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Abstract

This thesis is undertaken as a part of an undergraduate degree in BA Marketing Management and is designed for the researcher to investigate and analyse primary and secondary data regarding Generation Z buying behaviour and brand equity amongst men and women. 
Whilst there have been previous studies on the topics and themes, the idea of how the buying behaviour of Generation Z (1995 to 2015) affects brand equity for online fashion brands has yet to be discovered due to the extensive literature review the researcher has undertaken. The findings of the literature review were taken into consideration to contrast the foundations for the primary researcher for this dissertation. Based on this knowledge, the researcher decided to utilise a qualitative method of research, in the form of semi-structured interviews. The data that was collected from these interviews were formatted into transcripts prior to analysing through a Nvivo software which aids the researcher in finding correlations between consumer buying behaviour and brand equity.
From this the findings were as follows: due to the sample population that the researcher managed to interview before the limitations of Covid-19 affected the data collection process, the sample ages were between 20-23 years old and found that for women, customer satisfaction and social media influences as well as brand loyalty builds brand equity, whereas men found the effects of social media, as well as brand loyalty and satisfaction builds brand equity. 








Table of Contents 

[bookmark: _Hlk42518119]Acknowledgements…………………………………………………………………ii
Abstract………………………………………………………………………………. vii
Chapter 1………………………………………………………………………………… 1
1.0 Introduction…………………………………………………………………………. 1
1.1 Background………………………………………………………………………… 1
1.2 Rationale…………………………………………………………………………… 2
1.3 Aims and Objectives……………………………………………………………… 2
1.4 Research…………………………………………………………………………... 3
Chapter 2 – Literature Review………………………………………………………. 4
2.1 Chapter Overview…………………………………………………………………. 4
2.2 Primary Themes……………………………………………………………………. 4
	2.2.1 Defining ‘brand’…………………………………………………………. 4
	2.2.2 Brand Equity……………………………………………………………. 5
		2.2.2.1 Perceived Quality…………………………………………… 6
		2.2.2.2 Brand Loyalty……………………………………….………... 7
		2.2.2.3 Brand Awareness…………………………………………… 8
		2.2.2.4 Consumer Preference………………………………………. 9
	2.2.3 Brand Equity in the Fashion Industry………………………………… 9
	2.2.4 Generation Z Buying Behaviour………………………………………. 10
		2.2.4.1 Males vs Female Buying Behaviour………………………... 11
2.3 Conclusion of Literature Review…………………………………………………. 12

Chapter 3 – Methodology……………………………………………………………. 14
	3.1 Chapter Overview…………………………………………………………. 14
	3.2 Research Definition………………………………………………………. 14
	3.3 Research Onion…………………………………………………………… 15
		3.3.1 Research Philosophy…………………………………………. 16
		3.3.2 Approach………………………………………………………. 17
		3.3.3 Choice…………………………………………………………. 18
		3.3.4 Strategy…………………………………………………………. 19
		3.3.5 Time Horizon…………………………………………………… 19
		3.3.6 Data Collection Techniques and Procedures…………………... 20
			3.3.6.1 Qualitative Data………………………………………... 20
			3.3.6.2 Interviews………………………………………………. 20
			3.3.6.3 Process…………………………………………………. 21
3.4 Sampling……………………………………………………………………… 22
3.5 Credibility and Dependability………………………………………………. 23
	3.5.1 Credibility…………………………………………………………. 23
	3.5.2 Dependability……………………………………………………… 24
3.6 Limitations……………………………………………………………………. 24
3.7 Ethical Issues…………………………………………………………………. 24

Chapter 4 – Data Analysis………………………………………………………………. 26
	4.1 Chapter Overview……………………………………………………………. 26
	4.2 Background for Findings……………………………………………………. 26
	4.3 Participants…………………………………………………………………… 28
	4.4 Main Findings………………………………………………………………… 28
	4.5 Brand Equity…………………………………………………………………. 28
		4.5.1 Brand Equity in Women…………………………………………... 29
			4.5.1.1Attributes of Women’s Satisfaction…………………… 29
			4.5.1.2 Brand Loyalty……………………………………………… 31 
		4.5.2 Women’s Buying Behaviour………………………………………. 33
			4.5.2.1 Effects of the Social Web………………………………... 34				4.5.2.2 Celebrity Influences……………………………………. 35
		4.5.3 Brand Equity in Men………………………………………………. 37
			4.5.3.1 Attributes of Men’s Satisfaction………………………… 38
			4.5.3.2 Brand Loyalty…………………………………………… 39
		4.5.4 Men’s Buying Behaviour…………………………………………. 40
			4.5.4.1 Effects of the Social Web……………………………… 41
			4.5.4.2 Negative Reviews……………………………………… 42
	4.6 Links between Consumer Buying Behaviour and Brand Equity………... 44
	4.7 Links between Gen Z Men and Gen Z Women’s Buying Behaviour…... 45
Chapter 5 – Conclusion……………………………………………………………………… 46
	5.1 Chapter Overview…………………………………………………………………..46
	5.2 Summary of Findings……………………………………………………………….46
	5.3 Aims and Objectives………………………………………………………………..47
		5.3.1 Objective 1……………………………………………………………….47
		5.3.2 Objective 2……………………………………………………………….47
		5.3.3 Objective 3……………………………………………………………….48
	5.4 Implications of Research………………………………………………………….48
	5.5 Limitation of Research……………………………………………………………49
	5.6 Recommendations of Future Research…………………………………………50

6. References……………………………………………………………………………………51
7. Appendices……………………………………………………………………………………59
	7.1 Ethics Form…………………………………………………………………………59
	7.2 Consent for interviews……………………………………………………………. 77
	7.3 Semi-structured interview questions……………………………………………. 78
	7.4 Interview One……………………………………………………………………... 80
	7.5 Interview Two…………………………………………………………………….. 84
	7.6 Interview Three………………………………………………………………….. 90
	7.7 Interview Four……………………………………………………………………. 95
	7.8 Interview Five……………………………………………………………………. 101
	7.9 Interview Six…………………………………………………………………… 106
	7.10 Interview Seven……………………………………………………………… 112
	7.11 Interview Eight………………………………………………………………. 119
	7.12 Mindmap of codified nodes for Men’s Brand Equity…………………….. 124
	7.13 Mind map of codified nodes for Men’s Buying Behaviour……………….124
	7.14 Mind Map of codified nodes for Women’s Brand Equity………………… 125
	7.15 Mind Map of codified nodes for Women’s Buying Behaviour…………… 125
	7.16 Screenshot of node structure within Nvivo…………………………………126







List of Figures
Figure 3-1. Research Onion (Saunders et al, 2009)……………………………………..16
Figure 3-2. Inductive vs Deductive Approach (i2tutorials, 2019)………………………..18
Figure 4-1. Diagram of coding for Women’s brand equity (Interview Data, 2020)……..29
Figure 4-2. High-level word cloud on consumer satisfaction (Interview Data, 2020)….29
Figure 4-3. Swedish Customer Satisfaction Barometer (Johnson, 2001)………………30
Figure 4-4. Women’s Brand Loyalty Word Cloud (Interview Data, 2020)……………….31
Figure 4-5. Pretty Little Thing App Homepage (PLT, 2020)………………………………32
Figure 4-6 Diagram of Coding for Women’s buying behaviour (Interview Data, 2020)…33
Figure 4-7. Women’s attitude on effects of social web (Interview Data, 2020)…………34
Figure 4-8. Women’s attitude on effects of celebrity influences (Interview Data, 2020)..36
Figure 4-9. Diagram of Coding for Men’s Brand Equity (Interview Data, 2020)………..37
Figure 4-10. Men’s attitude on Satisfaction (Interview Data, 2020)……………………..38
Figure 4-11. Men’s attitude on Brand Loyalty (Interview Data, 2020)……………………39
Figure 4-12. Diagram of Coding for Men’s buying behaviour (Interview Data, 2020)….40
Figure 4-13. Men’s attitude on the effects of the social web (Interview Data, 2020)…..41
Figure 4-14. Men’s attitude towards negative reviews (Interview Data, 2020)………..42
List of Tables
Table 4-1. Interviewee Participants…………………………………………………28




Abbreviations
UWTSD – University of Wales Trinity Saint David
CIM – Chartered Institute of Marketing
Gen Z – Generation Z


		


Coronavirus
After the UK implemented a 24-hour curfew in March 2020, UWTSD took steps to support the research student and research during the curfew and University building closures.
Formal supervision meetings continued as much as possible and arranged via suitable meeting software and documents shared electronically.
Some of the research process was at a great risk of limitation and delays, typically for those requiring physical presence such as interviews. Due to this, supervisors and research students urgently reviewed their research plans, however, UWTSD understands that some students’ projects and dissertations were planned to require in-person research and data collection that is not possible in this period of remote learning. Digital research activities that advance the studies, were prioritised. If it was no longer possible to continue with the existing plan then consideration to changes to the project plan should be considered to offset, wherever possible, undue future delays to the project/dissertation submission. All fieldwork conducted by students occurred remotely using electronic means wherever possible.
Students, with the help of their supervisors, are urged to document the extent of the disruption to their research.

















Chapter 1

1.0 Introduction

The aim of this thesis is to evaluate how consumer buying behaviour helps build brand equity in the fashion industry, looking specifically at the Generation Z demographic. These topics will also be used to analyse the different buying behaviours between men and women. There have been previous studies around the topics of this thesis, however, mostly just focused on either brand equity or consumer buying behaviour. On the contrary to this, there are studies that can aid the researcher in the evaluation, which will be addressed later in this thesis. 

1.1 Background

Consumer buying behaviour refers to the psychology behind how and why consumers make purchases, regarding an individual’s attitudes, preferences, intentions, and decisions (Rani, 2014). There are theories regarding the factors that influence buyer behaviour of which Gray (2019) lists as psychological; a person’s perceptions and attitudes, personal; personal characteristics such as age, location, culture, gender and so on, and social; influences from friends, family, and communities. These psychological behaviours are extremely important for marketers when marketing their brand as these allow the business to understand shopping behaviours, the types of products or services that certain customers are looking for, how consumers look at a particular business versus another and so forth (Howard, 1977).
When defining a brand, there are many different definitions, but for the sake of this thesis, the researcher has decided to use the Chartered Institute of Marketing definition which refers to: 
“The set of physical attributes of a product or service, together with the beliefs and expectations surrounding it – a unique combination which the name or logo of the product or service should evoke in the mind of the audience.” (CIM, 2020)
To follow on with this, Aaker (2009) refers to brand equity as the commercial value a company generates from a product that makes the brand more recognisable and memorable in consumer’s memory. Brand equity typically has four dimensions – brand awareness, brand loyalty, brand associations and the perceived quality (Lassar et al, 1995). 
For the sake of this thesis, the researcher wants to understand further the link between the themes of consumer buying behaviour and brand equity by looking in depth at the consumer buying behaviour of men and women in the Generation Z demographic. 

1.2 Rationale

Throughout this thesis, it will be clear that the researcher has discovered a paucity in the academic literature regarding how attributes of brand equity could affect consumer buying behaviour, however, there is limited academic literature on how consumer buying behaviour affects brand equity amongst men and women in the Gen Z demographic. As a result of this, this thesis will aim to evaluate how Generation Z buying behaviour between men and women can build brand equity. 

1.3 Aims and Objectives

This dissertation aims to investigate how the buying behaviour of men and women in the Generation Z demographic helps build brand equity of brands in the fashion industry. The objectives are as follows:
1. To look further into a specific part of the fashion industry – online fashion brands.
2. To target a specific sample group of students, diving deeper to compare male vs female buying behaviour.
3. To synthesise extant literature and primary research to accumulate recommendations for online high street fashion brands to achieve a greater perception of consumer preference of which affects buying behaviour. 

1.4 Research

The researcher will conduct their data collection using a mono-method data collection through interviews. To conduct these interviews, a sample of students will be chosen to understand the attitudes and opinions of the larger population. The researcher found that for the depth of which the data could reach best suited the interview process as this can allow the researcher to ask other questions if necessary. 
The next chapter of this thesis will examine the secondary data consisting of academic literature regarding the chosen topics of this dissertation, of which will be used to aid and support the research and the findings from this study. 












Chapter 2

2.1 Chapter Overview

This chapter of the thesis will discuss key contemporary literature relating to the themes surrounding patterns between consumer buying behaviour and brand equity with Gen Z, as well as the themes surrounding patterns characteristics of successful brands with equity. This will be done using a mixture of secondary sources including textbooks, articles and peer reviewed journals to provide an extensive understanding of the research question at hand. The chapter will also aim to surfeit the objective:
1. To critically analyse academic literature to underpin the link between consumer buying behaviour and brand equity in the fashion industry with Generation Z students, whilst referring to the behavioural differences between men and women.
Consideration of various previous literature and components will also facilitate the researcher in designing primary research questions. 
2.2 Primary Themes 
This section will provide definitions to the key concepts addressed in this thesis. 

2.2.1 Defining ‘Brand’

The term ‘brand’ was founded over half a century ago, originating from cattle ranchers of whom used it to identify their animals, until the late 1880’s came around and Coca-Cola took off which marked the start of firms using branding to differentiate them from competition. The evolution of branding, brands are more subjective about the definition of a brand. Professor Peter Doyle, the author of the Journal of Marketing Management defines a brand as: “A name, symbol, design or some combination which identifies the product of a particular organisation as having a substantial differentiated advantage” (Doyle, 1989). However, Kotler, et al (2018) defines a brand as “A combination of name, term, sign, symbol or design, intended to identify the goods or services of one seller or group of sellers and to differentiate them from those competitors.” Despite the numerous definitions of what a brand is, many argue a brand is undefinable. Lloyd (2019) argues that brands perhaps mean different things to different people at different times, and that they are amorphous. 

2.2.2 Brand Equity

The concept of brand equity is designed as the ‘added value’ of which a given brand bestows a product (Farquhar, 1989). Aaker (2009) validates this, referring to brand equity as a set of assets such as name awareness, perceived value, loyal customers as well as the associations that people link to the brand, all of which adds value to the product or service being offered. Aside from the obvious key factor of the perceived value a brand has, it can also be measured internally through their incremental cash flow, which looks into the association the brand has with the product, giving an internal indicator of how the business is being perceived by the public. For example, Reebok and Adidas’s market share increased in 2005 to compete with Nike, the original US sports apparel company. Doing this led more people in the market to invest in these companies due to the promising high potential (Business Week, 2005). 
To elaborate further, Keller and Lehmann (2006) notes how brand equity highlights the effects of marketing, and the effect of consumers willing to pay more for a product purely due to the name attached to that product or service. Although, brand equity does not allow room for error and can be diminished if not properly managed. Chernatony, et al (2009) mentions that brand equity is complex and is ‘multi-faceted’ regarding the different measures that need to be done to understand it thoroughly. If a company brings about a poor customer service quality or even low product quality, this can instantly create almost irreversible damage to brand image, creating a domino effect on sales volume and customer interaction with the brand. 
It is also relevant to see the effect of brand value for not only the firm but also for the consumers. Faircloth, et al (2001) highlights this by mentioning how the level of brand equity can provide consumers with information about that brand, which in return increases their confidence when making purchasing decisions. This high propensity increases the chance of customer loyalty, making purchasing experiences and a relationship with the brand attributes to the elements of brand equity. Brand equity is a broad concept, of which can be subdivided into 4 key elements: perceived quality, consumer preference, brand loyalty and brand awareness (Aaker, 1991).

2.2.2.1 Perceived Quality

If consumers believe that a firm is the best – then they are, regardless of what many people will say. This is because the element of perceived quality is the customers view of the quality of the product or service in 2 perspectives: what they expect and how they perceive the quality of products of competition (Somma, 2014). For a firm, it is arguable that the perception customers have of a brand is of the biggest concern as it is an intangible feeling, which is also subjective. A brand that has high perceived quality can create a reason-to-buy for the customer, which can also allow the brand to charge premium prices. For example, Nike are a globally known brand, with everyone knowing who the brand is purely through the logo. As the notion of premium brands has grown, more consumers are willing to pay a higher price purely for ownership of a premium branded product, even if there are similar products on the market for over half the price (Dwirani, 2016).


2.2.2.2 Brand Loyalty

Understanding brand loyalty is a simple concept: if customers are not loyal, success will be a struggle and due to this, it is recognised as a core component of brand equity. Brand loyalty directly affects brand equity as it mediates market share, price and shelf facing (Chaudhuri, 1999). Brand loyalty has a big effect on customers of which some may not even realise. Typical behaviours that influence brand loyalty is when customers continue to buy the brand regardless of other superior factors like price, and these loyal customers can help create a strong customer base. Baldinger & Rubinson (1996) supports the definition of brand loyalty based on attitudes and behaviours. 
Typical behaviours of brand loyalty can be behaviours such as repeat purchasing but Rundle‐Thiele & Mackay (2001) mentions that habitual purchasing is also worth looking at too. Habitual buying behaviour is when consumer decisions are made from habit and do not involve much deliberation and can often be due to effective promotions or stock availability. 
It is an obvious fact that having loyal customers is a massive benefit to a company, but not just for sales but for promotional costs. Since loyal customers have a higher chance of repeat purchases, it is less costly to keep these customers loyal than entice new customers. Mellens et al (1996) mentions that brand loyalty also provides strong trade leverage and can provide the company with enough time to respond to any competitor moves. Not only this, but brand loyalty can prove how effective communication can be. Customers that recommend products to friends and family who are then influenced by this word-of-mouth marketing can prove how this method of communication is so important (Chen, et al,. 2013). Hennig-Thurau (2000) mentions that consumers also usually look for personal and informal communication when making purchasing decisions as customers are more inclined to buy if they feel their needs and interests are taken seriously to the business. 
As established, brand loyalty holds many beneficial values and because of this, it is necessary for businesses to device strategies to retain and enhance customer loyalty (Eisingerich & Bell, 2007). Treating customers with respect and like they are the upmost priority are imperative to this. For example, many businesses create a loyalty scheme for customers that are repeat purchasers, meaning that they can be rewarded for their loyalty.

2.2.2.3 Brand Awareness

Brand awareness, one of the major determinants of brand equity, refers to how customers can recall or recognise a brand using two dimensions of brand knowledge and associative memories (What Is Brand Awareness, 2020). The measure of brand awareness is immensurable as it is in a continuum because awareness relies on the ability of a customer to recall the brand without being prompted. Basheer (2016) highlights a characteristic of brand awareness as: 
“Friend A asked friend B to go to the shop to buy her a washing powder that has "red packaging and a circle logo". Without mentioning the brand name, friend B was able to recall correct the washing powder friend A wanted as there were no other brands on the shelf with those distinct characteristics.”
 Brand awareness is crucial, especially to have a differentiated message that is easily distinguishable. Malik, et al (2013) mentions that when consumers are aware of what a particular company offers, they are then more likely to go straight to that company to buy a particular product they need instead of browsing elsewhere that they could also acquire that product. Particularly if a company has strong branding, they are more trusted in the market (Barbu et al, 2010). 

2.2.2.4 Consumer Preference 

One of the most pivotal elements to brand equity is consumer preference as the simplicity of what a consumer prefers can really have a make or break effect on a business. It is subjective as it refers to individual consumers and measures their levels of satisfaction of their purchased products or services (Hauser and Shugan, 1980). Consumer preference has a strong link to consumer loyalty as typically, if a consumer likes a product, that preference as well as the customer will stick around for years. However, if consumers disregard a product they do not like, this could be detrimental for the business (Melitz, 2014). Consumer preference can also help identify consumer purchase intent with certain characteristics of certain products, that will allow marketers to understand correlations between both (Cobb-Walgren et al, 1995). 

2.2.3 Brand Equity in the fashion industry

With new and emerging brands surfacing more online, the issue of brand equity in the fashion industry is perhaps something that has brand marketers becoming more aware. Even though the general idea of brand equity may be seen as common sense for those who want their brand to succeed, but with constantly emerging technology and the opportunities social media presents, brand equity in the fashion industry can be taken even further. 
Fashion industry-based brand equity can be looked at more closely as consumer-based brand equity which has four main elements: brand awareness, brand loyalty, perceived quality, and brand association (Krishnan, 1996). Using a brand from the apparel industry, Adidas has a high level of consumer-based brand equity as every element is acquired by their customers, meaning it is obvious that due to this Adidas have a high revenue as these customers have a high tendency of repeat purchasing. 
With more online fashion brands emerging through the opportunities the internet and social media provide, it is worth understanding if there is a positive correlation between these elements and purchasing intent, as different marketing strategies are used to target customers to an online brand rather than a physical store. Haelsig (2009) mentions that there are many psychological factors that affect the way in which consumers perceive a brand, with involvement being a determinant of behaviour. There is area to suggest that attributes of social media can present more pivotal points that affect brand equity. 



2.2.4 Generation Z Buying Behaviour

Generation Z refers to the newest generation of people born between 1995 and 2015, primarily those between 5-25 years old (Williams, 2015). Many experts say that the characteristics of this generation are interesting as it includes avid music-goers and gamers, as well as being known for presenting the modern era of technology though constant social networking, use of mobiles and the tendency to care about emerging trends (Western Governors University, 2019). 
Jenkins (2018) created an interesting point about devising marketing strategies to earn the attention and loyalty of Gen Z as they buy differently than other generations. The buying and decision-making processes are different, perhaps due to the abundance of information technology presents, as Gen Z are more likely to use search engines and social media to find out more about a product, allowing their networks to aid in the decision-making. 
Netzer (2019) mentions that founded through a recent survey, 47% of Gen Z from the USA, research items on mobile devices whilst shopping at brick-and-mortar locations. Whether they are in physical stores or shopping online, almost all purchasing decisions are made with the aid of online information, whether this is to see if there are other items available, to compare prices or search the web for a promotion. With marketers catering to the different needs of different age group, it is worth noting certain characteristics. For example, efficiency is what Gen Z consumers look for hence how 60% of Gen Z shoppers will not use apps or websites that are slow or difficult to navigate (Netzer, 2019). So, with more brands developing apps as a way of connecting with more age groups, there is a higher chance of a bigger revenue being built as there are then more routes to buy products that suits everyone. 
Whilst the power of social remains almost invincible, there are many elements that can have a big influence on Gen Z purchasing decisions, for example ‘unboxing videos’. Ramos-Serrano and Herrero Diz (2016) looks further into the phenomenon of youtubers as opinion leaders, having the power to persuade or dissuade purchasing behaviour of viewers. For reasons like this, it is often that celebrities endorse products from a company, as typically Gen Z customers will see it and may be influenced by this since Gen Z consumers typically look for consensus amongst their networks.  
Jenkins (2018) also states that due to the statistic of 74% of Gen Z spend over 5 hours a day online, this will create the assumption that by the end of 2020, Gen Z will represent 40% of all consumer shopping. 
 
2.2.4.1 Male vs Female buying behaviour
 
A major factor in consumer-buying behaviour is gender. Men and women have different motives when it comes to shopping, as well as different perspectives and considerations, proving that gender-specific tendencies do exist. In scientific terms, women have a thicker bridge of nerve tissue which allows them to use the left and right side of the brain whereas men predominately use the left side of their brains (Gungor, 2008), however, speaking in marketing terms, men are known to be logic-based buyers whereas women are mostly hedonic, meaning that men get to the point of purchasing quickly rather than females who are more emotional with their shopping experiences and how it resonates with them (Women Vs Men, Gender Differences In Purchase Decision Making, 2015).
Typically, with online shopping, landing pages and layouts of pages according to gender usually differ from another. An example of this is ASOS during their Halloween campaigns. Women will often see photos of clothes on models to understand how it would look on them, whereas men usually see individual products (Zaharia et al, 2017). Mueller (2011) mentions that women prefer to search, whereas men want a quick and easy shopping process. Due to female behaviour, they are more likely to find promotions and discounts, especially since women enjoy browsing. Not only this but women tend to look for a more emotive shopping experience and consider both subjective and objective information, whilst men favour objective information alone, for example, make, model and speed of a car. Even though this doesn’t mean men aren’t concerned about the experiences of others, men use these to form their own opinion whilst women are more concerned with the reasons and motivates of others, as a way of comparison (Williams and Grisham, 2012). 
Huddleston (2011) mentions the importance of good customer service, especially for more emotional shoppers like women. Providing a good service is an important factor in a business’ KPI, as this keeps customer loyalty. Due to the nature of women, if they have received good customer service from a business, they are then more likely to share their experiences with others. Due to a study done by (He buys, she shops, no date) 29% of women mentioned “a lack of help when needed” as the main problem when shopping. 

2.3 Conclusion of Literature Review

The researcher’s literature review has attempted to examine the academic studies and literature already behind the themes of this thesis as broadly as possible. However, this chapter has been necessary to visualise that there are practically no studies regarding how the buying behaviour of Generation Z builds brand equity for fashion brands, of which will need in need of further research conducted later on in this dissertation. 



























Chapter 3

3.1 Chapter Overview

This chapter of the thesis will address the most appropriate qualitative methods to collect and evaluate the findings on consumer buying behaviour and the link to building brand equity. Firstly, providing definitions on consumer buying behaviour and brand equity will allow the researcher to fully understand the investigation, whilst using the Research Onion to do so. 
As the process of the methodology is broken down into sections using the step by step guide of the research onion, the researcher will delve deeper into explaining the chosen structure with aid from academic resources and definitions. 
To conclude the methodology chapter, limitations of the research taken will also be highlighted as well as how the researcher imposes a solution, in addition to combating ethical issues that may occur. 

The objective covered in this chapter will be:
· Developing appropriate research methods to enable the collection and evaluation of data to support the research aim. 

3.2 Research Definition

Whilst it is argued that there are many definitions of research, Kothari (2004) describes the aim of research as finding a niche within current research that has yet to be discovered. This further suggests that research is critical when studying and evaluating consumer buying behaviour, to discover the relationship to brand equity. Research relating to a business context can be understood as: 
“any systematic attempt at collecting and interpreting data and evidence in order to 		inform thinking decisions and/or actions in relation to an issue of interest to an 			organisation and/or its stakeholders” (Cameron & Price, 2009 p.4)

However, Collis and Hussey (2009) argues that research can be based upon our own implicit internal biases or what it is the researcher is looking to find. In addition to this, there are also ways of determining the basis of research being carried out. More focused and specific research can be known as applied research since there are measurable outputs which would effectively make it harder to generalise results. On the other hand, research that can be generalised is typically gained by social or organisational collection of data, of which is known as basic research (Gray, 2017)

3.3 Research Onion 

Within this thesis, the primary research conducted will be constructed using the Research Onion model, developed by Saunders, et al (2009). By using this, the most suitable research strategy, data analysis techniques and correct method of data collection can be identified. Figure X is a visual of Saunders’s Research Onion. 








Figure 3-1 – Research Onion. Source: Saunders, et al (2009)






For this research, the author will use the Research Onion framework as a means of the thesis bring fully systematically explained and appropriately justified. Starting from the outside and working inwards, the research onion has different research approaches utilised in each layer of the onion. Sahay (2016) notes how each layer of the onion provides tools and techniques for the researcher to decide which is best suited to them. By applying each layer of the research onion correctly, the researcher can be assured that their findings will be comprehensive and detailed. 

3.3.1 Research Philosophy 

As seen in figure 3-1, research philosophy builds the outer layer of the research onion, as it is the first stage of building the methodological research process. It refers in which way the data from a phenomenon is collected, analysed, and exploited (Crossan, 2003). Philosophy also refers to the assumptions about a specific topic whilst developing knowledge (Saunders, et al., 2016). The section of research philosophy alone is a significant element to the methodology chapter, and due to the demarcations of this thesis, a brief description of ontological (the nature of reality) and epistemological (a theory of knowledge) will be provided to justify the researcher’s interpretivism approach to the research. Ontology regards the nature of reality, and more so how the researcher deems reality whilst identifying whether social entities should be perceived as objective or subjective, whereas epistemology regards sources of knowledge, including possibilities, nature, sources and limitations of this knowledge in the particular field of study (Dudovskjy, 2018). For the nature of this thesis, the researcher has decided to take an epistemological approach as the themes and topics presented are to understand and learn about aspects of social reality. 
Through this chapter and the following chapters of this thesis, the adopted paradigm is interpretivism as this philosophical perspective requires methods of collecting large amounts of qualitative data of which the researcher has decided interviews will be the most appropriate method for this study. 
To further understand the link between the researcher’s choice of the interpretivist epistemological position with the research question, it is important to establish the difference between both interpretivism and positivism. Positivist research explains human behaviour, whereas an interpretivist approach is concerned with understanding human behaviour, concerned with the ‘how’ and ‘why’ that social action brings (Lin, 1998). Bell, et al (2019) argues that studying the social world requires a different understanding of the research that reflects the distinctiveness of humans as against the natural order. It is important to clarify that this approach is best suited to aims and objectives of this thesis as it will allow the researcher to delve further into different themes and explore accumulating patterns. 

3.3.2 Approach

The second process of research is deciding if an inductive or deductive approach is suited to the research. Due to the purpose of this thesis, the researcher has chosen to adopt an inductive research approach, which refers to the relationship between theory and the generation of new theory from emerging data. (Bell et al, 2019) The process of induction involves drawing data out of observations, hence how inductive researchers often use a grounded theory approach to data analysis and theory generation. Since an inductive approach has no prior hypothesis, researchers instead observe phenomena, resulting in qualitative research methods best suited. Using qualitative methods of data collection develops a theoretical understanding built of ‘emotional experiences’ and perhaps data-driven manners (Dickson-Swift et al, 2009). 


Figure 3-2. Inductive and Deductive Research Approach. Source: i2tutorials (2019)









As illustrated in figure 3-2 above, inductive reasoning starts with observations of which theories are developed towards the end of the process. Any patterns or regularities that are noted also generates conclusive theories (Hodkinson, 2008). 

3.3.3 Choice 

The researcher has chosen to gather primary data using only a mono-method (one method) of in-depth interviews. Martin (1990) argues that a mixed method research approach brings a more reliable view to the researcher’s topic and does not limit the research strategy to only one data source. However, due to the additional time and complexity a mixed research method brings, the researcher has discovered that conducting just interviews will gather enough data for this thesis. The researcher also notes that trying to take more than one approach can be a waste of time and resources, especially since this thesis is aiming to uncover different aspects of social reality, choosing interviews provides the researcher with the scope to ask other questions if needed. 
3.3.4 Strategy

A research strategy looks at how the researcher will plan and execute a research study through the process of collecting and interpreting data through the correct method whilst sticking with clear objectives (Layder, 1993). 
Holden & Lynch (2004) noted that it is imperative for the researcher to find the right research methodology to be able to identify the information that is to be investigated. Smith (1991) further suggests that if researchers do not adhere to the principles of their research strategy, it runs the risk of producing theories and information that is inaccurate or unrelated to reality. 
Inductive research uses a grounded analysis of focus groups, interview data and observation of participants behaviour to develop a theoretical understanding of the information the researcher is seeking. (Bell et al, 2019) To fulfil the aims and objectives of this thesis, the researcher had decided to utilise semi-structured interviews, to collect high-detailed data. 

3.3.5 Time Horizon

The earlier sections within this chapter established the area of interest the researcher is interested in ascertaining, regarding studying a new phenomenon through interviews. 
The penultimate layer of the research onion refers to the time frame in which the research is intended to take for completion. (Emmanuel, 2019) There are two-time horizons: cross-sectional (short-term) and longitudinal (long-term). Cross-sectional research designs refer to collecting data in more than one case, or typically be in a snapshot at a single point in time. By evaluating qualitative data with two or more variables, the researcher can then examine and detect patterns of association. Longitudinal research on the other hand studies a particular phenomenon over an extended period of time, as the data is collected on a sample. (Cross-sectional vs. longitudinal studies, 2015) Cross-sectional studies are often described as being limited to the data the approach gathers over a shorter amount of time compared to longitudinal studies, however, due to the limited time of study, the researcher of this thesis has chosen to execute a cross-sectional research approach to understand a particular phenomenon between consumer buying behaviour and brand equity within the given time-frame, whilst also understanding that multiple variables can be seen at a specific point in time.  

3.3.6 Data Collection Techniques and Procedures

3.3.6.1 Qualitative Data

Collis & Hussey (2009) mentions that the collection method of a thesis is dependent on the research question at hand, but for this study the researcher has decided to use a mono-method approach of interviews as it is clear that a qualitative data collection will ensure the researcher gains in depth results and also aids the researcher in utilising the interpretivist approach.
		3.3.6.2 Interviews

The researcher has decided to undertake interviews, using a semi-structured format to allow open questions to be asked when the researcher feels necessary, which will allow in-depth data to be collected (Schmidt, 2004). 
Utilising semi-structured interviews means that the interview is not restrained or structured around certain topics only. This format of interviews is useful as it allows the researcher to guide the interviewees through different topics as well as probing open-ended questions and as a way of prompting more information. Examples of these would be, what do you think, why do you think that, what about this (Longhurst, 2003). Semi-structured interviews also allow the interviewees to feel at ease, allowing rapport to be build which will provide the researcher with clarity that the upmost information can be collected. 

		3.3.6.3 Process

Due to the constraints of time and resources, the researcher is looking for theoretical saturation (Guest et al, 2006). Saturation of data will be clear when recurring patterns and themes become visible. For this thesis, the researcher is aiming to complete between 7-10 interviews with students in the Generation Z demographic as this will allow the researcher to have enough data to highlight patterns that can then be evaluated. The researcher can take advantage of utilising interviews with people of this demographic as the interviewees can give full honest opinions and experiences which is exactly what the researcher is looking for. 
Although it is hard to plan prior to the interviews taking place, the interviews will aim to take between half an hour to an hour, which is dependent on the type of person being interviewed and their level of depth when answering, but the researcher will also be polite, open and have no constraints on the interviewees. Prior to the interview process, the researcher has agreed to review the questions at hand with the dissertation supervisor to ensure the questions asked will gather relevant information. 
Due to the limitations of the Covid-19 climate, the researcher will conduct interviews virtually through either audio call or voice note on a messenger app, both of which will be recorded and saved instantly to ensure it is saved safely. These methods could be beneficial to the researcher as it may allow the interviewees to feel more comfortable which will allow for more information to be given. Once the interviews are complete, they will then be transcribed and formatted into transcripts. 
Once the data has been collected and formatted, the researcher will then analyse the data through Nvivo, which is a qualitative analysis software to help organise and evaluate findings in the data (Learn More About Data Analysis Software, no date). Prior to using Nvivo, the data will be coded to understand the current themes and patterns visible to the researcher and will then be sorted into sub-nodes as a way of organising. To do this, the researcher will adopt the six step method, developed by Braun & Clarke (2006) which refers to understanding the data, assigning preliminary codes, searching for patterns whilst reviewing and defining themes, before producing the final report. 

3.4 Sampling 

Sampling refers to selecting a subset of people taken from a larger population for measurement (Marshall, 1996). When the researcher refers to the larger population of a sample, this addresses all the people the researcher wishes to understand, but since it would be nearly impossible to do this, a smaller subpopulation is selected to be investigated to find patterns of behaviour, characteristics and beliefs (Rahi, 2017). There are two kinds of sampling methods, probability or non-probability. The sampling method that is most appropriate for the research question is purposive sampling, a non-probability form of sampling. Purposive sampling is a technique of which the researcher uses their own judgment when choosing the sample for the study, often those of whom they know are relevant to the question (Mcgivern, 2009).
For the sample of this study, the researcher has decided to utilise student participants in the Generation Z demographic as this will help uncover true behaviour and patterns that will help fulfil the aims and objectives of this thesis. The researcher will also look to sample those who shop in online fashion brands. 
The researcher also understands that due to the data collection method of interviews, agreeing on a number of participants prior to undertaking them is impossible as the researcher will utilise the interview process until theoretical saturation is achieved, meaning that once the researcher starts to notice repetition in themes and concepts (Bloor and Wood, 2006). 

3.5 Credibility and Dependability 

Golafshani (2003) argued that the use of reliability and validity are only common in quantitative research, of which the qualitative research paradigm are now reconsidered. This is due to how quantitative researchers can access the reliability of their findings through statistical understanding. Qualitative researchers, however, are subject to their own knowledge and understanding, meaning using reliability and validity to assess is almost impossible as interviews of the same kind are replicated in a similar setting. 
	3.5.1 Credibility 

Silverman (2014) noted that when carrying out qualitative research, credibility should reflect internal validity of the researcher and the findings. It is vital that the research that has been carried out has accorded to good practise. To ensure this, there are methods that researchers can use to verify the accuracy of the data collected, such as respondent validation and grounded data. Respondent validation is a technique whereby the researcher provides the participants with an account of their initial results to seek corroboration. By using this, participants should still recognise the results (Validity in Qualitative Research, 2019). Grounded data is also another way to offer reassurance as it is helpful in providing original data in research findings and theory, building a solid foundation for conclusions to be drawn based on the data (Lawrence & Tar, 2013). 
	

3.5.2 Dependability 

Dependability is a parallel to reliability in quantitative research, whereas this to seek dependability an auditing approach is adopted (Bell et al, 2019). This means that all phases of the research process have complete records kept, from the selection of research participants to interview transcripts. Peers can act as auditors, of whom will then ensure all procedures of the research process have been followed properly (Denscombe, 2009). 
3.6 Limitations 

Sarantakos (2012) mentioned that research of any kind is subject to limitations although the researcher will have little or no control over these encounters. 
Since the study is based on undergraduate research, the researcher is already subject to limitations due to the strict deadline and limited time to undertake the research. 
Due to the researcher taking on a more personal method of data collection through interviews, the findings that are collected will be based on the participants opinions which are dependent on transpiring conditions during that current time. This creates a minor limitation of the findings differing if the same research were to be recreated in another time with dissimilar conditions (Shipman, 2014).
A major limitation that the researcher will have to account for is the effects of Covid-19. Due to the virus, all public places including the university campus have closed with immediate effect, resulting in the researcher having to partake interviews through a virtual platform instead of physical which may affect data results. 

3.7 Ethical Issues 

Any researcher who is carrying out any form of data collection has a duty of care towards their research participants as a major ethical focus (Slowther, 2006). 
Particularly for this research, it is important for the interviewer to go about their research in a way that minimizes any harm or discomfort (Denscombe, 2009). Prior to the interview, the interviewees will be given a consent form, of which will disclose the objectives of the study, emphasising the strict confidentiality agreement and that participants can end the interview at any time for any reason. Participants will also be over the age of 18, as according to the law, anyone under the age of 18 is considered underage and would need parental consent to prior to their participation (Human Subjects Policy for those under age 18, not dated). 
Whilst data is being collected and analysed, all information will be kept on one laptop in constant possession of the researcher, whilst subjected to password protection. Once the final researcher paper has been submitted, all remaining data will be destroyed. 
It is vital that participants are aware that university guidelines and policies will be adhered to. This requires all research collected to be subject to the university’s ethical approval procedure. Please see appendix X for a copy of the ethics form completed prior to any research. 
Please see Appendix 7.1 for an approved ethics form permitted by the university prior to this study. 








Chapter 4

4.1 Chapter Overview

This chapter will aim to accomplish objective 2:
To target a specific sample group of students, diving deeper to compare male vs female buying behaviour.
Using the semi-structured interview method to collect primary data, this chapter will look to analyse these findings that have been compiled during the interview process to understand further how consumer buying behaviour links with brand equity in the fashion industry. Qualitative findings will allow the researcher to evaluate the interviewees perception from their own thoughts and feelings and look for emerging themes and patterns between participants. 
Due to the semi-structured approach the research chose to conduct the interviews, the thematic analysis approach developed by Braun and Clarke (2006) which will be used to create a narrative of the qualitative data which refers to a method of identifying, analysing and highlighting patterns and themes typically in qualitative data. These data will also be evaluated through the NVivo software, to organise codes in accordance to trends and pattens of theory Using this narrative form, the collected primary data will also be underpinned with existing theory to establish gaps in the information (Saldana, 2015). 

4.2 Background for Findings 

After the data collection process is complete, the researcher will format the collected data into transcripts, which will allow easier analysation of any reoccurring themes, to see if there is any reference to the corresponding theory established in Chapter 2 of this thesis (Denscombe, 2014). During the interview process, analytical memos were completed to allow the researcher to understand main correlating points from the results of the data processed through Nvivo as well as using the memos to remember the emerging ideas (Bazeley and Jackson, 2013). As the researcher established in Chapter 3, the research approach to findings used a mono-method of research, as well as semi-structured interviews of which were undertaking using a group of student volunteers. 
Due to the restrictions of Covid-19, the initial interview process was disrupted, which meant the researcher looked at finding another way to gather the information. The researcher found that conducting interviews through voice note application of a messenger app was appropriate to be able gather detailed information from applicants, however the only set back was the number of interviewees that could be gathered to participate, as the climate had affected everyone differently, meaning that a slightly smaller sample would have to be utilised instead. Using the voice note system, it allowed the researcher and the interviewees to exchange detailed voice messages of any length, without the discomfort of feeling under pressure or the nerves of talking face-to-face. The final interviewees were all students within the age group of 20-23, which allowed the researcher to be confident that information given was from a similar outlook to the other participants, bringing confidence that the information would be fairly holistic to aid the research topics of consumer buying behaviour and brand equity. Upon the 8th interview, the researcher had reached theoretical saturation and concluded the data collection process. Prior to the interview, the researcher wanted to ensure rapport had been built to allow the interviewees to feel comfortable, so definitions and disclaimers were given to allow a full understanding of the aims and objectives of the interview. 

4.3 Participants 

	
	Age
	Current Occupation
	Gender

	Interviewee 1
	20
	Student
	Female

	Interviewee 2
	22
	Student 
	Female

	Interviewee 3
	23
	Student
	Female

	Interviewee 4
	20
	Student
	Male

	Interviewee 5
	21
	Student
	Female

	Interviewee 6
	22
	Student
	Male

	Interviewee 7
	23
	Student
	Male

	Interviewee 8
	21
	StudentTable 4-1. Interviewee Participants.

	Female



4.4 Main Findings

Through the findings, there seems to be strong link of customer satisfaction, brand loyalty as well as the effects of social media and the internet between consumer buying behaviour and brand equity. To understand this further and to denote the researcher’s objective, each attribute will be organised under the behaviour of both men vs women, starting with high-level word queries that will give a thorough assessment of how these link with the main topics. 

4.5 Brand Equity 

As one of the main themes of this thesis, the researcher established all the main correlating attributes of Brand Equity, using Nvivo to create two categories: Men and Women. Under these categories, the main themes of Brand Equity and Consumer Buying Behaviour were created as main nodes with the different attributes of these themes labelled as sub-nodes. 
4.5.1 Brand Equity in Women 
[image: ]





Figure 4-1. Diagram of Coding for Women’s Brand Equity. Source: Interview Transcripts, 2020


As previously mentioned, the 3 main attributes of brand equity that were discovered through Nvivo was customer satisfaction, brand loyalty as well as the push of social media and the internet. The researcher felt it was necessary to analyse the effects of social media and the internet since the demographic of the thesis is Generation Z, who is renowned for the use of the internet (Technology – Generation Z, 2020). 
4.5.1.1 Attributes of Women’s Satisfaction
FIGURE 4-2 High-level word cloud on Women’s consumer Satisfaction (Interview Data, 2020)







To allow this high-level query to make sense meant the researcher analysed all information of every interview done with female participants, to allow the word cloud to pick out the most frequent words or phrases whilst discussing their views on satisfaction. As indicated in figure 4-2, the most frequent words are Pretty Little Thing, discount, values, and student discount. This is interesting to see that Pretty Little Thing is repeatedly associated with satisfaction, which shows a correlation to the Swedish Customer Loyalty Barometer that contains two primary antecedents of satisfaction, which is a the perception of the customers recent performance with the company and their expectations of the performance as well as the perceived value and level of quality (Gorst, 1998). 
Figure 4-3. Swedish Customer Satisfaction Barometer. Source: Johnson (2001).










For women of Generation Z, the results of the word cloud define satisfaction as an easy emotion to provoke through simply things like student discount, next day delivery and current trends. Generation Z want the ease, but they also want the best to show off, as mentioned by Pruett (2018). 
“My favourite brand is Pretty Little Thing because they are always kept up to date with current trends.” (Interviewee 1)
“…because even though it is not the cheapest, you do get better quality for what you pay.” (Interviewee 4)
“…it has got a range of different clothing styles that some high street brands do not have. I would also say they are cheap compared to high street stores. Also, some of the items on online brands like Pretty Little Thing are actually good quality so that is another reason why I like it.” (Interviewee 7)
These perceptions of the different elements Generation Z look for agrees with the findings of (The Changing Customer: How to Cater to Gen Z, 2018) of catering to Gen Z creates this type of hype. These findings back up the evidence of Keller and Lehmann (2006) of how satisfied customers are willing to pay more for a product purely due to the satisfaction which is also interesting to back up the evidence of emotion behind women’s shopping habits.

4.5.1.2 Brand Loyalty

As previously established in Chapter 2, Brand loyalty refers to the positive association consumers have towards a brand or product which exhibits their reasons to continue to repeat purchase (Jacoby and Chestnut, 1978). Figure 4-4 Women’s Brand Loyalty Word Cloud. Source: Interview data 






The high-level query of women’s attitude of Brand Loyalty highlights what the researcher was expecting, due to the frequent referral to Pretty Little Thing which already so soon on into the data analysis process has become almost obvious. 
“I like to stick with what I know so I probably would not look around.” (Interviewee 2)
“To be honest, Pretty Little Thing and Missguided are my complete go to brands, so when it comes to me re-evaluating clothes that I need to buy, the first shop I will think about is Pretty Little Thing and Missguided.” (Interviewee 5)
 The data shows a similarity in opinion between women, and with frequent referral to Pretty Little Thing, it is interesting to look further into why this particular brand withholds brand loyalty so easily amongst young women. 
Figure 4-5 Pretty Little Thing App Homepage. Source: Interview Data (2020)










As soon as you load the Pretty Little Thing homepage, the first eye-attracting icon is the bold ‘up to 60% off everything’ as well as the colour co-ordinated theme which is attractive to a women looking for the latest clothes. (Brand Image and Brand Loyalty, 2017) mentions the cohesive relation between brand image and brand loyalty just through having a sustainable brand image to establish the products or services whilst making the customer remember the brand. Hoskin (2019) posted an interesting article regarding how Pretty Little Thing’s post-purchase experience boosted brand loyalty by simply making the post-purchase process more personal rather than directing customers to third-party websites. Referring to the literature in chapter 2, the personal touches to the purchase experience are high attributes to brand loyalty (Hennig-Thurau, 2000). 

4.5.2 Women’s Buying Behaviour 

The researcher performed the same analysis on women’s buying behaviour. The researcher established all participants answers that related to their buying behaviour habits and organised these into sub-nodes under the main node of Women’s buying behaviour 






Figure 4-6. Diagram of Coding for Women’s Buying Behaviour. Source: Interview Transcripts, 2020





4.5.2.1 Effects of the Social Web

As mentioned by Schivinski and Dabrowski (2016), traditional marketing communications are changing because of the social web and these communications are constantly being shaped by consumers instead of marketers. The researcher had referred to Chapter 2 to understand that social media generated content has a significant impact of brand equity (Godey et al, 2016). 
Figure 4-7 Women’s attitude on the effects of social media. Source: Interview data, 2020










As the researcher ran a high-query word cloud on the node of ‘effects of social media’, there was a lot of correlation between the frequency of words mentioned between all female interviewees such as social media, Instagram, influencer, collabs and followers. These are significant as these are all characteristics of digital marketing, but it also portrays how digital marketing through social media affects Gen Z. 
“I see a lot of social media adverts of different brands, especially those I’ve never heard of before so often on Instagram stories I’ll click on the advert to see what they have available.” (Interviewee 2)
“I think social media plays the biggest part as to reasons why people buy from certain places because social influencers that use social media to advertise these products, that have tens of thousands of followers or more, are showing a large audience these products which would then influence people to go buy it.” (Interviewee 3)
“…you’ve got the shopping tab on Instagram and I know full well the amount of times I’ve clicked on something that I’ve liked, and I can buy that straight away through social media. Also, with apps, you can download shopping apps rather than going online which makes it easier and more efficient for people.” (Interviewee 8)
Referring to the word cloud, it is interesting to note the frequency of words such as definitely, followers, apps and click. It is apparent to see that digital marketing through the social web is becoming the new age of marketing communications, especially for brands such as Pretty Little Thing that target different demographics of Gen Z because it works. The female interviewees for this thesis admitted that the social web is the main platform of advertisement, and if done right can lure customers in quite easily.  

4.5.2.2 Celebrity Influences

Due to the scale of the social web, the researcher wanted to understand further what persuades the female demographic to continue repeat purchases with certain brands, asking interviewees their attitude on how persuasion of celebrities affect them. Celebrity endorsement in considered a brand management strategy to increase a company’s consumer-based brand equity (Spry, 2011). 

Figure 4-8. Women’s attitude on the effects of celebrity influences. Source: Interview Data, 2020










In the above diagram, the word cloud points out that typically Gen Z women really are influenced by celebrity endorsements due to the high frequency of words such as definitely and buy, as well as taking note of other correlating words such as yes, outfits, models, and wearing. 
“…an example would be when I was watching Love Island the TV show a few years ago, I noticed one of the girls wearing a really nice outfit so I went on the shop it was from and bought it straight away.” (Interviewee 2)
“…it does influence me to look at it on the website they are advertising. The reason for this is because I am more likely to buy something if I see it on someone, and actually being worn rather than just the models that advertise it on the websites.” (Interviewee 3)

“I think if I was to see an influencer put something on social media, so for example if they had a collection with a brand like Pretty Little Thing, it would definitely make me want to go onto their website and view the whole collection and if I saw something I like I would definitely buy it.” (Interviewee 5)
From the data collected, the researcher can see that there is a definite link between celebrity endorsements and Gen Z, of which correlates to the findings of Ellison (2017), who did a survey to measure the how much consumers trust celebrity endorsements and found that Gen Z follow these celebrities on social media and buy the products they advertise. The researcher also acknowledged that these results were similar to those of Wei and Lu (2013) who understood from their data that celebrity endorsements had a higher chance of reaction from consumers than customer reviews. 
With credits to the literature explored in chapter 2 of this thesis, statistics show that Gen Z spend over 5 hours a day online, with allows time for these endorsed products to be seen, as well as allowing women the time to browse and understand the product and the brand they are buying from, as a way of complimenting their likelihood of emotional purchasing (Mueller, 2011). 

4.5.3 Men’s Brand Equity

Using the same process as analysing women’s attitudes and behaviour, the researcher established all data from the interviews with male participants correlating with the attributes of men’s brand equity. 



Figure 4-9. Diagram of Coding for Men’s Brand Equity. Source: Interview Transcripts, 2020


4.5.3.1 Attributes of Customer Satisfaction


Figure 4-10. Men’s attitude on Satisfaction. Source: interview data, 2020








Referring back to the information discussed in Chapter 2, for men to gain purchasing satisfaction, this typically means being able to get what they need quickly and efficiently, since they are more logic-based buyers who favour objective information. From analysing the data gathered from interviews with male participants, the researcher was able to see through a high-level word cloud that the information has a positive relation with the frequency of words the word cloud has shown, such as ease, choice, materials and prices. 

“So, using ASOS as an example, they are always up to date with current trends, and the homepage always shows the current trends.” (Interviewee 4)
“I think it’s easier to have a lot more options on one page rather than going to a shop and having to sort through all the products, instead it’s all in one place.” (Interviewee 6)
“I like the products and I like the way they look and quality of materials but second in terms of importance is the ease of them. I do prefer to shop online rather than going into town.” (Interviewee 7)
It is clear through the data that elements like trends, choice, experience, prices, and similar attributes are clear to be the main elements of satisfaction for men. 

4.5.3.2 Brand Loyalty

Figure 4-11. Men’s attitude on Brand Loyalty. Source: Interview Data, 2020)









During the process of analysing the data referring to men’s attitude on brand loyalty, the researcher understood that brand loyalty and satisfaction for men link together with relative similarity. If shopping with a brand is easy, and convenient, whilst having good prices and quality, this is satisfactory for men. Narrowing down to men in the Gen Z demographic, extra attributes such as student discount, good shipping times, and updated trends are also a given to build brand loyalty and satisfaction and overall brand equity to the business. 
“I think the main thing that keeps me invested in a brand is things like the ever changing trends as there’s always new collections and new clothing lines being promoted, there is always different discounts on different styles and overall the quality of what I have bought is good so this keeps me going back to the same brands.” (Interviewee 4)
“I think I am a bit more of a loyal customer just because if I have had a good experience with the product and they have lasted me a good time, I would usually go back because I know I could definitely get that type of quality from the same place.” (Interviewee 6)
“I think the main reason I keep buying from them is mainly because the ease of it and also I know that those products are suitable and comfy to wear, so I think my first choice would be to go to the brands I already shop at because I know that the particular item I am after does fit.” (Interviewee 7)
For men, it is seen through the data, as well as referring to academic literature, perceived quality is one of the most striking attribute for men, as it is clear quality of the products plays a huge part in the purchase decision, but also has notions to incentives that attract Gen Z customers such as student discount. 

4.5.4 Men’s Buying Behaviour

During the process of analysing male buying behaviour, the researcher started looking for key points of data to understand initially the differences between both men and women, but prior to thorough analysis, the researcher highlighted key words and phrases and allocated them as sub-nodes under the main node of male buying behaviour. 


Figure 4-12. Diagram of Coding for Men’s Buying Behaviour. Source: Interview Transcripts, 2020

4.5.4.1 Effects of the Social Web
Figure 4-13. Men’s attitude on the effects of the social web. Source: Interview Data, 2020










Taking what the researcher has already established whilst analysing women’s attitudes on the effects of the social web, it is clear to see that there are a lot of similarities for both men and women of Gen Z. 
“The internet and social media have definitely become the best platform to grow a brand, since it is mainly Generation Z that is using social media the way we do, which then builds brand equity.” (Interviewee 4)
“Yeah I think that the internet and social media in particular has become the biggest platform to create more brand equity for these companies.” (Interviewee 6)
“I do think the social web plays a big role in the brand equity because a lot of people in our generation use social media and advertisements are done through social media, so everything being done online is the best way to reach out to, for example, our age generation, so I do think it is their most effective way to develop brand equity.” (Interviewee 7)
For this analysation, the researcher looked to highlight some of the slightly smaller words as they deemed to have significance to their attitudes of the effects of the social web, such as definitely, advertisements, platform, and generations. Due to the difference of ‘society’ that Gen Z is known to bring with technology, it is worth noting that the social web has a huge effect on all demographics of the Gen Z which perhaps has had a knock on effect to other generations too. Pinsker (2020) released an interesting article that could have some significance to these findings, mentioning that the next Generation after Gen Z will be the ‘Generation Alpha’, by taking Gen Z’s approach to being the most technologically immersed age group. 

		4.5.4.2 Negative Reviews

What is interesting regarding men’s buying behaviour, is that negative reviews had a bigger impact to buying decisions than celebrity endorsements were for women. This has relation to Stiff (2017) who mentioned how men are less easily influenced by endorsements than women. 
Figure 4-14. Men’s attitude towards negative reviews. Source: Interview Data, 2020.








As seen in figure 4-14, there are weighted words regarding the influence that negative reviews have, and whilst there are a few mixed opinions, overall, the data shows a correlation between similar views. 
“Yes because most of the time, when I go to buy something I always look at reviews first, just to see what the quality is like mainly, so if I see a negative review, it would have an effect on whether I buy that product or not.” (Interviewee 4)
“If I already buy from that brand and I know what the service and quality is like, a negative review or an influencer’s opinion probably wouldn’t change my decision so much.” (Interviewee 6)
“I think it depends on whether or not I have bought from them before, so for the companies that I know, a negative review wouldn’t affect my choice whereas if it was a company that I haven’t purchased from before, and someone had left a negative review, no matter who it would be, it would affect my choice massively as I tend to read reviews before purchasing anything so any form of criticism would be likely to put me off buying that product.” (Interviewee 7)
From analysing the data collected from the male interviewees it is apparent that negative reviews have a high impact on most of the population sample for Gen Z men. It is also interesting that some elements of the data have strong links to brand loyalty, with certain interviewees explaining that a negative review on a brand that they are aware of and make frequent repeat purchases from would not change their opinion or intent to buy again, whereas there was a few mentions regarding brands that the interviewee had no previous history with, suggesting that particularly since Gen Z men and women do not have an abundance of money at this stage in their lives that when purchases are looking to be made, they want to be sure of who they are trusting with their money. Men also look to have a ‘get to the point’ shopping experience, and negative reviews can be seen as a bump in the road of men’s shopping experience (Women Vs Men, Gender Differences In Purchase Decision Making, 2015).

4.6 Links between Consumer Buying Behaviour and Brand Equity

Even during the interview process, the researcher found many correlating patterns between consumer buying behaviour and brand equity that were highlighted more during the analysation process, backing up the evidence that in fact, the contributing factors of brand equity affect consumer buying behaviour (Fouladivanda, 2013). 
Through the data analysing process, it became apparent to the researcher that social media is a huge foundation for many attributes of brand equity and consumer buying behaviour. As previously mentioned in this thesis, Gen Z are renowned for their use of technology and bringing the age of social media into more aspects of the world. Specifically, for this thesis, this has been clear through looking into marketing aspects of social media such as celebrity endorsements. When interviewees were asked about their attitudes towards celebrity endorsements, this resulted in being a heavily agreed topic that endorsed products, particularly towards online brands such as Pretty Little Thing, ASOS, and Boohoo had a strong positive outcome of customers, particularly those of the Gen Z demographic looking to buy those products. 
Leading on from the effects of the social web, it was clear to the researcher that when the interviewees asked about their attitudes towards questions such as negative reviews. This question gave a clear indication of brand loyalty to particular brands, portraying the fact that personal knowledge of the brand and the trusted relationship that is built between purchases is a lot stronger than the scare of negative reviews, however, some interviewees indicated that this information would be reversed if the topic of question was regarding an unknown brand. 
4.7 Links between Gen Z Men and Gen Z women’s buying behaviour

Throughout the earlier parts of the analysis, the researcher understood that some elements of brand equity or consumer buying behaviour showed significant differences between men and women of the Gen Z demographic, whereas other elements showed similarities such as the issue of keeping up with trends and looking good for peers. The researcher identified this to be a generic issue amongst men and women of the Gen Z demographic (Danao, 2020). 
Whilst the researcher has already mentioned the impact Gen Z has on the movement of technology, it is worth mentioning that this strikes an interesting link between the interview data collected regarding online shopping. The interview data recollected interesting information about how mainly men but with agreement of women, that the Gen Z population prefers to shop online. For men, it was regarded that online shopping is convenient, by having a large selection of products available in one place, whereas women mentioned the types of products that are available online are hard to come by in physical stores. The researcher linked this finding with the previous mention earlier in this thesis regarding the buying behaviour differences between men and women, of how men buy for ease and convenience whereas women have a tendency to make more emotional purchases (Mueller, 2011). 
The findings of Male and Female Buying Behaviour in this chapter has high relation to the academic literature discussed in chapter two, that gender-specific tendencies do exist and have been proven in this chapter. 

The final chapter of this thesis will show a summary of the findings as well as a discussing the limitations and implications of the research and recommendations for future studies. 


Chapter 5

5.1 Chapter Overview

The final chapter of this thesis will discuss and evaluate the attributes of consumer buying behaviour that build brand equity within the online fashion industry regarding male and females of the Gen Z demographic, which will understand if objectives 1, 2, and 3 have been achieved.
This chapter will also understand the limitations of the research due to climate conditions throughout the process of completing this thesis, before lastly discussing implications and making recommendations for future research of this topic. 

5.2 Summary of Findings 

Upon the analysis of the qualitative data the researcher has collected through semi-structured interviews, it was apparent that there are important attributes that link consumer buying behaviour to brand equity. Between these themes, the researcher found that the effects of social media and celebrity influence provided an overarching correlation with women’s buying behaviour, whereas male buying behaviour was influenced more by negative reviews but still had a huge link to the social web. 
As discussed in previous literature in chapter 2, attributes such as quality, perceived quality and satisfaction seem to be the ‘back bone’ of brand equity, since the researcher found that almost all interviews portrayed some type of data with these elements, but more specifically with the Gen Z demographic that this thesis is looking at, social media also seems to be the most successful platform for boosting equity for brands that Gen Z men and women would be sought towards, such as the fashion brands spoken about in the previous chapter. 
Specifically with the buying behaviour between men and women, the researcher acknowledged that the findings through the interview data had positive correlation with the literature findings in chapter 2, specifying how women engage with a more personal purchasing experience and are more emotional towards their products and the brands they are buying from, whereas men act on their needs of purchasing ease and convenience. However, due to the fact this thesis focuses on the Gen Z demographic, the researcher did find primary information regarding how, despite the different attributes of men and women, Gen Z men and women are encouraged by quality, price, perceived quality and so forth. 

5.3 Aims and Objectives

For this thesis, the aim was to understand further how consumer buying behaviour can build brand equity in the fashion industry, between men and women in the Gen Z demographic. This aim was accomplished by fulfilling the following objectives:
5.3.1 Objective 1

To look further into a specific part of the fashion industry -online fashion brands. 

The objective was fulfilled in Chapter 3 of this thesis, where the researcher decided to take a semi-structured interview approach to collecting data. 

	5.3.2 Objective 2

To target a specific sample group of students, diving deeper to compare male vs female Gen Z buying behaviour.
Objective 2 was successfully filled during the Chapter 4 of the thesis, as the researcher chose a sample of students to interview who were all in the Gen Z demographic and were avid fashion shoppers. 
	5.3.3 Objective 3

To synthesise extant literature and primary research to accumulate recommendations for online fashion brands to achieve a greater perception consumer buying behaviour which affects brand equity. 
Part of this objective was achieved in chapters 2 and 4, of which the researcher had established the current literature on the topic before evaluating primary data further to understand the topic at hand. Objective 3 has also been fulfilled at the end of this thesis, due to the recommendations offered by the researcher, based on the main findings discussed in the final chapter. 

5.4 Implications of Research

The aim of this research was to understand whether Gen Z buying behaviour of men and women builds brand equity of brands in the fashion industry. The research was conducted using semi-structured interviews and resulted in 8 interviews, allowing theoretical saturation to be fulfilled. 
The findings of this study have many implications for academics, as well as any future studies on the topics involved. This also reflects on the literature review of which provided theoretical foundations on the topics of consumer buying behaviour and brand equity and it became apparent that the attributes of consumer buying behaviour of Gen Z men and women had a definite link to the strength of brand equity for those brands. The findings also allowed the researcher to understand that the attributes of consumer buying behaviour between men and women. These findings allow implications of future studies to explore different areas to these topics and themes. 

5.5 Limitations of Research

Even though the researcher feels positively about the process of this thesis, there are a few limitations to address. As established in Chapter 3, the researcher chose to utilise a mono-method approach, resulting in only qualitative data being collected, however it is relevant to say that the interview approach was adequate for the researcher to fulfil the aims and objectives of this thesis. Due to the term technicality of the thesis, the researcher was aware that perhaps not all interviewees would be aware of the meanings to the themes which meant more time was taken up to establish all vocabulary to ensure the interview was clear and precise. 
Perhaps one of the biggest limitations the researcher was faced with was the effects of Covid-19. Due to the extent of Covid-19, a shutdown of the university and other public places was done with immediate effect, resulting in no face-to-face interviews could take place which placed the researcher under pressure to find a new way of collecting data whilst still utilising the qualitative data collection method of interviews. The researcher had managed to overcome this limitation by undertaking data collecting through voice-note system through a messenger app, however, even though the collected sample was adequate to hit theoretical saturation, there was still doubt regarding the information that could be collected with a larger sample if the researcher had more time and more resources. 
The NVivo software is an intense software that needs practise to understand how the researchers can analyse their data. Due to the previous limitation mentioned, the researcher found that learning the software from home was a challenge to try and understand it. Aside from this, the researcher also noticed that the nature of NVivo can perhaps absorb some subjective data of the interviews as well as accounting researcher bias. 
Due to the limitations of the Covid-19 climate, and with being unable to perform face-to-face interviews, the researcher wanted to abide by ethical practises and ensure participants of the interviews understood that the interviews were being performed under full confidentiality, so a confidentiality agreements were disclosed prior to the start of the interviews. 
The last limitation the researcher noticed was due to the time-scale of completing an undergraduate thesis, there was a slight limitation to the data collection and analysis, and the researcher felt that if there was more time available the study could have collected more data from interviews. 

5.6 Recommendations for future research

As mentioned previously in this thesis, the researcher chose to utilise a mono-method, which meant only qualitative data was collected. To prevent the limitations stated in 5.5 , it would be deemed necessary to replicate the research using a further study to ensure reliability in the data, which will then allow the researcher to hit theoretical saturation even more deeply which may uncover other patterns and themes. 
The main findings of this thesis looked towards specifics, such as online fashion brands and Gen Z demographics, but the main findings could also be applied to other industries and other demographics. 
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(please check the Guidance Notes as to the appropriate approval process for different levels of research by different categories of individual)
	YES
	☐	NO
	☐
	     
	Date

	If Yes, please indicate source of approval (and date where known):
	Research Degrees Committee
	☐	

	
	Faculty Research Committee
	☐	

	
	Other (write in) Bronwen Williams 

	☒	10/11/19


Approval in principle must be obtained from the relevant source prior to seeking ethical approval.

SECTION C:  External Ethical Guidance Materials

	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines.

	Dissertation Handbook
	☒
	Lectures with Dissertation co-ordinator Caroline Jawad
	☒

	
	☐




SECTION D: External Collaborative Research Activity

	Does the research activity involve collaborators outside of the University?
	YES
	☐
	NO
	☒

	
If Yes, please provide the name of the external organisation and name and contact details for the main contact person:

	Institution
	

	Contact person name
	

	Contact person e-mail address
	



Where research activity is carried out in collaboration with an external organisation
	Does this organisation have its own ethics approval system?
	YES
	☐
	NO
	☐

	If Yes, please attach a copy of any final approval (or interim approval) from the organisation




SECTION E: Details of Research Activity

	Indicative title:
	How consumer buying behaviour helps build brand equity: an analysis of the fashion industry

	Proposed start date:
	Sept 2019
	Proposed end date:
	May 2020

	Purpose of research activity (including aims and objectives)
Outline the purpose, aims and objectives of the research activity, including key research questions. Show briefly how existing research has informed the proposed activity and explain what the research activity will add and how it addresses an area of importance. (Maximum 300 words)

	
Undergraduate dissertation for the completion of Level 6. The research question is How consumer buying behaviour helps build brand equity: an analysis of the fashion industry. The objectives are as follows: 
· To look further into a specific part of the fashion industry – online fashion brands. 
· To target a specific sample group of students, diving deeper to compare male vs female buying behaviour. 
· To synthesise extant literature and primary research to accumulate recommendations for high street fashion brands to achieve a greater perception of consumer preference of which affects buying behaviour. 


(this box should expand as you type)

	Proposed methods
Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. (Maximum 600 words)

	
A survey will be handed out to students around Swansea. Once completed, the forms will be kept in a password protected computer throughout and after analysis. All surveys will be voluntary and all data will be kept anonymous and confidential. Individual interviews and group discussions will also take place under full guidance of the supervisor Bronwen Williams, and recorded using a tape recorder. From here the recordings will be transferred onto a password protected computer, with the original recordings destroyed. They will be kept here throughout and after analysis. 



(this box should expand as you type)



	Location of research activity
Identify all locations where research activity will take place.

	
Swansea
(this box should expand as you type)

	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural sensitivities or vulnerabilities of participants.

	N/A

(this box should expand as you type)




SECTION F: Scope of Research Activity

	Will the research activity include:
	
YES
	
NO

	Use of a questionnaire or similar research instrument?
	☒
	☐

	Use of interviews?
	☒
	☐

	Use of diaries?
	☐
	☒

	Participant observation with their knowledge?
	☒
	☐

	Participant observation without their knowledge?
	☐
	☒

	Use of video or audio recording?
	☒
	☐

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

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

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

	Investigation of participants involved in illegal activities?
	☐
	☒

	Use of procedures that involve deception?
	☐
	☒

	Administration of any substance, agent or placebo?
	☐
	☒

	Working with live vertebrate animals?
	☐
	☒

	Other primary data collection methods, please explain in this box



	☐
	☒



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

	Who are the intended participants:
	
YES
	
NO

	Students or staff at the University?
	☒
	☐

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

	Vulnerable adults?
	☐
	☒

	Children under 18?
	☐
	☒

	Prisoners?
	☐
	☒

	Young offenders?
	☐
	☒

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

	People engaged in illegal activities?
	☐
	☒

	Others (please identify):


	☐
	☐



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

	100 participants to complete the surveys, sent around via email. Interviews and group discussions will have a sample of approximately 20. 

this box should expand as you type)



	Information for participants:
	
YES
	NO
	
N/A

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

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

	Will you obtain written consent for participation?
	☐
	☒
	☐

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

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

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

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

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

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

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

	
Due to the limited time frame, written consent is not necessary. Survey’s will inform of the participants involvement.

(this box should expand as you type)



	Information for participants:
	
YES
	NO
	
N/A

	Will participants be paid?
	☐
	☒
	☐

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

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

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

	If YES to any question, please provide full details 

	Tape recorder


(this box should expand as you type)





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.  

	Full risk assessment completed and appended? 

Yes                               ☐
 No                                   ☒


	Risks to participants
For example: emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	
None
(this box should expand as you type)

	

	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

	
N/A
(this box should expand as you type)

	

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

	
None
(this box should expand as you type)

	

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

	
None
(this box should expand as you type)

	

	Adverse outcomes
List measures put in place to limit any adverse effects or outcomes of research activity where appropriate. Include any emergency protocols. 

	None

(this box should expand as you type)





	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

	Has a DBS certificate been obtained?
	☐
	☐
	☒




SECTION I: Feedback, Consent and Confidentiality

	Feedback
What feedback will be provided to participants, how will this be done and when? 

	
None

 (this box should expand as you type)

	

	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.

	Participation is voluntary and volunteers have the right to refuse to complete the research activities. 


 (this box should expand as you type)

	

	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. 

	
There is no information that will be gathered to identify a person to another.

(this box should expand as you type)



SECTION J: Data Protection and Storage

In completing this section refer to the University’s Research Data Management Policy and the extensive resources on the University’s Research Data Management web pages (http://uwtsd.ac.uk/library/research-data-management/).
	
	YES
	NO

	Does the research activity involve personal data (as defined by the Data Protection Act)?
“personal data” means data which relate to a living individual who can be identified—
(a) from those data, or
(b) from those data and other information which is in the possession of, or is likely to come into the possession of, the data controller, and includes any expression of opinion about the individual and any indication of the intentions of the data controller or any other person in respect of the individual.
	☐
	☒

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

	
(this box should expand as you type)

	

	Does it involve sensitive personal data (as defined by the Data Protection Act)?
“Sensitive personal data” means personal data consisting of information as to –
(a) the racial or ethnic origin of the data subject,
(b) his political opinions,
(c ) his religious beliefs or other beliefs of a similar nature,
(d) whether he is a member of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) his physical or mental health or condition,
(f) his sexual life,
(g) the commission or alleged commission by him of any offence, or
(h) any proceedings for any offence committed or alleged to have been committed by him, the disposal of such proceedings or the sentence of any court in such proceedings.
	☐
	☒

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

	
(this box should expand as you type)



	Will the research activity involve storing personal data on one of the following:
	YES
	NO

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

	University computers?
	☐
	☒

	Private company computers?
	☐
	☒

	Home or other personal computers?
	☐
	☒

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

	“Cloud” storage or websites?
	☐
	☒

	Other – specify:

	☐
	☒

	For all stored data, explain the measures in place to ensure data confidentiality, including details of password protection, encryption and anonymisation:

	

Data will be kept securely in a password protected computer during and after analysis.

(this box should expand as you type)


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

	Electronic transfer of data in any form?
	☒
	☐

	Sharing of data with others at the University?
	☐
	☒

	Sharing of data with other organisations?
	☐
	☒

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

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

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

	Use of data management system?
	☐
	☒

	Data archiving?
	☒
	☐

	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the Data Protection Act (and/or any international equivalent):

	
Tape recordings will be electronically transferred. All survey results as well as the transcripts taken will be stored in a password protected computer after and during analysis and will be destroyed after the deadline date (11th May 2020)



(this box should expand as you type)



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

	
Myself only

(this box should expand as you type)

	

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

	
Myself only

(this box should expand as you type)

	

	Give details of data storage arrangements, including 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 survey results as well as the transcripts taken will be stored in a password protected computer after and during analysis and will be destroyed after the deadline date (11th May 2020)



(this box should expand as you type)




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

	Signature of applicant:
	Jessica A. Rees
	Date:
	14th November 2019



For students:
	Director of Studies/Supervisor:
	Bronwen Williams

	Signature:
	


	Date:
	



For staff:
	Head of School/Assistant Dean:
	

	Signature:
	


	Date:
	




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 (and have NOT completed Section H of this form) (where appropriate)


	☒
	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 Head of School.




	RESEARCH STUDENTS AND 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.
You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly.



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.

This form is available electronically from the Academic Office web pages: http://www.uwtsd.ac.uk/academic-office/

Application Process

All staff research projects and all research students must submit the Ethical Approval Form to the University Ethics Committee via the Academic Office (pgresearch@uwtsd.ac.uk).   Staff research directly in relation to personal study for taught undergraduate or Masters programmes should be submitted via the Faculty procedures explained below.

Taught masters and taught undergraduate research Ethical Approval Forms are considered within Faculties.  Faculties will provide details of the specific processes for this.  Where the Ethical issues within any single ethical application are of particular concern the Faculty will refer these to the University Ethics Committee.   Any student activity that involves the collection of primary data needs to undergo Ethical approval, this includes assignment work as well as dissertations.   

Notes for guidance in completion of this form

Section A:  About You
Please complete all relevant sections

Section B:  Approval for research activity
Research proposals must be approved in principle before applying for Ethical Approval.  The proposal approval only becomes final when the ethical approval is received.  

The process for proposal approval varies according the individual and programme of study:
· Research students, by application on form PG1 to the Research Degrees Committee
· Taught students by review of research proposal within Faculties (Faculties provide specific details of these processes)
· Staff, by agreement by the Head of School/Assistant Dean

Section C:  External Ethical Guidance materials
Many discipline areas are required to operate with the discipline specific codes of research ethics (for example health, psychology, education etc.), any such codes must be listed and you must tick to confirm that you have consulted with these.

Section D:  External Collaborative Research Activity
Provide details of the external collaborative partners, where appropriate you might want to submit a copy of the external collaboration agreement with the Ethical Approval Form.  If the partner requires the research to be subject to its own internal Ethical approval process then please provide details of that process and a copy of any final (or interim) approvals received from the organisation.

Section E:  Details of Research Activity
Remember that the individuals reviewing this Ethical Approval Form may not have seen your research proposal, and also may not be experts in the specific area of your research.  The information provided should therefore be jargon free and clearly stated.
Indicative Title:  please use the same title as used on the research proposal.
Purpose:  the Ethical approval process will want to ensure that the methods you propose are adequate and appropriate to address the research aims and objectives.  Excessive additional data collection can be seen as unethical.
Proposed Methods:  the Ethical approval process seeks to ensure that you understand the methods that are intended, and that the implementation of those methods will be appropriate and without unnecessary impact on respondents.  Please be specific.
Location:  this needs to mention geographical location and also local situation (for example, within Local Authority Offices in Cardiff, using a private room but close to other individuals).  If you are collecting data within an organisational setting then you need to explain the permissions that you have obtained to do this.
Research Activity outside of the UK:  please complete this section in detail, and note any guidance you have received.  Also describe your own familiarity (or not) with the location that you will be utilising.





Section F:  Scope of Research Activity
Please tick ALL of the research activities that might be undertaken.   If any additional types of activity are intended then please add an extra box and describe these.
If you have answered no to all questions in F then sections G and J do not need to be completed.  Section H should be considered, and may be completed.  Signatures are still required in section K.

Section G:  Intended Participants
Please tick all categories that might apply.
Numbers & Source:  if you are using a series of different methods or research activities please list numbers for each stage/phase.  Be clear about how you will find respondents.   Will you use intermediaries, and if so how?  How will you ensure compliance with your sampling strategy?
Information for participants:  all participants should be appropriately informed about the research, what is expected of them and what will happen to the information that they provide.  The Ethical review process does not ask to see this documentation, but requires this to be reviewed and approved by the Director of Studies in the case of research students, the supervisor/module tutor in relation to students on taught programmes and the Head of School/Assistant Dean in relation to staff research.

Section H:  Anticipate Risks
All research carries some level of risk.  The answers you provide to questions in this section will be reviewed to ensure that you have an appropriate understanding of the type of risks involved and how you can mitigate against these risks. If you have completed a full risk assessment, as required for example for laboratory work, field work, clinical tests, diving operations, or by a collaborative partner, you may append that to this form.  In that case, please tick the box indicating this has been provided.  You will not then be required to complete Section H.
Risk to participants   Think very carefully about how your actions/questions/discussions might affect the people you are involving as participants.  You might identify the risk as small but it would still be a risk.  Many types of question have the potential to make respondents less content with their life / job; you need to recognise and try to ameliorate any such effects
If these are business owners, time with you may reduce profit.  
In some locations physical risk is very real to both participants and yourself, please consider this.
Risk to you, the researcher   Think about where you will meet people, if there are any dangers involved in the location.  If you are meeting people as individuals think about using a public place.  In general do not visit people in their own homes or remote locations.  If you are talking to individuals about certain issues think about how their responses might affect you emotionally.  What about the risk of collecting insufficient data?
Risk to the University   When undertaking your research, you are acting as a member of the University (student or staff).  Professionalism is important, so it is important to be well organised and well prepared. Punctuality, clarity etc. are all part of this.  What will you do to ensure this?  You must ensure you do not harm the good name of the University in any way and do nothing to undermine the reputation of the research it conducts and sponsors.  Upholding high standards of conduct and integrity are vital in this regard. You must also conduct the research in such a way to minimise the potential for claims of negligence made against the University, its researchers and any collaborating individual or organisation. In this respect you should always comply with ethical, legal and professional frameworks, obligations and standards as required by statutory and regulatory authorities, as well as the university’s Research Integrity and Ethics Code of Practice.  Research misconduct in this respect can take many forms, including:
· fabrication: making up results or other outputs (eg, artefacts) and presenting them as if they were real
· falsification: manipulating research processes or changing or omitting data without good cause
· plagiarism: using other people’s material without giving proper credit
· failure to meet ethical, legal and professional obligations: for example failure to declare competing interests; misrepresentation of involvement or authorship; misrepresentation of interests; breach of confidentiality; lack of informed consent; misuse of personal data; and abuse of research subjects or material
· improper dealing with allegations of misconduct: failing to address possible infringements such as attempts to cover up misconduct and reprisals against whistle-blowers

Adverse Outcomes.  Think carefully about the possibilities, and cover here

Section I:  Feedback, Consent and Confidentiality
Feedback to participants:  outline your approach.   Will interview transcripts be shared with respondents to check accuracy?  Will summaries of questionnaire analysis be made available to respondents in some way?   Will an overview report be provided?  How and when?
Informed consent:   Draft letter / e-mail / or heading (or footer) section of questionnaire must be approved by DoS/supervisor (if research student), supervisor/module tutor if taught student, or Head of School / Assistant Dean if a member of staff.
Confidentiality/Anonymity.  Explain clearly how you will ensure confidentiality and anonymity.

Section J:  Data Protection and Storage
Before completing this section it is necessary to read the University’s Research Data Management information.   The questions that follow are designed to ensure compliance with the Data Protection Act as well as established research protocols.

Many research activities will involve electronic transfer of data and use of data management systems in the summarisation and analysis of data.  You will need to explain these in relation to compliance with the Data Protection Act.
Think carefully about who will have access to your data, this will include supervisors and examiners. Also that a thesis will be made available via the University library and the British Library system.  If you are seeking an access bar for a period of time after completion then mention it here.  If you will provide a copy of your findings, or intend to give a presentation, to a facilitating/ supporting/accessing organisation then explain that in this section.  But also think about the general principle of data sharing, as explained in the Research Data Management information.
In terms of storage of data please ensure security, and also mitigate against loss of data.

Section K:  Declaration
Ensure the appropriate countersignatures have been provided
Look carefully at the checklist and ensure that you comply with and tick all that are relevant to your research.

7.2 Consent

Due to the constraints of Covid-19 on this thesis, the researcher asked verbal consent prior to each interview. 
[image: ]

7.3 Semi-structured Interview Questions

[image: ]
	
	Cyfranogwr Rhif Adnabod: 
Participant Identification Number:
	

	
CWESTIYNAU CYFWELIAD SAMPL 

	
SAMPLE INTERVIEW QUESTIONS 


	TEITL Y PROSIECT: / PROJECT TITLE: How consumer buying behaviour helps build brand equity: An analysis of the Fashion Industry.





	1


	For quick demographics, can I ask your age, gender and current occupation?

	2


	Do you shop in shop in any of these stores, e.g. New Look, ASOS, Pretty Little Thing, Topshop or any others of this sort?

	3


	How often would you say you shop in any of these online/high street stores?

	4


	What is your favourite shop to buy from? Why?


	5


	What persuades you the most to buy from any of these shops?


	6


	What typical age of people do you think shop from these brands?

	7


	To understand further into the aims and objectives of the research, when speaking about brand equity, it refers to the perception of consumers and how they feel about the brand.
If you saw a celebrity/influencer endorsing one of these high street/online brands, would that influence you to buy from that same brand? If so, can you give an example of this?


	8


	If you saw a negative review from either a customer or an influencer of one of those shops you buy from, would this make you not want to buy from there anymore?


	9


	As a consumer, has ethical issues ever influenced your buying decisions? So for example, how and where the clothes are made, the materials used in the packaging, etc….?

	10


	Would you consider shopping elsewhere or are you invested purely in these brands?

	11
	Do you think that Generation Z are the main influencers of building brand equity for these brands?

	12
	Do you think that social media/the internet plays a major role in brand value for these companies? Since advertisement and reviews are primarily done online

	13
	If a certain brand, let’s say for example, H & M, started to lose its popularity with people shopping elsewhere at more popular brands, for example, Boohoo, would this impact your decision to shop there? 

	14
	Do you think there is a link between customer loyalty and brand equity?




	ENW A CHYFEIRIAD YR YMCHWILYDD
	NAME & ADDRESS OF RESEARCHER
Jessica Rees
6 Pen Y Morfa, Penclawdd
SA4 3RF



7.4 Interview One

Q.1 
Interviewer: 
Before we start the interview, can you confirm that you are aware of the aims and objectives for this interview, that you understand that the interview is conducted under a full confidentiality agreement and that you’re participating under your own free will? 
Respondent 1:
Yes, I agree to that.

Q.2 
Interviewer:
How old are you and what is your gender and your current occupation?
Respondent 1: 
I am 20 and I am a female. I am also a student currently. 

Q.3. 
Interviewer: 
Do you shop in any of these stores, for example, New Look, ASOS, Pretty Little Thing, Topshop/Topman or any others similar to these?
Respondent 1:
Yes I shop in a majority of those places you mentioned. 

Q.4 
Interviewer: 
How often would you say you shop in any of these online or high street brands?
Respondent 1:
I would say I purchase items at least once a month from online and instore brands.

Q.5 
Interviewer:
Do you have a favourite brand you like to buy from, and if so, why?
Respondent 1:
I would say my favourite online brand is probably Pretty Little Thing, only because it has got a range of different clothing styles that some high street brands do not have. I would also say they are fairly cheap compared to high street stores. Also, some of the items on online brands like Pretty Little Thing are actually good quality so that is another reason why I like it. 

Q.6
Interviewer: 
So you spoke about how Pretty Little Thing has good quality, do you think these factors persuade people like yourself to buy from these brands?
Respondent 1: 
Yes, the quality means the most, but also if it is affordable









Q.7
Interviewer:
What typical age of people do you think buy from these brands?
Respondent 1: 
The typical age I would say is from about 16 to around 30, although it depends on the style of clothing they want to buy I think. It also depends on what they are looking for, so for example with Boohoo or Pretty Little Thing, I think its more younger people that buy from there for things like night out dresses, so I would be unsure whether a slightly older person would want to buy from there too. 

Q.8 
Interviewer: 
If you saw a celebrity or an influencer endorsing one of these high street/online brands, would this influence you to buy from there too? If so, give an example.
Respondent 1:
If I saw a celebrity promoting a clothing item from a brand I may use, it still wouldn’t influence me to buy more clothes. 

Q.9
Interviewer:
On the contrary to that, if you saw a negative review from either a customer or an influencer from one of those brands you buy from, would this influence your decision to buy from there?
Respondent 1:
I think if I see a negative review from an influencer or someone of that sort, I still don’t think it would stop me from shopping there, because that is just one negative review from one person. They may have had a bad experience but I may not, especially if I have been shopping with that brand so many times before with no bad experiences. 

Q.10 
Interviewer: 
As a consumer to any of these brands we have spoken about, has any ethical issues ever influenced your buying decisions? For example, where and how your clothes are made, the materials used in the packaging and so forth.
Respondent 1:
Personally, I have never really thought of the ethical issues when I am buying an item, so it does not affect me when I look to purchase something, I don’t think. 

Q.11 
Interviewer:
So speaking from your opinion and experiences, let’s say you use New Look as your go-to to buy jeans, but you hear that a store like River Island has gained notoriety for their jeans, would you consider shopping at River Island or stick to what you know in New Look?
Respondent 1:
I don’t think I’d be purely invested in just one shop if there are other shops that have a good item which fits me nicely, in this case jeans. I wouldn’t mind looking at other places. 

Q.12 
Interviewer:
For the final question, Do you think there is a link between customer loyalty and brand equity?
Respondent 1:
Yes, I believe that customer loyalty can build a brand up and make it more popular. 





7.5 Interview Two

Q.1 
Interviewer:
Before we start the interview, can you confirm that you are aware of the aims and objectives for this interview, that you understand it is being done under a full confidentiality agreement and that you are participating under your own free will?
Respondent 2:
Yes that is correct. 

Q.2 
Interviewer:
For quick demographics, how old are you, what is your gender and your occupation?
Respondent 2:
I am 22 and a female. I am also a student.

Q.3
Interviewer: 
Do you shop in any of these online or high street brands, so for example, New look, ASOS, Pretty Little Thing, Topshop, or others of this sort?
Respondent 2:
Yes I shop in practically all of those types of stores and brands. 

Q.4
Interviewer: 
How often would you say you shop in any of these?
Respondent 2: 
Probably about 2 or 3 times a month. 

Q.5
Interviewer:
What is your favourite shop to buy from and why?
Respondent 2:
I would say my go-to shop would be New Look, because even though it is not the cheapest, you do get better quality for what you pay

Q.6
Interviewer:
Would you say the reasons you say you shop in places like New Look are similar reasons you buy from other brands?
Respondent 2:
It would depend on what I am after. If I am looking for something I will only wear once or twice, I would probably shop in places like Pretty Little Thing and Primark as they are cheaper with slightly less greater quality, but if I wanted something like a nice pair of jeans I would look to shop in places like New Look or River Island as they are more expensive.

Q.7
Interviewer:
What typical age bracket of people do you think shop from these brands. Do you think it is primarily Generation Z or different ages?
Respondent 2:
I definitely think it is Generation Z, but I also think it ranges from about 16 years old to maybe 35.

Q.8
Interviewer:
If you saw a celebrity or an influencer endorsing one of these brands you shop from, would that also influence you to buy from there too? Give an example if so. 
Respondent 2:
Yes it would, and an example would be when I was watching Love Island the TV show a few years ago, I noticed one of the girls wearing a really nice outfit so I went on the shop it was from and bought it straight away. 

Q.9 
Interviewer:
So on the opposite of this, if you saw a negative review from either a customer or an influencer, would this also impact your decision to buy from there?
Respondent 2:
I think it depends on the severity of the complaint. If I have been shopping with that brand for a while and I know what they are about, then it wouldn’t really stop me from buying from them. But if it is a shop that I have no history with and there were multiple complaints, it would put me off buying from them. 

Q.10 
Interviewer:
As a consumer of any of these brands, has ethical factors ever influenced your buying decisions? So for example, how and where your clothes are made, the materials used in the packaging, and so forth.
Respondent 2:
It should do but unfortunately it doesn’t. 

Q.11
Interviewer:
Would you consider shopping elsewhere or are you purely invested in these brands?
Respondent 2:
I like to stick with what I know so I probably would not look around.

Q.12
Interviewer:
Let’s say for example you have a go to brand to buy your jeans, and you start hearing good reviews about another brand and their jeans, would this influence you to look elsewhere or would you stick to the brand you know. 
Respondent 2:
From a personal perspective I always get my jeans from River Island, but I have heard a lot of good things about Topshop’s jeans, so next time I will probably look at Topshop first for my jeans.

Q.13
Interviewer:
Do you think that Generation Z are the main influencers of building brand equity for these brands?
Respondent 2:
Yes I would say so because social media has got a lot to do with it. 

Q.14
Interviewer:
Do you think that social media and the internet is the main platform of building brand equity?
Respondent 2:
Definitely. I see a lot of social media adverts of different brands, especially those I’ve never heard of before so often on Instagram stories I’ll click on the advert to see what they have available.

Q.15
Interviewer:
If a certain brand, let’s say for example, H & M, started to lose its popularity with people shopping elsewhere at more popular brands, for example, Boohoo, would this impact your decision to shop there? 
Respondent 2:
I’d like to think I am quite loyal in terms of brands so I would probably stick with the original brand like H&M unless there was something that made me want to change

Q.16
Interviewer:
Do you think there is a link between customer loyalty and brand equity?
Respondent 2:
Yes definitely. The more people that are buying from them, the more likely you are to persuade other people to buy which then makes it more popular.

Q.17
Interviewer:
Do you think there are ways that consumers can build brand equity for these types of brands? For example, would word-of-mouth be beneficial?
Respondent 2:
Yes I think customers are the key factor in terms of building brand loyalty and advertising. If I said to you that I went to New Look and they have got a massive sale on and they had great service, then you would go and have the same good experience and then you would share that on with the next person either on social media or in person. Customers are the core of all businesses really. 





















7.6 Interview Three

Q.1
Interviewer:
Before we start, can you confirm that you are aware of the aims and objectives for this interview, that you understand it is being conducted under a full confidentiality agreement and that you are doing this under your own free will.
Respondent 3:
Yes I consent and understand.

Q.2
Interviewer:
For quick demographics, can I ask your age and gender?
Respondent 3:
I am 23 and a female 

Q.3
Interviewer:
Do you shop in any of these online or high street brands, so for example Boohoo, Topshop, Pretty Little Thing, New Look, ASOS, or any others of this sort?
Respondent 3:
Yes I shop in practically all online and high street brands

Q.4
Interviewer:
How often would you say you shop in any of these brands?
Respondent 3:
I shop in these places about once or twice a month.

Q.5 
Interviewer:
What would you say your favourite brand is and why?
Respondent 3:
My favourite brand is Pretty Little Thing because they are always keep up to date with current trends

Q.6
Interviewer:
In your opinion, what typical age of people do you think shop in these types of brands?
Respondent 3:
I would say it is a big age category but quite a young one, so about teenagers around 13 to those around 30 years old.

Q.7
Interviewer:
If you saw a celebrity or an influencer endorsing one of these brands or one you haven’t shopped from before, would this influence you to buy from there too?
Respondent 3:
It would not necessarily influence me to buy something, but it does influence me to look at it on the website they are advertising. The reason for this is because I am more likely to buy something if I see it on someone, and actually being worn rather than just the models that advertise it on the websites. 

Q.8
Interviewer:
On the opposite to that, if you saw a negative review from either a customer or an influencer talking about one of the brands you shop from or one you haven’t, would this also make you not want to buy from there too?
Respondent 3:
I tend to trust what I know, because the likelihood is that the negative review is a one-off thing but I think there is a high chance I would still shop there.

Q.9 
Interviewer:
As a consumer, has ethical issues ever influenced your buying decisions, so for example in terms of where and how your clothes are made, the materials used in the packaging and so forth?
Respondent 3:
Yes, and as an example, Beyonce brought out a clothing range called Ivy Park and it was advertising women’s rights, power for women and so on but I later found out that the clothes were being made in factory sweat shops so I stopped buying from there. 

Q.10
Interviewer:
Would you say that these ethical issues are becoming bigger influences on people’s buying decisions and the perceived value a brand has?
Respondent 3:
I think it is becoming a bigger thing, as there is more awareness being created but I think it doesn’t make people care more as people will choose to ignore it. 

Q.11
Interviewer:
Let’s say for example, you commonly use Pretty Little Thing as your place to buy jeans, and you start hearing more about Topshop’s jeans being really good, would this influence you to look elsewhere or would you stick to what you know?
Respondent 3:
Yes it would influence me as I will go wherever is best for my needs as I don’t necessarily have a brand loyalty for these types of things. It is down to whatever fits me best.

Q.12
Interviewer:
Do you think that Generation Z are the main influencers of building brand equity for these types of brands?
Respondent 3:
I wouldn’t say Generation Z are purely the main influencers as a lot of influencers are slightly older in terms of generation. 

Q.13
Interviewer:
Do you think that social media and the internet plays a major role in building equity for these brands?
Respondent 3:
I think social media plays the biggest part as to reasons why people buy from certain places because social influencers that use social media to advertise these products, that have tens of thousands of followers or more, are showing a large audience these products which would then influence people to go buy it. 

Q.14
Interviewer:
If one of the brands you shop from started to lose its popularity and more people started shopping in other places, would this influence your decision as to where to shop?
Respondent 3:
I shop in places regardless of other trends or where everyone else is shopping, so let’s say for example I am looking for black jeans and I can see that they are cheaper in New Look than Boohoo, I will still shop in New Look, regardless if less people were shopping there.

Q.15
Interviewer:
Do you think there is a link between customer loyalty and brand equity?
Respondent 3:
I think customer loyalty definitely builds brand value because when someone asks me where is the best place to buy a certain product, most of the time I will always suggest the same shop so I think loyalty is definitely one of the key factors. 














7.7 Interview Four

Q.1
Interviewer:
Before we start the interview, can you confirm you are aware of the aims and objectives of the interview, that you understand it is being done under a full confidentiality agreement and that you are taking part under your own free will.
Respondent 4:
Yes, I understand everything that is stated and I am happy to continue.

Q.2 
Interviewer:
Can you tell me your age and your gender?
Respondent 4:
I am 20 years old and a male.

Q.3
Interviewer:
Do you shop at any of these high street or online brands so for example, ASOS, Topman, Boohoo, H&M or any others like that?
Respondent 4:
Yes, I shop at a few different high street brands such as Zara, H&M and Topman, but I mainly use online brands like ASOS and BoohooMan as well.


Q.4
Interviewer:
How often would you say you shop at these brands?
Respondent 4:
I tend to shop at these brands on the weekly, sometimes twice a week. 

Q.5
Interviewer:
Are there certain factors or qualities that persuades you to buy from these brands?
Respondent 4:
I think ASOS especially, they have many different factors as to why I would want to buy from them, so for example, free next day delivery, there is always offers on big brands such as Nike and Tommy Hilfiger, which is great for me as I love shopping.

Q.6
Interviewer:
Speaking from a student perspective, do you think there are certain things or incentives that students tend to look for when shopping with these brands?
Respondent 4:
Student discount is definitely the main thing that I personally would look for when shopping online. There is also other factors so using ASOS as an example, they are always up to date with current trends, and the homepage always shows the current trends, so I think as students you want to be up to date and want to look good for all your peers. 

Q.6
Interviewer:
In your opinion, what typical age bracket of people do you think shop at these types of stores and brands?
Respondent 4:
I would say the typical age bracket would be between 16 and 30.

Q.7
Interviewer:
If you saw a celebrity or an influencer endorsing a brand or advertising a product, would this influence you to buy from there?
Respondent 4:
Yes, it would definitely make me go have a look on the website that’s being promoted. BoohooMan are known for having their products being endorsed by celebrities, but in my opinion the quality of the clothes isn’t that good, but if ASOS was being promoted, I would definitely buy from there because I know the quality is really good. 

Q.8
Interviewer:
On the opposite to that, if you saw a negative review about a certain brand, either from a customer or an influencer, would this impact your decision to buy from there?
Respondent 4:
Yes because most of the time, when I go to buy something I always look at reviews first, just to see what the quality is like mainly, so if I see a negative review, it would have an affect on whether I buy that product or not. 

Q.9

Interviewer:
Thinking of all the brands that you buy from, what are the main factors that keep you personally invested in continuously buying from them?
Respondent 4:
I think the main thing that keeps me invested in a brand is things like the ever changing trends as there’s always new collections and new clothing lines being promoted, there is always different discounts on different styles and overall the quality of what I have bought is good so this keeps me going back to the same brands. 

Q.10
Interviewer:
Do you think that Generation Z are the main influencers of building equity for these types of brands?
Respondent 4:
Yes, I do believe that Generation Z are the main target audience for these brands. I would say millennials also are starting to have a similar affect on these brands, but I definitely think Generation Z have the main affect.

Q.11
Interviewer:
Since you are a consumer of some of these brands we have spoken about, has ethical issues ever influenced your buying decisions? So for example, how and where your clothes are made, the materials used in the packaging, and so forth.
Respondent 4:
I try not to think about the ethical side of things, even though I probably should, but I do not really think about the ethics of the production of the clothes I am purchasing, as long as the quality of the items I like is good I will buy them.

Q.12
Interviewer:
Do you think that people get so invested in a brand or they find a brand that meets all of their needs to a point where that is the only thing that matters, meaning they choose not to think about ethical issues?
Respondent 4:
I think it depends on the brand. For example, everyone knows there are ethical issues behind the scenes of Nike but because they are a global brand, and the quality of the products they produce are so high, I think people don’t care, whereas for a smaller brand, it could affect them a lot harder.

Q.13
Interviewer:
Would you say that social media and the internet are key platforms for building brand equity?
Respondent 4:
I think these days yes. The internet and social media has definitely become the best platform to grow a brand, since it is mainly Generation Z that is using social media the way we do, which then builds brand value.

Q.14
Interviewer:
Let’s say you needed a new shirt for a special occasion, what would be the first store or brand that would come into your head to check first and why?
Respondent 4:
My go-to brand for a product like that would be ASOS to browse at the bigger brands such as Tommy Hilfiger or Calvin Klein. I would say this is because I am familiar with the brand and the products they have regarding things like sizing.

Q.15
Interviewer:
Thinking about a few of the brands that you shop at regularly, if that brand was to start losing its popularity and more people started shopping elsewhere, would this impact your decision to shop there?
Respondent 4:
Initially I think I would stay with the brand, down to me being familiar with them, but then I think if the brand was to go further downhill, I think I would probably then look at a newer brand, due to the newer trends that would be emerging.

Q.16
Interviewer:
Do you think there is a link between customer loyalty and brand equity?
Respondent 4:
I think there is definitely a link between customer loyalty and brand value. I think it is self-explanatory how a consumer would feel towards a certain brand, why they have that loyalty to that brand and why they would not need to go anywhere else. 















7.8 Interview Five

Interviewer:
Before we start the interview, can you confirm you are aware of the aims and objectives for this interview, that you understand it is being conducted under a full confidentiality agreement and that you are participating under your own free will.
Respondent 5:
Yes, I confirm everything stated

Q.1
Interviewer:
For quick demographics, can I ask what your age and gender is?
Respondent 5:
I am a female and I am 21 years old.

Q.2
Interviewer:
Do you shop in any of these online or high street brands, so for example Topshop, Boohoo, New Look, ASOS, Pretty Little Thing, and so on. 
Respondent 5:
Yes. I tend to do the majority of my clothes shopping on online brands like Pretty Little Thing and Missguided, and occasionally Boohoo. 

Q.3
Interviewer:
How often would you say you shop in any of these brands?
Respondent 5:
I would say definitely twice a month.

Q.5
Interviewer:
What persuades you to buy from these types of brands?
Respondent 5:
I definitely think with brands like Pretty Little Thing, Missguided and Boohoo, they are cheap clothes and because of this I don’t always expect the quality to be amazing but I am still perauded to buy from there because the style of clothes is exactly what I like, whereas other stores like mainly high street stores, I still shop there for certain things but they don’t really sell the types of clothes that the online stores do so all in all it is a better option for me even though I am paying a cheaper price, and the clothes will still last but the material isn’t as great as the high street stores. 

Q.6 
Interviewer:
In your opinion, what typical age of people do you think shop at these brands?
Respondent 5:
I think from 18 to 25. I feel like people older than 25 are more likely to shop elsewhere, but the brands you mentioned I feel like are more for a younger demographic.

Q.7
Interviewer:
If you were to see a celebrity or an influencer endorsing a particular brand or a product, would this influence your decision to also buy there?
Respondent 5:
I think if I was to see an influencer put something on social media, so for example if they had a collection with a brand like Pretty Little Thing, it would definitely make me want to go onto their website and view the whole collection and if I saw something I like I would definitely buy it.

Q.8
Interviewer:
If you were to see a negative review from either a customer or an influencer, would this also impact your decision to buy from that same brand?
Respondent 5:
If it was a brand that I have already shopped with before then it wouldn’t really change my opinion because I feel like I know the brand already. However, if I saw a negative review about a brand that I have not used before, then I probably wouldn’t consider buying from there. 

Q.9
Interviewer:
As a consumer to many of these brands, has ethical issues every influenced your buying decisions, so for example how and where your clothes are made, the materials used in the packaging and so on.
Respondent 5:
I know it’s bad, but I have never actually thought about it. To be honest, I think it’s affected me in a bad way really when it comes to returning the product, so for example, online brands like ASOS, Missguided and a few others, they don’t send you return labels anymore, you have to print it yourself in order for them to save paper on their side which has been a massive inconvenience for me, but other than that I haven’t thought about the materials used in my clothes and so on. 

Q.10
Interviewer:
Would you say you are purely invested in these brands to buy your clothes or would you consider looking elsewhere too?
Respondent 5:
To be honest, Pretty Little Thing and Missguided are my complete go to brands, so when it comes to me re-evaluating clothes that I need to buy, the first shop I will think about is Pretty Little Thing and Missguided.  Obviously if a new brand came on the market and it was very similar to them in regard to price and products, then I would consider shopping there but as it stands now, I am fully comfortable with what I know. 

Q.11
Interviewer:
Do you think that Generation Z are the main influencers of building brand equity for these types of brands?
Respondent 5:
Yes, I feel like these particular brands were created around that generation anyway so as these brands were growing, so was that generation of people so you could say it’s all that generation has really known. People around my mums age for example, I don’t think she would know what Pretty Little Thing is really, and she would definitely not shop on there because of the clothes they sell so I definitely think those brands are targeted to Gen z. 

Q.12
Interviewer:
Do you think that social media and the internet play a key role in building brand equity?
Respondent 5:
Definitely. I think when social media influencers are partnered up with brands and get products given to them for free, them then advertising those products to the hundreds of thousands of people who follow them because of how they look, this makes people want to be like them which is a huge influence for people to want to buy these products more. 

Q.13
Interviewer:
Speaking from your own opinion and experiences, if a brand you shop at starts to lose its popularity, and more people started shopping elsewhere or at a new brand, would that also influence your decision to shop there?
Respondent 5:
No. If everyone I knew was saying they were not interested in a brand, let’s say Pretty Little Thing, that would not affect me at all I would still be loyal to them.

Q.14
Interviewer:
Do you think there is a link between consumer buying behaviour and brand equity?
Respondent 5:
When I think of brand value, I think of loyalty and awareness, so I think there is a really strong link with consumer buying behaviour. So using myself as an example, I am extremely loyal to Pretty Little Thing and that it just because of their brand values. 















7.9 Interview Six

Q.1
Interviewer:
Before we start the interview, can you confirm you are aware of the aims and objectives of the interview, that you understand it is being done under a full confidentiality agreement and that you are taking part under your own free will.
Respondent 6:
Yes, I understand the aims and objectives and aware of confidentiality.

Q.2
Interviewer:
For quick demographics, can I ask your age, gender and occupation.
Respondent 6:
I am 22, a male and currently a student.

Q.3
Interviewer:
Do you shop in any of these online or high street brands so for example, ASOS, H&M, Topman, Boohooman, and so on.
Respondent 6:
Recently I have used ASOS, and I have used BoohooMan before but that was a couple of years ago. It’s mainly online brands I shop from now. 

Q.4
Interviewer:
Why would you say you are more likely to shop online brands rather than high street brands?
Respondent 6:
The convenience of an online shop is far greater than high street shops. You’re about to compare more products, prices, colours and you can choose everything that you want. 

Q.5
Interviewer:
Would you say these factors are what persuades you the most to buy from these brands?
Respondent 6:
Yes I think so. I think its easier to have a lot more options on one page rather than going to a shop and having to sort through all the products, instead its all in one place. 

Q.6
Interviewer:
Referring to the brands you have mentioned the most, how often would you say you shop in any of these?
Respondent 6:
I don’t really shop at these stores that often, I will usually do like a bulk shop and buy a couple of t shirts and other types of clothes from this one site every 3 months or so.

Q.7
Interviewer:
What would you say your favourite brand is to buy from and why?
Respondent 6:
I am going to have to say ASOS is my favourite, just down to the volume of products they have available on their website and the usual experience on the website is brilliant.

Q.8
Interviewer:
What typical age of people do you think shop in these types of brands?
Respondent 6:
I think these brands probably appeal more to 18 to 25 year olds.

Q.9
Interviewer:
Do you think the factors that persuade you to buy from these brands are what also persuades other people around that age to buy from there too?
Respondent 6:
The reason I use these brands is simply because of how easy it is to use the websites and how handy it is to have a selection ready for you, although I think other people may be following the styles and trends of whatever season it is. 

Q.10
Interviewer:
So in your own opinion, if you saw a celebrity or influencer endorsing a brand you shop at or one you don’t or even a particular product, would that influence your decision to also shop at that brand?
Respondent 6:
If I did see any celebrity or influencer sponsored by one of these brands, it wouldn’t really influence me that much whether to buy from there or not. 

Q.11
Interviewer:
On the opposite to that, if you saw a negative review from either a customer or influencer about one of the brands you shop at or one you are yet to, would that impact your decision?
Respondent 6:
If I already buy from that brand and I know what the service and quality is like, a negative review or an influencer’s opinion probably wouldn’t change my decision so much.

Q.12
Interviewer:
So how would a negative review about a brand you are yet to shop at impact you?
Respondent 6:
If there was a negative review about a brand I’ve never used before, I think it would affect my decision a bit more than normal just because I don’t know what the service or quality is like. 

Q.13
Interviewer:
Has ethical issues every impacted your buying decisions? So for example, how and where your clothes are made, the materials used in the packaging and so on.
Respondent 6:
I don’t think it would make a big impact to my buying decisions but I do feel a bit annoyed when sometimes I get a cardboard box full of unneeded packaging but it wouldn’t change my mind from buying from them in the future. 

Q.14

Interviewer:
Do you think that ethical issues are becoming a bigger thing in terms of people deciding whether or not they want to buy from a particular brand or do you think that people are aware but choose to ignore it?
Respondent 6:
Ethical issues are definitely growing but I don’t think there are too many people that really care at the moment but in the future I think it will become a lot bigger. 

Q.15
Interviewer:
So thinking about the brands you regularly shop at for your clothing necessities, would you say you are purely invested in these brands or would you consider looking elsewhere?
Respondent 6:
I think I am a bit more of a loyal customer just because if I have had a good experience with the product and they have lasted me a good time, I would usually go back because I know I could definitely get that type of quality from the same place. 

Q.16
Interviewer:
Do you think that Generation Z are the main influencers of building value for these types of brands?
Respondent 6:
I don’t really think it’s a generational thing, I think anyone can bring value for these brands.

Q.17
Interviewer:
Do you think that social media and the internet plays a big role in brand equity being built for these types of companies?
Respondent 6:
Yeah I think that the internet and social media in particular has become the biggest platform to create more brand equity for these companies.

Q.18
Speaking in your own opinion, if a certain brand you shop at started to lose its popularity and more people started shopping at a different brand, would that impact your decision to buy from there too?
Respondent 6:
To me I think the popularity of a brand doesn’t really affect me that much. If the brand has lost popularity due to loss of quality or service, then I probably would move to where everyone else has gone but apart from that I would stay.

Q.19
Interviewer:
Do you think there is a link between customer loyalty and brand equity?
Respondent 6:
Yes, especially if a company can prove that they have good brand values, and they are doing good things for the community and everything, I think a lot more people would be inclined to be loyal to them. 








7.10 Interview Seven

Q.1
Interviewer:
Before we start the interview, can you confirm you are aware of the aims and objectives of the interview, that you understand it is being done under a full confidentiality agreement and that you are taking part under your own free will.
Respondent 7:
I understand the aims of this research to look at consumer buying behaviour and I understand it is confidential and I am participating under my own free will.

Q.2
Interviewer:

Can I ask your age, gender, and occupation?
Respondent 7:
I am 23 years old, a male and I am currently a student.

Q.3
Interviewer:
Do you shop in any of these online or high street brands, so for example ASOS, BoohooMan, H&M, Topman or any others like that?
Respondent 7:
I shop in Topman and the high street store Burton, and mainly Surfdome online.

Q.4
Interviewer:

How often would you say you shop at any of these brands?
Respondent 7:
With online shopping I tend to do it a couple times a month but with instore high street brands, I would say only a few times a year.

Q.5
Interviewer:

Do you have a favourite brand to buy from? And if so, why?
Respondent 7:
My favourite brand to buy from is Surfdome, the online store, mainly because its got a big selection of products available and shipping is really good and delivery is easy so it’s really convenient overall to get stuff.

Q.6
Interviewer:

From the reasons you just mentioned, do you think these are typically the reasons why you are persuaded to buy from mainly online brands?
Respondent 7:
I think the main reason why I buy from these brands is probably choice of the brand itself. I like the products and I like the way they look and quality of materials but second in terms of importance is the ease of them. I do prefer to shop online rather than going into town, but if going into town was the only option, I would not have as many products as I do. 

Q.7
Interviewer:

In your opinion, what typical age brackets of people do you think shop from these brands?
Respondent 7:
I know people older than me that do use this, but I would say the majority of the age group would probably be my age and below, specifically 18-21 I would say is most common.

Q.8
Interviewer:

Speaking in your opinion, if you saw a celebrity or an influencer endorsing one of these brands or a product, would that influence your decision to also buy from there?
Respondent 7:
I don’t think that would inspire me to buy from the same brand as I prefer to have my stuff different from other people, and if it was a popular brand I would slightly put off it so I haven’t done this in the past although, in my opinion, I think a lot of other people do that and I am aware of younger people specifically following influencers and other people supporting specific branded items. 

Q.9
Interviewer:

Leading from what you said, do you perhaps think that brands and their marketing teams have different strategies for different age brackets? For example, as you said, perhaps a younger audience will perhaps follow on the trend of seeing an influencer endorsing a product whereas your age bracket is not as influenced by that as such. Do you think that your age bracket would be marketed to differently?
Respondent 7:
I do think that brands target people of different ages in different ways. I would say it is safe to say that a lot of the Instagram following for different brands you assumingly be a younger age group therefore they are target different with the celebrity endorsements, however, I wouldn’t think that I am targeted differently for my age mainly because I don’t follow any pages like that, I just choose to buy products as and when I need them or want them, so I wouldn’t say that due to my age I am targeted for certain products but I would say that people who follow different brands and who are passionate about them would be targeted on their age. 

Q.10

Interviewer:

On the opposite to that, if you saw a negative review from either a customer or an influencer regarding a brand that you use or one that you are yet to use, would this impact your decision to buy from there also?
Respondent 7:
I think it depends on whether or not I have bought from them before, so for the companies that I know, a negative review wouldn’t affect my choice whereas if it was a company that I haven’t purchased from before, and someone had left a negative review, no matter who it would be, it would affect my choice massively as I tend to read reviews before purchasing anything so any form of criticism would be likely to put me off buying that product. 

Q.11

Interviewer:

Do you think that you are purely invested in these brands for your clothes or would you consider looking elsewhere?
Respondent 7:
I don’t think I am that invested in the brands, I think the main reason I keep buying from them is mainly because the ease of it and also I know that those products are suitable and comfy to wear, so I think my first choice would be to go to the brands I already shop at because I know that the particular item I am after does fit, but it wouldn’t stop me from looking around if I found something nicer in another shop. 

Q.12
Interviewer:

As a consumer, has ethical issues every affected your buying decisions? So, for example, how and where your clothes are made, the materials used in the packaging, and so on.
Respondent 7:
Ethical issues do influence my shopping, but I do not think it is severely. I would say I am only influenced by ethical issues is really when they are raised to my attention. So, for example, I would avoid Primark because I know how cheap their products are and I know they are made under unethical practises such as sweat shops and stuff behind it. I also did not know for a long time that you can find the information on the tags of the clothes about how environmentally responsible they are to make, but it does not impact my choice severely overall.

Q.13

Interviewer:
Do you think that Generation Z are the main influencers of building brand equity for these brands?
Respondent 7:
I think that it is true that our generation has had more effect on brand equity, certainly for online brands and newer brands but I suppose the more established older brands have always had more brand equity from other generations as well but for main stream brands such as ASOS, Topshop and so on are heavily impacted by Generation Z.

Q.14

Interviewer:
Do you think that social media and the internet plays a big role in brand equity for these companies?
Respondent 7:
I do think that plays a big role in the brand equity because a lot of people in our generation use social media and advertisements are done through social media, so everything being done online is the best way to reach out to, for example, our age generation, so I do think it is their most effective way to develop brand equity.

Q.15
Interviewer:
Speaking again in your own opinion, if a certain brand that you shop at started to lose its popularity and more people started shopping elsewhere at a different or newer brand, would this impact your decision to keep shopping there?
Respondent 7:
In my opinion, that wouldn’t change my interests of shopping there because I am fairly intrinsic, I tend to shop there for my own reason because I like it and I don’t follow anyone else but I suppose if looking at it from other people’s opinions, it could impact it a lot. 

Q.16
Interviewer:
Do you think there is a link between brand equity and consumer loyalty?
Respondent 7:
I think it depends on the strategy if they are selling cheap stuff to mass markets like Primark, I would say there is less brand loyalty, so the brand equity doesn’t necessarily come from that, whereas it would perhaps come from their strategy, being a low cost one, but I think for designer brands or brands that have certain demographics following them, then most of their brand equity would mainly come from that. 






















7.11 Interview Eight

Q.1 
Interviewer: 
Before we start the interview, can you confirm that you are aware of the aims and objectives for this interview, that you understand that the interview is conducted under a full confidentiality agreement and that you’re participating under your own free will? 
Respondent 8:
Yes that’s fine.


Q.2
Interviewer:

So to start off, what is your age, gender and current occupation?
Respondent 8:
I am 21, a female and currently a student.

Q.3
Interviewer:
Do you shop at any of these types of brands so for example, Boohoo, New Look, Pretty Little Thing, H&M, ASOS, or any others like this?
Respondent 8:
Yes so generally I use ASOS and New Look, other than that I use Simplybe as I am plus size and occasionally Dorothy Perkins online.

Q.4
Interviewer:
Do you have a favourite of those you would choose to shop at the most?
Respondent 8:
Probably ASOS. I do have their next day delivery so that’s probably why.

Q.5
Interviewer:
Are there any other factors that persuade you to buy from these brands?
Respondent 8:
It usually tends to be along the lines of student discount and I like quirky pieces that brands like ASOS stock that I wouldn’t be able to find if I walked into New Look instore. 

Q.6
Interviewer:
Since you are a student, do you think there are certain incentives that would influence a student to buy from a particular brand, so as you said student discount?
Respondent 8:
So for myself, there are no influences other than I look at a lot of things on Instagram or Pinterest and that’s purely because I am on a design course so I am influenced by that, but I follow my own style I don’t really follow design trends so I go for things I like but I know if my student loan is coming up and a brand has promotions on around that time, I will wait to buy say a pair of trainers, I can get 20% off instead of 10 so my shopping habits do fluctuate, and especially when I’ve got my loan or  important dates like Christmas and birthdays. 

Q.7
Interviewer:

In your own opinion, what type of age bracket of people do you think shop at these types of brands?
Respondent 8:
I can see PLT is late teens and sometimes early teens and early 20s but then New Look, my grandmother shops in New Look so I’m anything from like 21 to 70 for most, but then Topshop, it’s a big thing with girls in mid to late teens, and then I see another age bracket of late 20s so I think it depends on style and age range depending on the brand so like ASOS, there is something for everyone. 

Q.8
Interviewer:
If you were to see a celebrity or an influencer endorsing a product or a brand, would this influence you to shop there too?
Respondent 8:
I always see things that make me think ‘oh I like that’ but then usually I think if they are endorsing it, there are plenty of other people buying it and I prefer to not have loads of the same things that everyone else has so personally speaking no. 

Q.9
Interviewer:
On the opposite to that, if you were to see a negative review from a celebrity or customer about a product or a brand, would this impact your decision to shop there also?
Respondent 8:
Yeah I think so but I think a lot of it comes to that I have had some really negative experiences with brands with things like cheap and bad quality in general, so I think if I see someone else talking about it, especially if it is like one of my friends, I think I would probably sway away from it. I would probably then try and give it a go but I don’t think it would be my number one go to if I kept seeing negative reviews. 

Q.10
Interviewer:
As a consumer, has ethical issues ever impacted your decision to shop somewhere? So for example, how and where your clothes are made, the materials used in the packaging, and so on. 
Respondent 8:
So with fast fashion, even though I shop from the companies that are known for it, I tend to buy a lot less clothes now than what I used to, or if I am going to buy them I will assess whether it is a good material and if it is good quality that will last. With online shopping, I hate when they are being delivered in big plastic bags and then I end up using them as a bin bag so they are then not just going straight in the bin, but other than that I often try and see if there are brands that send their packages in cardboard boxes. I hate brands that send me clothes in a plastic bag with another plastic bag inside. When I’m out shopping I tend to take a handbag or a rucksack so I don’t have to use a plastic carrier bag, and I know a lot of places have gone to paper bags but even then there’s still a lot of adhesives and plastic in the glue they use and you wouldn’t even know it and then they aren’t even biodegradable so I tend to just avoid buying carrier bags to be honest, but I know a lot of my clothes I try and recycle or ask around my family if they want any to avoid fast fashion because even though I didn’t want to spend the money on ethical fashion, I still like to have new bits but I don’t want to be spending a fortune.

Q.11

Interviewer:

Do you think that people aged in their 20s or late teens are the main influencers of building brand equity for these brands?
Respondent 8:
I think a lot of it comes down to the celebrities that you see so like Pretty Little Thing doing collabs with say pop stars and reality TV stars so I think that’s got a lot to do with it, but I feel like a lot of the late teens buy where their friends buy from as well so for example Pretty Little Thing. 

Q.12
Interviewer:
Following on from what you said, do you think that social media and the internet plays a big role in building brand equity?
Respondent 8:
I think so, definitely. So for example In The Style, they are a young start up qho wouldn’t have got where they are without social media and I think that with things like Facebook Marketplace, people are selling clothes but not only that you’ve got the shopping tab on Instagram and I know full well the amount of times I’ve clicked on something that I’ve liked and I can buy that straight away through social media. Also with apps, you can download shopping apps rather than going online which makes it more easier and efficient for people. 

Q.13
Interviewer:
In your opinion, if a certain brand you shop with started to lose its popularity and more people started shopping elsewhere, would that impact your decision to buy from there?
Respondent 8:
I think if it came down to a reason, so lets say if people stopped shopping there because of quality or bad press, I think if it was something I felt passionately about or if I had experiences with clothes being bad quality, then yeah I would change but I wouldn’t change just because that’s what everyone else is doing, 

Q.14
Interviewer:
Do you think there is a link between customer loyalty to a brand and brand equity?
Respondent 8:
For me there is, I know for a lot of people they don’t really mind or generally care, but for me, if I get on with a brand I’ve shopped with for years, I will stick with them because I know the things I like, they are my style, but not only that I think as they grow, its nice to know that I have contributed to that. 

7.12 Mind map of codified nodes for Men’s Brand Equity











7.13 Mind Map of codified nodes for Men’s Buying Behaviour


















7.14 Mind Map of codified nodes for Women’s Brand Equity
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7.15 Mind Map of codified nodes for Women’s Buying Behaviour

















7.16 Screenshot of node structure within Nvivo 
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INTERVIEW 5 (NIA)

Interviewer:

Before we start the interview, can you confirm you are aware of the
aims and objectives for this interview, that you understand it is being
conducted under a full confidentiality agreement and that you are

participating under your own free will.
Respondent 5:
Yes, | confirm everything stated

Q1

Interviewer:

For quick demographics, can | ask what your age and gender is?
Respondent 5:
I am a female and | am 21 years old.

Q.2

Interviewer:

Do you shop in any of these online or high street brands, so for
example Topshop, Boohoo, New Look, ASOS, Pretty Little Thing, and
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