






Understanding the extent of social media  on Gen-Z Consumers within fashion industry: A Focus on Zara



Table of Contents
Introduction	3
Background	3
Rationale and Significance	3
Research Aim	4
Research Objectives	4
Research Question	4
Identify the challenges and problems	4
Methodology	5
Research Design	5
Data Collection	5
Research Onion on Secondary Data Collection Method	5
Research Approach	6
Research Strategy	6
Sampling	7
Justification of Methods	7
Literature Review	8
Overview of fast fashion industry	8
Micro-influencers and their Role in promoting fast Fashion	8
Limitations	9
Ethical Considerations	9
Timeframe	10
Gantt Chart	10
Conclusions	10
Reference	12



[bookmark: _Toc172906574]Introduction 
[bookmark: _Toc172906575]Background
The past few years have witnessed a steep rise in the extensive usage of social media. The concept of social media has been introduced just for the mere purpose of fun. Still, gradually it has effectively been able to fabricate itself in all aspects of human life. With the increase in the utilisation of social media and popularity of the same, there has been the introduction of a range of social media platforms each catering to different types of target customers (Zwiker et al., 2024). 
 The increase in usage of social media have led to the development of a new category of business otherwise known as the Instagram influencers.
Instagram influencers aim to influence the lives of the viewers with the help of certain tips. In most cases, these influencers have been identified to play a significant role, particularly in impacting shopping decisions. With the help of this research, the student will try to know more about the different micro influences who has been dominating the UK fast fashion trends.
[bookmark: _Toc172906576]Rationale and Significance 
For the past years, the world has witnessed a steep rise in the popularity of Instagram influencers. In fact, in most of the cases, the shopping decisions of individuals are often impacted by the Instagram influencers. Research conducted by Wickham (2023) States that with the increase in popularity of Instagram influences people can nowadays witness new types of shopping trends. The introduction of fast fashion and impulsive shopping trends is often considered as a direct output of Instagram influencers.
Gupta and Mahajan (2023) on the other hand, have questioned the impact of Instagram influencers in the case of consumer buying behaviour. Research conducted by Crofton and Dopico (2023) states that consumers are often motivated by reasoning (Theory of Reasoned Behaviour) when it comes to making a buying decision. It is not always that Instagram influencers play a significant role in this scenario. The research to be conducted in the below segment will be useful in clarifying this aspect of consumer behaviour. The research will be significant enough to know about the role of the social media in impacting the consumer of Gen Z in case of fashion industry of United Kingdom. At the same time, the research will also include certain and relevant theories about consumer behaviour as well as fast fashion trends in the 21st century. For developing a more realistic idea as to the same, the case study of Zara will be considered for the research. 
[bookmark: _Toc172906577]Research Aim
The research aims to identify the role of social media in impacting the Gen Z customers in case of fashion industry. The case study of Zara will be considered for developing a more realistic idea as to the same.
[bookmark: _Toc172906578]Research Objectives 
The different objectives that will form the foundation of the research are as follows.
· To develop an idea as to the role of social media in todays world 
· To specify the role of the micro-influencers on social media when it comes to impacting consumer buying behaviour
· To investigate the extent of social media in case of Gen Z cosumers in case of Zara 
· To recommend strategies that can be utilized by Zara to take maximum advantage of influencer media marketing 
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How  social media have been impacting the consumer behaviour of Gen Z people within the fashion industry ?
[bookmark: _Toc172906580]Identify the challenges and problems 
With the advent of social media, things have changed abruptly for everyone and the Gen Z people is not quite an exception to the same. Among the different generations, it has been seen that the Gen Z people are someone who are most exposed to the social media and also take considerable time in it. The increase of the social media influencers have also enhanced availability of social media and also the engagement of the same in today’s modern world. Among the different challenges, it has been seen that people are often influenced by these influences when it comes to purchase decisions. The concepts of the impulse buying decision lays its foundation in case of the social media only. Thus in most cases, brands have always not able to be in taste success with the traditional marketing concepts, making it quite a significant challenge in todays times.
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[bookmark: _Toc172906582]Research Design
Saunders's research onion structure is used within the study to create the approach methodologically. Pragmatism has been chosen as the research's theoretical framework, allowing the amalgamation of various data sources and methods to address the research topic fully. The application of quantitative data obtained from secondary sources is supported by pragmatism.  To evaluate current hypotheses and theories regarding the impact of micro-influencers on the preferences of the Fashion industry Among UK Gen Z consumers, this approach is mainly deduced. Secondary data analysis is the technique used, and it focuses on examining data that currently exists from various sources to draw valuable inferences.
[bookmark: _Toc172906583]Data Collection
[bookmark: _Toc172906584]Research Onion on Secondary Data Collection Method
The Research Onion was developed by Saunders et al. (2019) to provide a systematic approach to design research methodologies. It has six layers to represent the steps in the research process. These six layers includes research philosophy, research approach, research strategy, research choices, time horizons, and data collection method. This section will apply the Research Onion framework to the secondary data collection method used in pertinent research.
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Figure 1: Research Onion
Research Philosophy
The outermost layer of the Research Onion denotes research philosophy.  It depicts the worldview of researcher and guide to define the research methodology (Akcam et al., 2019). For this study, the research philosophy is interpretivism. Interpretivism is appropriate for the concerned study as it helps in understanding the experiences of Gen-Z consumers interacting with Zara's social media content. This philosophy helps to present a deeper exploration of how social media influences consumer behaviour within the fashion industry.
[bookmark: _Toc172906585]Research Approach
This study uses an inductive approach. There is a lot of existing literature on social media marketing and consumer behaviour. However, this research aims to understand the new perception specific to Gen-Z consumers and Zara's social media strategies (Wickham, 2019). An inductive approach allows the researcher to develop theories based on the observed themes in the secondary data.
[bookmark: _Toc172906586]Research Strategy
Case study strategy is chosen for this study. The case study approach is effective for exploring contemporary phenomena within their real-life context (Ruggiano and Perry, 2019). The case study strategy helps in deep examination of the specific practices and their impact.
Research Choices
This study would use the mono-method qualitative approach. The strategy will focus on analysing qualitative secondary data to understand the dynamics between Zara's social media content and Gen-Z consumers' behaviour (Wickham, 2019). This choice also supports the interpretivist philosophy and inductive approach of the research.
Time Horizons
A cross-sectional time horizon is adopted for this study. The research analyses data from various sources at a single point in time to evaluate the current influence of Zara's social media strategies on Gen-Z consumers (Wickham, 2019).. This approach is suitable for capturing a snapshot of the present-day interactions and perceptions.
Secondary Data Sources:
Analysis of market research reports and surveys through reliable resources like YouGov, Statista and Mintel Is part of this. The sources provide abundant information about UK Gen Z consumers' brand perception, the impact of social media, and fashion purchasing behaviours.
This research will be focused on social media posts which mention or demonstrate Zara products. This will be done with a particular focus on engagement variables such as likes, comments and shares.
An extensive analysis of various research on social media marketing consumer behaviour and micro-influencers will be conducted. The framework of this study will be framed,  theoretical foundations will be identified, and secondary data analysis will be supported with the help of a review of the available literature (Wickham, 2019).
The student will make use of the thematic data collection and analysis as part of the visa strategy. A range of themes will be developed which will serve as the key data collection instruments (Akcam et al., 2019). Relevant themes will be analysed with the help of relevant and valid data and information from authentic sources will be collected and the themes will be analysed with the help of these.
[bookmark: _Toc172906587]Sampling
The selection of secondary data will depend upon its relevance to the research objectives. To ensure that the data is up to date, market evaluation and surveys will be chosen from credible sources. To ensure that social media posts offer relevant information, journals will be selected based on high engagement metrics and references or illustrations of Mark and Spencer.
[bookmark: _Toc172906588]Justification of Methods
Compared with original data collection, obtaining secondary data takes less time and is more economical. This minimises the need for intensive primary data collection activities by allowing the research to make use of Existing high-quality information.
Large-scale surveys and market reports are examples of secondary data sources that provide a total and extensive data set, which would be challenging to gather the initial research. This collection of information enhances the finding's ability for generalisation. 
Social media analytics offer a pragmatic understanding of the effect of small-scale influencers. The analysis of interaction information and posts on Instagram enables the research to make more relevant and accurate outcomes regarding how influences affect consumer buying habits.
 To guarantee a strong theoretical foundation for the analysis and interpretation of the secondary data, an in-depth evaluation of academic literature ensures that the research is based on pre-existing ideas and concepts.
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[bookmark: _Toc172906590]Overview of fast fashion industry 
An analysis of the fast fashion industry by Gupta and Mahajan (2023), Identifies it as something that is often characterised by huge productions along with huge turnovers in terms of collection. The concept of past fashion derives its name from its ability to rapidly identify the change in fashion and hence come up with products for coping with the change. At the same time, the first fashion industry is often considered one of the most significant trendsetters in terms of fashion. Wang et al.(2021) Consider fast fashion as one of the major abilities of any organisation to move fast from the design concept towards the finished products and then launch them into the market. For the past years, the need and importance of fast fashion have increased greatly and it is also expected to witness more changes in the years to come
[bookmark: _Toc172906591]Micro-influencers and their Role in promoting fast Fashion
It is needless to point out that in an air urban Instagram, have gained significant popularity in the role and the importance of micro-influencers particularly in the case of fast fashion is quite prominent. In most cases, these are the individuals who can connect with the audiences more quickly as well as more authentically (Wickham, 2023). This micro influences in most cases half a proper set of niche consumers whom they prefer to influence with the help of the fashion trends. The increase in authenticity as well as the easy connectivity ability of these micro influencers are often considered as one of the major factors of their impact when it comes to the fast fashion industry.
For the past years, Instagram has indeed witnessed the introduction of a range of micro influencers particularly in the case of the fashion segment. In most cases, these people continuously update their style statements in a way that often motivates their customers to opt for that style a phenomenon that often promotes fast fashion trends.
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One of the major limitations of the research is that since there will be no such collection of primary data hence the current situation of the impact of Micro-influencers will not be a part of this research.
[bookmark: _Toc172906593]Ethical Considerations 
Ethical Issues
Ethical concerns mainly focus on the correct application and interpretation of available data because this research uses secondary data analysis. It is important to ensure that all data sources utilized ethically and lawfully gathered, protecting the rights of the original participants and data collectors (Baldwin et al., 2022). In order to avoid violation of privacy, any private information that could be used to identify a particular individual must also be taken care of.
Confidentiality
 While secondary data usually do not offer direct access to personal information, it is essential to ensure confidentiality when dealing with identifiable data (Baldwin et al., 2022). Within the field of social media analytics, this compromise is the process of masking all user data in order to safeguard the privacy of those who engage with the posts of micro-influencers. The data will be held securely and strictly used for this research, ensuring the confidentiality or misuse of personal information.
Compliance
This research will stick to the ethical standards determined by the University of Wales Trinity Saint David and the applicable regulatory organizations. This involves maintaining the standards of integrity, accountability and gratitude for all those who directly or indirectly have a stake in the research. Additionally, the research will guarantee to add herons to data privacy legislation such as the general data privacy regulation, which quickly governs the utilization and protection of personal information in the United Kingdom and European Union. This ensures that all secondary data used complies with the general data privacy regulation rules, particularly regarding data anonymity and obtaining consent for data usage.
By following these ethical principles, the research will continue to maintain the utmost criteria for ethical integrity, ensuring responsible and accountable utilization of all data.
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	Task
	Start Date
	End Date

	Initial Research
	August 1, 2024
	August 14, 2024

	Data Collection
	August 15, 2024
	August 28, 2024

	Data Analysis
	August 29, 2024
	September 11, 2024

	Writing Draft
	September 12, 2024
	September 18, 2024

	Revisions and Editing
	September 19, 2024
	September 25, 2024

	Final Review and Submission
	September 26, 2024
	October 2, 2024
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Figure 2: Gantt Chart
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 The proposal included above has provided a clear outline as to the ways in which the report will be carried out. The first segment of the proposal is provided with knowledge as to the research aim, objectives as well as the research question that will be investigated. The methodological outline on the other hand provided a clear knowledge as to the methodologies that will be followed. The methodology clearly states that the student will make use of the thematic data collection and analysis techniques. Additionally, the different ethical guidelines that will also be followed while conducting the research have also been outlined in the above segment.
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