and real behaviour. This is referred to as the attitude-behaviour gap (Terlau and Hirsch, 2011). The attitude-behaviour gap is a framework developed by Stern et al (1995) that argues the link between consumer attitudes and behaviours. For example, according to a recent study by Nazir (2021), 37% of UK people agreed that retailers should put a greater focus on sustainability. However, the fast fashion industry is currently flourishing as consumers continue to purchase the garments. This poses the question of why the sector is still popular at a time when demand for sustainability is growing. In addition, McNeill and Moore (2015) conducted research on fashion consumers' behaviour and attitudes toward recycled goods and responsible fashion purchases. According to their findings, fashion consumers can be divided into three groups: ‘Self, Social and Sacrifice’ consumers. All three audiences had diverse perspectives on fast fashion, so the effect of selling sustainable fashion brands to them could differ as well. In essence, the question that has not been answered as to whether fast fashion brands are promoting sustainability. As a result, the study will look at consumer associations to see whether three UK brands will establish a long-term sustainable brand picture.
2.3.3 CONSUMER MOTIVATIONS
Consumers' shopping habits have evolved to be more socially conscious. Simultaneously, the infamously futile tradition of quick fashion thrives. This customer paradox may be explained by consumer’s motivational factors. Lysenko-Ryba and Zimon (2021), Outline the key motivational factors as self-image, percieved risks, associated costs of purchase and social factors. Supporting a 2018 survey, stated that 60% of respondents were only prepared to purchase sustainable fashion if it was the same price as non-sustainable fashion. The price is emphasised as a common driving factor in sustainable fashion consumption (As shown in figure 2.2).
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Figure 2.2 Willingness to purchase sustainable garments (O’Connell, 2020).


In contrast, a study by Bly et al., (2015), claims to be the first paper to interview active sustainable consumption bloggers in order to investigate "sustainable fashion consumption pioneers." The study is widely regarded as one of the first to connect motivational research to consumer behaviours, related to sustainable fashion consumption. The results revealed that consumers are informed, see societal pressure to consume as a detrimental pressure, and see consumption as the opposite of sustainability. Furthermore, in comparison to the conventional samples used in Achabou and Dekhili (2013), these pioneers see sustainability as promoting improved style and efficiency, and, contrary to Jägel et al., (2012), see sustainability as guiding well-being and satisfaction rather than conflicting qualities.
2.4 BRAND ASSOCIATIONS 
A brand association is a term associated with a brand that incorporates aspects that come to mind when thinking about the brand and connections to it (Aaker, 2012). Consumer associations contribute towards an organisations success as it influences their purchasing decision with that brand. According to Keller (1993), brand associations capture the most representative brand impressions, information, emotions, and evaluations, which may be freshly created or overlooked over time. In regard to fast fashion retailers, by evaluating which associations customers have with the brand and what network structure these associations shape, marketers may find useful clues to help determine the efficacy of current marketing campaigns and develop new ones (Yunjeong  and Kyung, 2020). Due to the growth in consumer concerns over a sustainable future, fast fashion brands can utlise associations to understand what the consumer brand association network structure looks like in terms of sustainable fashion. Despite this, few studies have established brand associations with fast fashion brands that are focused on sustainability. Camiciottoli et al. (2014) established the resemblance between fashion bloggers' brand associations and brand associations found in company-generated texts of three luxury brands. According to the findings, there was a common theme from all three types of brand associations including product attributes, non-product related attributes, and designer identities. However, the study was limited to researching online data of luxury brands. As a result, this dissertation seeks to define associations for sustainable fashion among UK fast fashion brands through in-depth interviews and network analysis.

3.0 CONCLUSION
According to academic research, the tension between fast fashion's allure and consumers' concern for the environmental impacts is manifested by contrasting beliefs and customer behaviour. Most research in this area concentrate on the emerging market's demand and supply, with little exploration of consumer associations. The extensive research on sustainable fashion adoption focuses on general public views, with no study sampling real sustainable fashion buyers and their experiences with UK fast fashion retailers. This chapter has demonstrated theoretical and methodological shortcomings in the current attitude-behaviour gap, resulting in further analysis. The next chapter will present the research methodology for this qualitative theory analysis of consumers' associations with fast fashion retailers and their sustainable efforts.


References:
Aaker, D.A. Building Strong Brands; Simon and Schuster: New York, NY, USA, 2012. 
Keller, K.L. Conceptualizing, measuring, and managing customer-based brand equity. J. Mark. 1993, 57, 1–22.
Blackwell, R.; Miniard, P.; Engel, J. Consumer Behaviour, 10th ed.; Thomson/South-Western: Mason, OH, USA, 2006
Blythe, J., 2013 Essentials of Marketing. 5th ed. Harlow: Pearson Education 
Boston Consulting Group ‘Luxury Market Trends Digital & Experiential Luxury 2019’.  Available at:
http://mediapublications.bcg.com/france/TrueLuxury%20Global%20Consumer%20Insight%202019% 20-%20Plenary%20%20vMedia.pdf [Accessed 05 February 2021]
 Burns, A., and Gentry, J., (1990). ‘Toward Improving Household Consumption Behavior Research: Avoidance of Pitfalls in Using Alternative Household Data Collection Procedures’ Volume 17, eds. : Association for Consumer Research, Pages: 518-530.
Camiciottoli, B.C.; Ranfagni, S.; Guercini, S. Exploring brand associations: An innovative methodological approach. Eur. J. Mark. 2014, 48, 1092–1112.
Danaher, P.J. and Rossiter, J.R., 2011. Comparing perceptions of marketing communication channels. European Journal of Marketing.
Dean, G., 2020. UK fast fashion giant Boohoo is becoming a transatlantic force:  Business Insider. Available at: https://www.businessinsider.com/boohoo-doubles-us-sales-total-sales-top-1-billion-2020r=US&IR=T#:~:text=UK%20fast%20fashion%20giant%20Boohoo,2020%2C%20and%20US%20sales%20doubled&text=British%20fast%20fashion%20retailer%20Boohoo,31%2C%20it%20reported%20on%20Wednesday. [Accessed 7 May 2021].
Draskovic, N., Markovic, M., M. and Petersen, C., 2018. The Early Days of Swatch: Birth of The Fast Fashion Watch Business Model. 30(1), pp. 93-108
Fernie, J. and Sparks, L., 2019. Logistics and retail management. 5th ed. Kogen Page, pp. 01-03.
Gazzola, P., Grechi, D., Ossola, P. and Pavione, E., 2019. Certified Benefit Corporations as a new way to make sustainable business: The Italian example. Corporate Social Responsibility and Environmental Management,.
Globalfashionagenda.com. 2021. CEO Agenda 2020. Available at: https://www.globalfashionagenda.com/report/ceo-agenda-2020/  [Accessed 7 May 2021].
John, 2021. Manchester – The Leading Wholesale Fashion District. [Blog] No Barrier Growth, Available at: https://nobarriergrowth.com/manchester-the-leading-wholesale-fashion-district/ [Accessed 24 May 2021].
Johnson, J., 2021. Leading fashion categories by search volume 20119 Statistica. Available at: https://www.statista.com/statistics/1034753/uk-fashion-categories-ranking-by-search-volume/ [Accessed 24 May 2021].
Lysenko-Ryba, K.; Zimon, D. Customer Behavioral Reactions to Negative Experiences during the Product Return. Sustainability 2021, 13, 448
Mckinsey, J., 2019. The State of Fashion 2019: An ‘Urgent Awakening’ for the Industry. The Business of Fashion. Available at: <https://www.businessoffashion.com/articles/luxury/the-state-of-fashion-2019> [Accessed 05 February 2021].
McNeill, L.; Moore, R. Sustainable fashion consumption and the fast fashion conundrum: Fashionable consumers and attitudes to sustainability in clothing choice. Int. J. Consum. Stud. 2015, 39, 212–222.
Nazir, S., 2021. Why is fast fashion booming if Brits want a sustainable future? Retail Gazzette.
Thiele, L.P., 2016. Sustainability. John Wiley & Sons.
Sabanoglu, T., 2020. Online clothing purchasing by demographic Great Britain 2020 | Statista.  Available at: https://www.statista.com/statistics/286096/clothes-and-sports-goods-online-purchasing-in-great-britain-by-demographic/ [Accessed 24 May 2021].
Saravanakumar, M. and Sugantha Lakshmi, T., 2012. Social media marketing. Life science journal, 9(4), pp.4444-4451.
Soloman, M., Bamossy, G., Askegaard, S. & Hogg, M. K., 2013 Consumer Behaviour A European Perspective. 5th ed. Harlow: Pearson Education.
Trotter, C., 2018. 15 of the UK’s fastest-growing retailers - Insider Trends. Insider Trends. Available at: https://www.insider-trends.com/15-of-the-uks-fastest-growing-retailers/ [Accessed 24 May 2021].
Zarroli, J., 2013. In Trenfy World of Fast Fashion, Styles Aren't Made To Last. [Online] Available at: https://www.npr.org/2013/03/11/174013774/in-trendy-world-of-fast-fashion-styles-arent-made-to-last?t=1585138923402  [Accessed 01 May 2021].

Add klark and 
2
image.png
0 orar | 0 uws

< c

Apps M Gmail

@ statista.com

O YouTube

B News

@l A Leadership Cas.

Retail & Trade > Fashion & Accessories

@ Lt | 88 The | Pare [ G UKI | @ Man |IT 150 | [ Fact | G stat | @ Ten | - GEC

® sust | @ Cite |G <O g+ x

G how [@ Con | +

~ Q

Most popular fashion categories in the United Kingdom (UK) from May 2017 to April 2019,

by search volume (in millions)*

4408
46134

Fast fashion

Department stores

Amazon

Cloth

g brand retailers

Sportswear/outer wear

Designer

Footwear

Lingerie

0 50 10 150 200 2 300 350
Brand search volume in millons

® May 2017 to April 2018 @ May 2018 to April 2019

© Additional Information

Statista 2021

Show source @

DOWNLOAD

Qpnr mes pns mm

Source
— Show sources information
— Show publisher information

Release date
July 2019

Region
United Kingdom

survey time period
May 2017 to April 2018 and May 2018 to April 2019

Number of respondents
972 respondents

Supplementary notes
* Figures are rounded. Results refer to searches
made on Google UK.




image3.png
Would prefer sustainable fashion if the
price is the same as normal fashion

Will enly buy sustainable fashion if it is
cheaper than normal fashion

Willing to pay a higher price for
sustainable fashion compared with
normal fashion

Will not buy sustainable fashion at all

10%

20%

30% 40%
Share of respondents

50%

60%

70%




image2.png
@ i | G Mai | @ diss |G Lier | @ 167 | 38 The | Sy Pare | @ Cite | G how | @ Con | & cone | s Crti | I Tow | G atit | @ 167 | @ 'Be | G the: @ Cx  +

C @ File | /Users/KaceyMills/Downloads/sustainability-13-01646%20(1). pdf ax »Q

Apps ™M Gmail @ YouTube (B News (] ALeadsrship Cas.

Individual
influences

o Personality Decision-making
o Perception process
» Motivation

information sear

\nfurmanun
evaluation

=5
) | B -

* Social class
 Culture/subeulture Post p\nchis!‘
 Reference groups evaluation

* Family

Q

Group
influences.





