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Abstract 
The present research study focuses on the product life cycle in context of the clothing industry: Fabrika in the UK. Fabrika, established in 2016, began as a small, one-person business operating with just a sewing machine at home. Over the years, it has evolved into a fast-paced, high-end garment manufacturing and clothing development studio located in East London. Specializing in both high-end and ready-to-wear apparel, Fabrika offers a comprehensive, one-stop service that transforms design concepts into reality. With a team of highly skilled professionals and a number of expert tailors on-site, the company is equipped to handle all stages of garment creation—from measuring, pattern cutting, and sample making to fittings, alterations, and final delivery. Fabrika’s growth and commitment to excellence have made it a go-to destination for clients seeking quality craftsmanship and tailored service in fashion manufacturing.
 This study implies the ways in which the product life cycle can influence the clothing sector in the UK. The various stages of the product life cycle are discussed in the study. The topic focus on the importance of sustainability in the clothing sector. The data is collected using quantitative data where the primary data is collected using primary data where survey method is selected. The analysis is done using statistical tool where SPSS is conducted. The analysis reveals that there are various challenges and opportunities that can be identified during product life cycle in the UK’s clothing sector. 
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[bookmark: _Toc179139304]Chapter 1: Introduction
[bookmark: _Toc179139305]Background
My reading lead me to believe that Clothing industry  is among the most volatile and saturated industries that function in the global economy. This industry is dynamic because consumers’ tastes, fashion, and technology keep on changing from time to time. It contribute to the development of a life cycle concept according to which the life span of a product at every stage of its existence defines the success or failure of an enterprise (Leng et al., 2020). The ‘product life cycle’ (PLC) is central to analyses of how products change and how firms can optimize profits at each stage.
[bookmark: _Toc179139306]In the context of the clothing industry, the PLC (product life cycle) is specifically intricate because of the subjectivity of fashion trends, culture, and the need to populate our wardrobes with eco-friendly and ethically produced clothing items. Large fashion brand name companies generally have the capabilities as well as the necessary structures that enable them to be in a position to manage the product life cycles of such changes (Gazzola et al., 2020). However, local and small fashion brands have their problems. These brands, emerging from small to medium enterprises that are constrained financially and in human capital, are in the same unforgiving environment as their bigger counterparts but with fewer weapons (Dangelico et al., 2022).
To further emphasise that PLM (product life cycle)  as a concept is crucial to small fashion brands such as Fabrika. Fabrika is a small clothing manufacturer established in London The company is more focused towards small-scale productions for new designer brands along with manufacturing services. This results in low revenue generation with high-quality products delivered by the company to the customers (Fabrika, 2024). In the clothing industry of the UK, the company is known for its fabric like silk which provides high-end finishes such as French seams and pin hems. The company promotes small designers and graduate students who specialise in the clothing and fashion industry. However, the company faces challenges with pricing as the company pricing model is based on early rates such as 25 euros for sewing and 28 euros for part and cutting.
For PLM it can be summarized that, proper management of the brand life cycle can either be a success or a failure. To these businesses, knowledge on how to approach the life cycle of these products; the development stage, the growth stage, the maturity stage and the decline stage is crucial (Jung et al. 2020). Thus, this dissertation aims at identifying the approaches adopted by small fashion brand organizations towards the life cycle of their products and the degree of competitiveness and sustainability the approaches established for the organisations (Hasan, 2022).

Rationale of the Study
This research is informed by the challenges that clothing industry have been facing in managing their products’ life-cycle. As much as there is extensive data and information concerning PLM in large multinational fashion firms in the literature, there is a scarcity of the same in the context of small, local fashion brands. These businesses are always masked by more established competitors, but they are incredibly valuable in terms of the range and depth of the fashion business (Jia et al., 2020).
As a result of this research gap, this study aims at identifying the specific needs and strategies which are appropriate  to Fabrika. It is necessary to analyse the PLC from the perspective of these small players for several reasons. Small brands first can build up a great demand within their localized markets and offer services that large brands cannot venture into. Second, these brands are more often flexible and innovative than other brands; they can be leaders of new trends and initiators of the environmentally friendly attitude toward the manufacture of clothing in the sphere of fashion. Last of all, and perhaps most importantly, as consumers continue to call for sustainable and ethical consumption, small brands stand to lead the charge as long as they can manage their product life cycle (Bae and Yan, 2023).
This research shall be of immense benefit through the analysis of the PLC in Fabrika; it shall help these organisations to not only exist but also to compete in the market. The study could also offer example solutions for the implementation of sustainable practices at every stage of the product life cycle for small brands to adopt and enhance brand image and customer loyalty (Dhir et al. 2021).
[bookmark: _Toc179139307]
Aim, Objectives, and Research Questions
Aim
The purpose of this research is to identify the strategies that can be adopted by the local and small fashion brands such as fabrika with regards to the purpose of this study is to analyse the potential and difficulties of the PLM implementation for these brands.
Objectives
1. To analyse the phases of the product lifecycle about the clothing sector.
2. To determine the strategies used by apparel manufacturers during all stages of the product's lifecycle.
3. To evaluate the opportunities and challenges that come with every phase of the clothing industry's product lifecycle.
4. To investigate case studies of successful and unsuccessful product lifecycle management in the clothing industry.

Research Questions
1. What are the key stages of the product lifecycle in the clothing industry?
2. What marketing and production strategies do clothing companies use at different stages of the product lifecycle?
3. What difficulties do clothing companies face at various points in the product lifecycle?
4. What role does successful product lifecycle management play in the prosperity of the apparel industry?
[bookmark: _Toc179139308]Problem statement 
The clothing industry is very saturated and ever-evolving due to the fast-changing tastes of the consumer, fashion, and innovations. Large fashion brands for their part may have adequate resources and organisational structures to adequately address the changes in the flow of their product life cycles (PLCs), but the same cannot be said of the small and local fashion brands. These small businesses, characterized by financial restraints and a shortage of manpower, cannot operate in the same uncertain market as the larger companies.
Even though PLM is found to be significant in enhancing the chances of success of fashion products, there is little research and guidance on how small fashion brands can best manage their PLCs. This hampers the development of sustainably competitive and growing strategies and models for these brands to meet the growing global demand and sustainability and ethical production values in the fashion business.
It is with this premise that this work aims to fill this gap by identifying the challenges and approaches related to PLM in small and local fashion brands. This study will focus on how these brands can operate in the structure of the PLC to increase their sustainability, competitiveness, and success in the market.
[bookmark: _Toc179139309]Dissertation Outline
Chapter 1: Introduction
This study is organised in a way that starts with a introduction of the theoretical framework of product lifecycle management and ends with a practical examination of the application of the theoretical framework in Fabrika.
Chapter 2: Literature Review
The second chapter of the present research will be devoted to the discussion of the literature concerning the researched issue, that is, PLC with special reference to the clothing industry and, in general, to the notion of product lifecycle. The review will also point out the research limitations particularly in relation to small and local fashion brands.
Chapter 3: Research Methodology
 The justification of the selected methods: survey with the industry practitioners will be outlined in this chapter, and how these methods assist in answering the research questions.
Chapter 4: Data Analysis
The results of the questionnaires conducted shall be used in this chapter to establish commonality and acquire information on PLM in small fashion brands. The following are the research questions: The positions of the brand leaders will be to reflect on how these brands manage each stage of the PLC, and the extent of success of these strategies (Busalim et al. 2022).
Chapter 5: Discussion
In this chapter, the results of the study will be described and analysed in an attempt to explain them in the context of the existing literature. This chapter will also provide the implications of the findings to the small fashion brands and the direction of the future research.
Chapter 6: Conclusion and Recommendations
The final chapter will offer the conclusion of the study as well as the recommendations on how small fashion brands can improve the management of the products’ life cycle. Last but not the least, the chapter of the work will be dedicated to the conclusion of the study, the implications, the limitations of the research and the recommendation for the future study.
[bookmark: _Toc179139310]Summary
Consequently, this research seeks to carry out a research and analysis of the implementation of PLM in clothing industry with more emphasis on small and local fashion brands. Therefore, this research aims at adding knowledge to the existing literature and provide guidance for the small business attempting to compete in this market. The subsequent chapters give more information regarding the theoretical and practical application of the product lifecycle management with a special focus on the clothing industry from the perspective of Fabrika.

[bookmark: _Toc179139311]Chapter 2- Literature Review
[bookmark: _Toc179139312]Introduction
PLM has emerged as one of the strategic directions that assist in managing the challenges of product development more so in organisations that experience changes in consumption patterns like the fashion industry. The fashion industry, in recent years, has been changing and has leaned more towards the sustainable fashion, circular economy and application of technology because of which it is necessary to re-evaluate the PLM strategies. The next part of the literature review presents the more recent examinations of the information, which have been published after 2019 and the analysis of their methodologies, results and contributions.
[bookmark: _Toc179139313]Sustainable Fashion and Product lifecycle management 
Sustainable fashion has thus become a new movement of the last years, as companies try to integrate sustainability into the life cycle of their goods. PLM supports sustainability as pointed by Sandvik and Stubbs (2019) and is orientated towards making the supply chain more transparent and effective. Their specific example of fashion brands proves that enacting good PLM practice results in less wastage, better use of resources – which is sustainable fashion. However, there is a weakness of the case study approach and therefore the results cannot be widely generalized.
[image: sustainable fashion statistics - industry infographic]
[bookmark: _Toc179139286]Figure 1: Demand for sustainable fashion
Source: (Niinimäki et al., 2020)
Niinimäki et al. (2020) also enrich the consideration of the environmental impact of fast fashion to indicate that PLM needs to have sustainable KPIs (key performance indicators) at the stages of a product. As per their review, they have also found positive organisational impacts of sustainability practices in PLM that includes the better brand image and customer satisfaction. However, the study is mainly focused on the large fashion brands, therefore a research question that may be still arising from the study is whether the small and local fashion brands also experience the same challenges in implementing the above practices.

​​Fung et al. (2021) discuss the sustainable product development in the context of the fashion industry based on the supply chain analysis and classification. The study underline the growth of the supply chain’s length in fashion and stress that sustainability should be applied in every link from the material acquisition process to the stage of product disposal. They put forward a model that can be used to classify the structures of supply chain in terms of sustainability. The following are some of the challenges highlighted in the study for instance; the study reveals that there is no transparency and hence suppliers’ relationship management is a challenge to sustainable practices. Consequently, the study’s purpose is to offer a framework that can help fashion companies operate more efficiently in implementing sustainable development processes that can improve both environmental and economic benefits. 

Claxton and Kent (2020) critically concerned with the engagement of designers in the delivery of sustainable fashion design initiatives. According to the authors, designers play the critical role of change makers in the fashion industry since their choices affect the sustainability of the products from the design stage up to the manufacturing stage. The paper discusses a range of sustainable fashion initiatives by fashion designers using sustainable fashion materials, sustainable fashion design, and sustainable fashion communication with the consumer. Claxton and Kent also give attention to the integration of designers with other professionals including manufacturers and retailers in their efforts towards sustainability. Thus, the study implies that by providing the designers with knowledge and resources regarding sustainability enhances the sustainability level of fashion products.

Goworek et al. (2020) explore the sustainability issues with the fashion industry, specifically on clothing life cycle and the product design for clothing durability in the United Kingdom. According to the authors, there are several challenges that exist in the process of attaining sustainability, for example, fashion trends, the consumer and the market that is characterized by speed and cheap rather than quality and durable products. The study calls for a change of the consumers’ perspective in terms of the importance of durability and sustainability of apparels. The authors outline ways of dealing with these challenges for instance implementing the principles of circular economy and raising awareness about sustainable consumption. To overcome these barriers, fashion companies must be able to create products that will successfully satisfy consumers’ needs while at the same time helping in the promotion of sustainability.
[bookmark: _Toc179139314]Circular Economy and Product lifecycle management
This is due to the fact that the fashion industry has embraced the circular economy concept where products are used severally and where the possibility to recycle products is accorded considerable significance. As for the relationship of PLM to circular economy, Gazzola et al. (2020) show that PLM can assist in making material flows more transparent as well as promoting designing for use. The cross-sectional quantitative analysis of the different generations and genders reveal that the younger consumers are likely to embrace circular fashion hence require to be marketed to properly.
In a literature on circular economy in textile and apparel industry Jia et al. (2020) has focused on the need for changing the PLM systems. They state that by the assistance of the PLM, the above goal can be met as it provides the information on the usage of the product, options on end of life and recycling. But in their review, they note that there is still limited research done on the integration of circular economy in PLM systems of SMEs.
[image: An infographic showing how a circular economy works]
[bookmark: _Toc179139287]Figure 2: Circular economy
Source: (Dahiya et al., 2020)
It can be critically analysed in their work, Rusch et al. (2023), examine how digital technology can be employed within the sustainable product management within the circular economy. The authors mention many technologies and digital tools such as IoT, blockchain, big data and sort and analyse how they can enable sustainable actions. This paper also shows how these technologies improve the aspect of circularity by improving on the transparency, traceability and decision-making process in the management of the products. The authors opine that the use of digital solutions is likely to lead to efficiency in resource use, minimisation of wastage, and recycling. They also encourage the actualization of IT in support of sustainability efforts by the commitment of actors.

In the work of Dahiya et al. (2020), the emphasis is on biobased products and their evaluation in the framework of LCA in circular economy and sustainability. The authors are also interested in the potential of biobased materials in substituting the traditional fossil products and therefore reducing the impact of their production on the environment. The article also considers LCA in respect to its importance as a tool that is capable of being used in the assessment of the sustainability of biobased products in the context of resource consumption, emission and waste. The authors also discuss some of the issues that have been raised concerning biobased product systems for example the value chain and the market one. They support the policies and frameworks on bio-based replacements and say that more work has to be done to optimise the production of such products.

Liu et al. (2021) critically evaluates a review on waste biorefinery development from LCA perspective together with a special reference to circular economy. The authors write about waste biorefinery as a new strategy of using waste materials to produce valuable products and thus complete the cyclic process of utilizing resources. The paper assesses the environmental, economic and social returns on biorefineries with a special focus on the role of LCA in evaluating the sustainability of the systems. The authors outline the important factors that are known to affect the performance of waste biorefineries; these include the type of technology, feedstock and market environment. They claim that the insertion of the biorefineries into the waste management chain is capable of enhancing resource recovery and waste minimisation toward the realisation of circular economy.
[bookmark: _Toc179139315]Technology in Product lifecycle management
The critical analysis work of Goworek et al. (2020) aims at exploring the issues concerning sustainability in the fashion business with special emphasis on product development for clothes durability in the UK. The authors outline several challenges to achieving sustainable approaches, such as, trends in fast fashion, consumer consciousness and behaviour that seeks to incorporate cheap and easily replaceable garments and insufficient integration across the chain. The study also focuses on the fact that the prerequisite for creating more sustainable products is to design them for their long life. The authors have suggested a series of sustainability enablers that comprises of stakeholder management, life cycle assessment, and material and process innovation. According to the authors, the outlined challenges can be solved to indicate the ways of developing more sustainable products that both meet the requirements of consumers and benefit environment.

The authors outline the possibilities that blockchain creates in the fashion business in Benstead et al. (2024). The authors of this paper concur with the view that blockchain technology has the capability of enhancing the degree of transparency, accountability and also the traceability of the supply chain practices that are so vital for sustainable development. Consequently, consumers and stakeholders can rely on the information that is stored in the blockchain technology with regard to the origin of a product, the materials used in the production process and the processes that have been followed. The study also presents various examples of the manner in which fashion companies have implemented blockchain solutions in the improvement of their supply chain. Moreover, the authors highlight the challenges and disadvantageous of application of blockchain, such as its costly and its necessity of cross-organisation collaboration. Therefore, the article focuses on the capability of blockchain technology to make change for sustainability in fashion.

Fung et al. (2021) examine SPPs in the fashion industry in terms of supply chain typologies and categorisations. The authors discuss the many layers that characterise supply chains in fashion and the role of sustainability from the acquisition of materials to disposal. They suggest a classification system of supply chain structures according to their sustainability characteristics that will help the fashion companies to define the directions for development. The study also highlights the barriers such as lack of knowledge of sustainable material and poor interaction with suppliers. The authors’ objective of presenting a framework for organisations to follow when designing sustainable products is to assist organisations in making sound decisions with regard to sustainability.
[bookmark: _Toc179139316]Supply Chain Management and Product lifecycle management
Therefore, a good supply chain management is very crucial in the running of PLM in the fashion industry. Perry and Gill (2021) therefore, conduct a literature review to identify the issue with spatial and quantitative representation of sustainably for international networks of fashion supply chain. Their study therefore stress on the right interface of the PLM with supply chain management applications to ensure that sustainable requirements are met throughout the product life cycle. However, they also pose several questions to the supply chain analysis as regards the type of relations between the members of the supply chain, and the way their interests are co-ordinated, especially in the context of an international economy.

Analysing circular economy in the context of the Swedish fashion industry, Brydges (2021) singles out PLM as an enabler. The research also reveals that the Swedish fashion brands have been able to integrate the circular economy in their supply chain management by the help of advanced PLM systems. However, the study also reveals the following research limitations that the practice of sustainable fashion has the opportunity to grow to other areas and small organisations.
[image: a circular diagram with the words supply chain management]
[bookmark: _Toc179139288]Figure 3: Supply chain management
Source: (Talay et al., 2022)  
Conlon (2020) have explained how the PLM evolved from its first version or what you may call the first generation of the PLM, the PLM 1.0 is focusing on managing information which is related to product production, planning and design. to the second generation or integrated and collaborative approach of PLM 2. 0 focusing on integrated and collaborative approaches, which is linked to the entire chain of value, that include consumers, manufactures and supplies. especially in the textile and apparel sector The exports by developing countries to developed countries have recorded a zero growth in the recent past. The author thus finds that PLM 1. 0 mainly focused on the management of information relating to the product design, planning and production. In contrast, PLM 2.0 emphasise the linkages of the whole value chain to the stakeholders and this includes the suppliers, the manufacturers and the consumers. Conlon says that such a shift is necessary for enhancing sustainability in the sector because it leads to better decision making and management of resources along the value chain. This article explains different enablers of this evolution namely cloud solutions and digital twins and also provides examples of organisations that have adopted PLM 2. 0 practices to achieve sustainable development goals.
In the study carried out by Talay et al. (2022), the author focuses on the fashion and textile industry to analyse the effects of asymmetric supply chain relations on the accomplishment of sustainable products. Asymmetric relationships are defined by the authors as the ones between partners, one of which is more powerful than the other, this factor influences the decision-making and cooperation concerning sustainability projects. It is also established in the research study that any disparities can conceivably impair interaction and distribution and ultimately contains fatal obstacles for implementing sustainable practices. In their works, the authors stress the importance of relationship management to improve partnership on sustainable product management within the supply chain. Some of the prospects for enhancing the supply chain narrative include championing of transparency, building trust and ensuring that all actors are involved in the sustainability plan. Understanding the use of supply chain relations in influencing sustainable practices in textile and apparel industry is the focus of this research.

In the article published by Roos et al. (2020), these authors propose a function-based approach towards the life cycle of chemicals in the textile industry in which they encourage the handling of chemical substances according to their life cycle. The authors state that the contemporary practices in chemical management make them focus on the conformity with the legal provisions and the assessment of risks, but the issue of sustainability is not addressed. Their function-based framework will encourage a systems thinking for chemicals and their entire life from mining to dumping. It identifies the concerns of chemical management and its sustainability such as the question of supply chain and the absence of a standard approach to managing chemical. Therefore, the authors demand the integration of sustainability criteria into chemical management, which will enhance safety and eco-friendliness of textiles. Therefore, this study underlines the role of the chemical management in the definition of the sustainability concept.
[bookmark: _Toc179139317]Consumer Behaviour and Product lifecycle management
Based on the foregoing discussion, it can be argued that the understanding of consumers’ behaviour is essential for the effective implementation of PLM in the fashion sector. Chen and Burns (2019) explain about the impact of environmental characteristics of products on the fashion consumption while explaining the use of PLM in respect of characteristics. Their work shows that consumers tend to purchase only those products that they can comprehend and which are associated with clear and unambiguous sustainability communications; it is for this reason that consumer feedback should be incorporated into PLM systems. Nevertheless, it is noteworthy that generalizability of the study’s results should be done with a certain degree of caution because the study was conducted exclusively among New York Fashion Week attendees.
Kong et al. (2020), look at consumers’ perception about sustainable fashion goods using materialism and product characteristics. Based on their insights, it was established that PLM systems have to be responsive to consumers’ preferences and trends. However, the study also reveals a gap in literature regarding the effects of sustainable PLM practice on the behaviour of consumers in the long run.
[bookmark: _Toc179139318]Research Gaps and Future Directions
Thus, as literature discussed in this paper offers at least some information on the application of PLM in fashion firms, several areas of the literature that can be defined as gaps can be identified. First of all, more researches have to be done to attempt to gain a better understanding of the opportunities and threats for a sustainable PLM implementation by SMEs and local fashion brands. Second, it might be more important to devote efforts to more in-depth investigations of how the principles of CE could be applied with respect to the PLM systems, particularly in the case of the SMEs. Third, the authors have acknowledged the fact that up to the current time, there is a lack of literature on the effect of these emerging technologies on PLM in fashion industry and how they could be relevant to certain fashion brands. 
Future research should also consider the dynamic change of consumer behaviour because of the sustainable PLM and the global management of the best practice. Furthermore, there is pressure to do more studies on how analysis of inputs from social media and other consumer feedbacks can be integrated into PLM systems.
[bookmark: _Toc179139319]Summary
As it has been presented in this literature review, there has been significant research on product lifecycle management in fashion with more focus on sustainable fashion, circular economy, technology, supply chain and consumerism. The analysed literature indicates potential in which PLM can be beneficial to sustainable fashion practices, as well as a couple of drawbacks and potentialities of the future studies. Thus, the findings emerging from these gaps may be utilised in subsequent studies to improve the development of improved and more sustainable practices for the fashion industry PLM.


[bookmark: _Toc179139320]Chapter 3: Research Methodology
Introduction
Research methodology is defined as the blueprint that helps to complete the research in a proper manner. It helps to identify the various sources from where the data is collected. These sources help to review and analyse the data or information in detail. This improves the data validity and reliability, and ensuring that the sources of collecting data are accurate and reliable. Research methods support the timely completion of the study making it valid for present and future purposes. 
[bookmark: _Toc179139321]Research Philosophy
[image: Guide to Understanding the Research Onion | 15 Writers]
[bookmark: _Toc179139289]Figure 4: Saunder's Onion Model
Source: (Saunders et al., 2019)
The chosen research philosophy for this study is pragmatism since it is suitable for evaluating the complexities of the PLM concept in the clothing industry, particularly for small and local fashion brands. As a research philosophy, pragmatism stems from the notion that reality is ever-evolving and knowledge must be acquired from practice and outcomes. The approach is relevant since the fashion industry is dynamism, and business approaches must address the changes in customer preferences, innovations, and sustainability issues (Saunders et al., 2019).
Hypothesis, Theory, Testing and Development help to remain free so that he or she can employ several strategies to get a better understanding of the research problem. In this study, the pragmatic approach is applied that enables the use of quantitative research method. This method is important to cope with the multifaceted nature of PLM in the clothing industry since it allows identifying trends based on quantitative data while focusing on human experience of industry specialists (Morgan, 2019).
This research therefore adopts a pragmatic epistemology which implies that the research supports the use of quantitative data exclusively. For instance, a large number of quantitative outcomes may provide an overall understanding of the market situation but does not explain the specificity of the challenges for small brands. In the same way, quantitative data although detailed, it may not offer the generality that is required in applying the findings in other settings. Thus, pragmatism allows for maintaining a more or less equal perspective on the subject matter, while at the same time making research actionable (Kaushik and Walsh, 2019).
[bookmark: _Toc179139322]Research Approach
This study employs a deductive research approach, which is becoming popular as a research paradigm because of the increasing need to explain statistical tendencies and behaviour at individual level (Tashakkori and Teddlie, 2021). This approach entails the use of quantitative research, which affords a comprehensive understanding of the research problem.
Deductive Approach: This measurement aspect of this research work is positivist since the intention is to build and test hypotheses and theories about PLM in the clothing industry. The deductive approach is useful when it comes to guaranteeing that the currently existing PLM frameworks are relevant in the case of the small and local fashion brands. This involves coming up with hypothesis from literature review for instance the theory on the stages in product life cycle and their impact on brand performance. These hypotheses then can be tested statistically with an aim of being in a position to identify any significant pattern and relationship.
However, this aspect of the research is deductive because the analysis is geared towards creating new theories from the data collected from surveys and case studies. This research strategy is important as the usual PLM models cannot capture the issues and solutions needed for small fashion brands because they are distinct from significant fashion brands (Silverman, 2020). For this purpose, the research employs surveys and case studies in order to establish novel trends, patterns, and practices for PLM activities.
The application of these approaches contributes to the further development of the prior and current knowledge as well as the new findings, particularly in the situations where the small and local brands of the fashion industry operate under the other conditions than the large global companies. The use of this method where quantitative data is used is advantageous in that it covers all the aspects of the study and makes the study more contextual (Creswell 2021).
[bookmark: _Toc179139323]Research Strategy
The research method in this study is therefore comprehensive in that it uses questionnaires, as well as case studies in an effort to build a solid data set on PLM best practices within the clothing industry.
· Surveys: Surveys are part of the research methods and they are quantitative whereby data collected is analysed statistically to determine the extent of the prevalence of a given phenomenon. The surveys are conducted among professionals in the clothing industry such as designers, marketers, product managers and supply chain specialists. The questions in the survey are as follows: This way, the survey questions capture aspects of PLM including; The strategies used at each lifecycle stage? The issues faced? And, The perceived effects of these strategies on brand performance? (Bryman, 2021). The survey adopts structured questionnaires that help it achieve some level of standardisation in the response it gets, thus making it easier to analyse the data collected. The survey part of the data also contains Likert scale questions to assess the attitudes and perceptions regarding the PLM practices along with a few more general questions that allow for more quantitative responses.
Such survey data give a general view of how the PLM is being defined and practiced in various segments of the clothing industry. It also proves incomparable for using the hypotheses formulated on the basis of the literature review, such as whether some of the PLM strategies are more beneficial for the small brands than those are for the large brands (Braun and Clarke, 2019).
As additional data gathering instruments, questionnaires in form of surveys with key actors in the clothing industry is conducted. Such stakeholders include the senior managers, designers, and the supply chain coordinators who have first-hand experience working with PLM. This approach of the survey allows for a conversational approach to the entire procedure which ensures that all the areas of concern that have been discussed to be touched while at the same time. This allows for the discovery of other areas of interest in the course of the conversation (Gill et al., 2008). All surveys through the Zoom platform and respondents are given 20 minutes around time for the survey. The survey focuses on respondents practising of PLM the processes of sustainability adoption. The use of technology in managing the PLM and how organisations can effectively manage product life cycle in a dynamic market environment (Kallio et al., 2016).
Hence, the quantitative data to be gathered from the survey provide the detailed information required to understand the small and local fashion brands’ PLM. This data is particularly valuable in identifying such practices and mechanisms that have not been incorporated into the existing body of knowledge (Roulston and Choi, 2018).
· Case Studies: Another method to be used in the research is the survey and cases of the selected small and local fashion brands and case studies of the selected brands. These case studies involve a detailed examination of the practices in PLM that is being employed by these brands and the experience that they have gained from their achievements and failures. The case studies are developed from primary data sources that are in the form of surveys and secondary data in form of company records, magazines, journals, and online resources. In every case study, it is established which ‘procedures worked’ or ‘failed’ to make the PLM strategies successful or otherwise (Yin, 2018). For instance, the study may investigate the impact of the sustainable initiatives implemented by the brand at the various stages of the lifecycle on the market results or how the brand leveraged on technology to optimise the lifecycle management.
The case studies can be the examples of real theoretical PLM models which can describe the main problems and potential of the functioning of the small brands in details. These case studies can also bring out the best practices that could be used by other small brands that are willing to improve on their PLM processes (Harrison et al., 2017).
[bookmark: _Toc179139324]Time Horizon
In this case, the study uses a cross-sectional time horizon whereby data is collected at a given period and not over several years. A cross-sectional study is suitable for this research because the goal is to capture the prevalence of the current PLM practices in the clothing industry, focusing on small and local fashion companies. Cross-sectional research design is adopted since it allows for the assessment of the current state of practices in relation to PLM as the fashion industry continues to evolve (Bryman, 2021).
[bookmark: _Toc179139325]Techniques and Procedures
The data collection and analysis tools used in this research are to capture all the relevant information on the PLM practices in the clothing industry.
Data Collection:
Surveys: The questionnaire is administered to fifty clothing industry employees via the internet. The decision to conduct a survey online is based on the fact that it will be easy to reach many people at once and that the platform can accommodate different question formats such as multiple choices, Likert scale questions, and open-ended questions. A cross-sectional survey design is employed with both closed and open-ended questions, which can enable the use of quantitative data analysis respectively (Bethlehem and Biffignandi, 2012). The survey is constructed in a manner that does not lead to respondent fatigue, yet it is long enough to obtain useful data.
The survey questions are derived from the literature review in line with areas of interest, which include; stages in the product life cycle, effects of sustainability practices, and issues of PLM implementation in small and local fashion brands. The survey also includes questions that would capture demographic data in order to make sure that, the sample used in the study is also a sample of the broader industry (Fowler, 2014).
Survey is conducted using google form since it is easy to use and convenient for the respondents. This is especially so in the current climate where physical interactions may not be possible, and the use of video conferencing tools is an added bonus. All the surveys are taped (with the respondent’s permission). To maintain flexibility in the data collection process, the survey guide is constructed in a way that addresses all the research questions while creating room for emergence of information enduring the course of the survey session (Adams, 2015). The survey is more about getting a better understanding of the respondent’s experience in PLM with an emphasis on the difficulties and possibilities they met.
The survey follows the survey and its questions are more detailed and aim at gaining a better insight into the aspects discussed in the survey which can help to better understand the factors that impact PLM practices in small and local fashion brands. For example, the surveys could discuss how brands meet the sustainable fashion needs when there is pressure on fast fashion, or how brands use technology to better control the lifecycle of the products (Seale, 2018).
Case Studies: The case studies are primarily based on the survey data and are supplemented by the secondary data from the company annual reports, industry magazines and journals. Both the best and worst practices of the brand’s PLM are discussed in detail in each case study. The case studies are postured in a manner that show the major problems and opportunities that these brands have encountered, as well as the insights they have gained about the issues (Hancock and Algozzine, 2016).
As for the implementation of the theoretical PLM models and the reception from the small and local fashion brands, the case studies will be of most use. These case studies will also be useful for other small brands that seek to improve the PLM processes of their firms (Eisenhardt and Graebner, 2021).
Data Analysis:
Quantitative Data: The survey data is analysed with the help of a computer programme which is most popularly known as Statistical Package for Social Sciences (SPSS), because it is a software specifically designed for quantitative analysis. Further quantitative data analysis therefore calls for descriptive and inferential analysis to be conducted on it. The descriptive analysis gives an account of the data to be collected and analysed including the frequency of the PLM practices, perceived benefits by the brands, and challenges that small brands encounter (Field, 2020). This include the use of regression analysis and Analysis of Variance where the results of hypotheses formulated in the literature study section is stated and the nature of the relationship between the variables of interest are revealed (Pallant, 2020).
For example, the analysis can compare the relation for brand performance with a focus on sustainability or whether particular PLM strategies are suitable for small brands or big brands.  The application of SPSS can also assist in making sure that the assessment is thorough and the conclusions made from the research are also statistical. 
The data to be collected from surveys and case studies are in the form of quantitative data and thus the data analysis is carried out with the help of SPSS for Quantitative Research. SPSS is a tool for coding quantitative data which possess functionalities that assist in aggregating data and identifying recurring patterns (Bazeley and Jackson, 2013). The first mode of analysis involves identifying specific codes to classify the survey data and the case study information in terms of the information collected on PLM practices, challenges and opportunities.
The quantitative analysis consists of more context which can complement the numbers and therefore give a better picture of the challenges of PLM in small and local fashion brands. For instance, the analysis may reveal how small brands generate value within the context of scarcity or how they address sustainability differently than the large companies. The use of software helps in ensuring that the quantitative data that is collected and is been analysed well enough to produce accurate results (Saldaña, 2021).
[bookmark: _Toc179139326]Sampling Method
Sample Size and Type:
Based on the survey, the study will have 50 respondents. The sample is selected in a very systematic manner with a special focus on ensuring that all the different sectors within the clothing industry are represented. The survey targets designers, marketers, product managers, and supply chain specialists, and these are the individuals with real-life experiences in PLM.
This is because survey research needs to cover many individuals and thus a sample of 50 is more appropriate as the study requires to delve deeper into the issue with the selected number of respondents. The respondents of the survey are many to provide the results that have statistical significance; however, the number of respondents is sufficient enough to focus on the most significant issues (Saunders et al., 2019).
Sampling Method:
The sampling technique that employed in this study is the Stratified Random Sampling in order to get a sample that comprises of different sectors in the clothing industry. This method operates in a fashion that the population is segmented into different groups; the respondents are then classified according to the organisation they belong to, their position within the organisational structure and other factors, and then one or more reprehensive samples are obtained from each of the groups. In this way of sampling, it will guarantee that not only do we have a good sample size, but we also have big enough sample size that will give glimpse of what PLM entails (Mills & Gay, 2019).
 One of the most significant advantages of the method is that Stratified random sampling can be used in order that all segments of the population are included in the sample of the given study. For instance, it can attempt to divide the sample based on the size of the company and therefore it can incorporate both the small and large brands in the study and compare them (Cohen et al., 2018).
[bookmark: _Toc179139327]Research Ethics
Ethical considerations form a very crucial topic in this research especially given the sensitive nature of data to be gathered. For this, the research will respect the rights of all the respondents and ensure this welfare of respondents is protected in conformity with the set ethical standards.
Informed Consent:
It can then be argued that informed consent is a very significant process in the research process. They will be required to provide written consent, this will be done to ensure that the respondent understands and agrees with the study, the things that will be done to him or her and the rights of persons in the study. This information will be presented and written in simple language to make known the possible involvement, commitment, risk and responsibilities that the respondents are to undergo through (Israel, 2017). All the respondents provide their written consent to participate in the study and they say that they can opt out of the study at any time they wish and without any questions being asked from them.
Confidentiality:
Privacy is a factor that is always of concern in any research endeavour especially when working with sensitive data. Thus, the respondents’ identity and responses will be disguised in the data collected to minimize the possibility of identifying the respondents. This means that they will be stripped off their personal information and instead be assigned number that cannot be used to identify them (Walsham, 2017).
[bookmark: _Toc179139328]Research Limitations
However, despite the overall quantitative approach employed in this study to ascertain the state of PLM practices among the researched small and local fashion brands, there are a few limitations that may be of influence to the research.
Generalizability: Another weakness of this study is the fact that it targeted small and local fashion brands only. These findings are expected to hold great significance for other small businesses within the same industry; however, they may not apply to large-scale, international businesses. These factors reveal that small brands’ issues are different from those of large brands, and strategies that may be useful for small brands are not the same as those for large brands (Creswell, 2021).
Data Integration: The use of quantitative data is always a challenge especially when working with multifaceted and context-oriented phenomena such as PLM. The two forms of data may call for different analytical activities, and the integration of both is always challenging (Denscombe, 2017).
Cross-Sectional Design: The cross-sectional survey design of the study is beneficial in identifying the current state of PLM practices but limits the assessment of change. Therefore, the study may not be reflective of how the PLM practices are dynamic as the environment in which the study was conducted is dynamic, especially for the fashion industry (Bryman, 2021).


[bookmark: _Toc179139329]Summary
In this chapter, the research methodology that is going to be applied in the analysis of PLM practices among the clothing industry especially the SandL (small and local) fashion brands is described. The research method adopted in the study is quantitative research approach because of the pragmatic research philosophy. Through the use of sound methods of data collection and analysis, and by maintaining the highest levels of ethical practice. This study seeks to produce insights that are useful to shape the PLM practice and, in turn, lead to the success of the small fashion brands in a highly competitive market.





[bookmark: _Toc179139330]Chapter 4: Data Analysis
[bookmark: _Toc179139331]Introduction
The objective of this chapter is to report the results of survey conducted among fashion /clothing industry professionals of Fabrika. The results of these findings are discussed with reference to the research questions outlined in the previous chapters on the sample subjects that includes, individual’s engagement in the fashion industry, their experience, effect of rapid product development life cycle process, the effects of e-business, sustainable fashion, and effects of ethical fashion and advanced technology on small and local fashion brands. Additionally, this chapter provides the findings of the cross-tab analysis of the relationship between technological effects on product development and product cycle time, and sustainability and ethical fashion concerns (Almquist, Kvart and Brännström, 2020). 
The data recorded were analysed on an ordinal scale in terms of response where 1 reflected strongly agree, 2 agree, 3 was neutral, 4 disagree and 5 strongly disagree. First of all, the data collected in the course of the questionnaire was characterized quantitatively by the use of frequency counts as well as percentage distributions and then the data collected were analysed visually by the use of bar charts (H. Abu-Bader, 2021). In this chapter, the survey findings and key highlighted trends and insights are described alongside statistical tests, namely Spearman’s rho, used to examine the existence and strength of relationships between survey responses.
Descriptive Statistics and Findings
By the SPSS descriptive statistics feature, the table with survey dataset statistics – number of valid and missing responses for each survey question is as follows:
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[bookmark: _Toc179139290]Figure 5: Dataset Statistics
This means that all 50 respondents completed the survey and answered to all questions of the questionnaires thus no missing values in the dataset. Since the number of respondents who answered the questions correctly is the same for each question, the table contains 50 against each question. In all cases, the number of missing responses is 0. This means that respondents did not skip or leave out any part of any of the questions or fail to answer any of the questions being asked, therefore eliminating any basically need to handle missing data or to treat missing values. As the dataset is full, it increases confidence in the conclusions made from the survey responses as the data is not truncated creating the need to make assumptions on the results.
[bookmark: _Toc179139332]Respondents’ Roles in the Fashion Industry
The first question of the survey was to find out with which aspect of the fashion industry the respondent is associated. The roles were categorized into five main groups: Designer, Marketer, Product Manager, Supply Chain Specialist, and Other. 
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[bookmark: _Toc179139291]Figure 6: Distribution of Roles within the Fashion Industry
The bar chart of these roles reveals that the largest group of respondents, 44% (22 people) chose the Designers, 30% (15 people) chose Other which tally represents a list of various specific roles that do not fit in the mentioned roles except for the Designers. There were 9 marketers indicating 18%, 4 product managers which was 8% and 4 supply chain specialists which was 8%.  These findings indicate that the sample is mostly made of creative workers, for instance designers, and their views on speed of product lifecycle and technologization, especially in the development of products might be influenced by these findings. 
This distribution will give an insight of the profession of the respondents which is crucial for understanding the information they offer on the changing environment in the fashion industry.
[bookmark: _Toc179139333]Experience Levels in the Fashion Industry
The second question aimed at responding about the experience of the respondents in fashion industry. Experience was divided into four ranges: They include: 1–3 years, 4–6 years, 7–10 years and 11+ years old. 
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[bookmark: _Toc179139292]Figure 7: Years of Experience in the Fashion Industry
Regarding the experience level, it is, as shown in the bar chart below, that most respondents (66 employees or 33%) have considered low experience, which ranges from 1 to 3 years. Next, 20% (10 respondents) of respondents have 7–10 years of experience, 8% (4 respondents) have 4–6 years, and only 6% (3 respondents) have 11 or more years of experience.   These results suggest that most of the respondents are still fairly junior in their careers, which may mirror the fact that certain processes within this industry are still evolving, particularly those related to advances in technology or  processes for managing the product life cycle, in which younger performers may simply be more familiar or better able to exploit.
[bookmark: _Toc179139334]Transformation of Product Lifecycle Processes
The survey question asked whether the fashion brands are accelerating the rate of change in making faster product lifecycle processes. This question forms the basis of examining how professionals view actualisation of increased production and delivery schedules within fashion industry. 
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[bookmark: _Toc179139293]Figure 8: Perception of Rapid Transformation in Product Lifecycle Processes
From the above bar chart, it is evident that there is a general agreement that product lifecycle processes are accelerating with 56 percent 28 respondents  agreeing with the statement and 34 percent 17 respondents strongly agreeing with the same. A further 8% (4 respondents) are undecided; 2% (1 respondent) disagrees. These results corroborate a highly consistent professional perception that fashion brands are, indeed, accelerating their process. This may have been pressed by demands for new products and short-fuse fashion, which technologies such as AI and 3D printing are continuously enhancing. 
This is an important discovery since constant demands on new products and shorter fashion cycle puts pressure on fashion brands to deliver products more often with faster periods of obsolescence of fashion trends.
[bookmark: _Toc179139335]Shortened Trend Lifespans
Another question posed to the respondents was if they have such impression that the duration of trends in the industry is comparatively shorter. The responses offer glimpses of the speed at which these trends are embraced, and similarly disposed of. 
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[bookmark: _Toc179139294]Figure 9: Perception of Shortened Trend Lifespan in the Fashion Industry
From the bar chart it is observed that 42% of 50, that is 21 people agreed with trends that have shortened, with 32% (16 out of the fifty) strongly agreeing. The remaining 16% (8 respondents) have no preference, while 10% (5 respondents) do not have a favourable opinion towards it. For the most part, there is a consensus with the notion that trends in the industry now currently come and go in shorter time frames, which is in support with the findings made earlier that indicated process advancement in lifecycle of products. This might be so, probably because it has been impacted by fast fashion coupled with social media and the instant electronic trend through fashion e-commerce.
[bookmark: _Toc179139336]Impact of E-commerce on Rapid Product Launches
Fashion now has benefitted a lot from e-commerce, especially to small and local labels. The respondents were asked for their opinion regarding the accelerated need for the speed of new product introductions caused by e-commerce factor.
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[bookmark: _Toc179139295]Figure 10: Favourability Towards Rapid Product Launches for Small/Local Brands
From the bar chart, the percentage, as well as the actual number of respondents, is indicated: 42% (21) agree and 24% (12) strongly agree that e-commerce has resulted in the need to adopt a rapid product release rate for SMEs/Local fashion entrepreneurs. The other 24% (12 respondents) are indifferent to the concept, 10% (5 respondents) say no to it. Such feedback reveal how small and local brands are expected to act fast and launch their products to meet customer needs especially because e-commerce platforms are more of an immediate business model. Small brands also seem to be in a better place to address these demands because of their small scale production and relatively a more adaptable supply chain.
[bookmark: _Toc179139337]Sustainability Policies in Small vs. Larger Brands
The attention to sustainability has been brought to great concern in the fashion industry and respondents were asked If they agree with the idea that small/local brands are more sensitive to implement sustainability policies compared to large brands. 
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[bookmark: _Toc179139296]Figure 11: Perception of Sustainability Adoption by Small/Local Brands
The bar chart depicts that 60% (30 respondents) agree while 22% (11 respondents) strongly agree that small/local brands are more focused on sustainability. 2 respondents strongly agree, 5 respondents agree, a small percentage of 10% respondents said they are neutral, while 8% respondents disagree. These observations indicate that sustainability is a more significant issue for SBL brands, probably because of the proximity to customers and increasing consumer interest in environmentally friendly products. Of course bigger brands may also encounter more issues when they attempt to implement more quarterly sustainable practices on a much broader scale.
[bookmark: _Toc179139338]Ethical Fashion’s Influence on Product Lifecycle Strategies
To examine the perception of ethical and eco-friendliness in fashion, respondents were further asked if they think these factors have an impact on product/ lifecycle and supply chain decisions in small/ local fashion brands.
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[bookmark: _Toc179139297]Figure 12: Influence of Ethical and Eco-Friendly Fashion on Product Lifecycle Strategies
Based on the bar chart, 50% of the respondents and 24% of the respondents strongly believe that ethical fashion impacts product lifecycle strategies. Another 18% (9 people) are on the neutral, 8% (4 people) are opposed. This research indicates that ethical fashion has played a significant role in small and local brands adopting new practices of production and supply. Sustainability is slowly gaining recognition a necessity rather than a luxury that is, an aspect of the fashion business instead of a trend that is in the trend.
[bookmark: _Toc179139339]Technological Impact on Product Development
Another important question that has to do with the relation of fashion product development was the new technologies including 3D printing and the intelligent algorithms. Respondents were asked whether they think that the above technologies have positive effect on the product development stage of S/L brands. 
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[bookmark: _Toc179139298]Figure 13: Impact of 3D Printing and AI on Product Development for Small/Local Brands
According to the bar chart below, 58 percent or 29 out of 50 of the respondents agree that technology influences product development in a positive way; 26 percent or 13 of the respondents strongly agree. As for the neutrality of reactivity, 8% (4 respondents) of the respondents Is neutral, and 6% (3 respondents) disagree. These findings imply that majority of working professionals recognize the importance of technology in the development of products especially from small and local labels. AI for example aids in efficient and effective design while 3D printing accelerates time to market through creation of real products before production as well as creating diversification of products.
[bookmark: _Toc179139340]Flexibility in Adapting to Consumer Demands
Small/local brands are believed to have a number of competitive strategies, and one of them is the ability to respond to the change easily. Finally, respondents were asked if they support or not the above statement. 
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[bookmark: _Toc179139299]Figure 14: Perception of Flexibility of Small Fashion Brands to Consumer Demands
The results of the study are represented in the bar chart above where 42% (21) of the respondents agree while 12 strongly agree that small brands are more flexible in adapting to consumer demands. 9% are neutral and the remaining 7% disagree. This means that most of the respondents interpret that small brands are more flexible in responding to market transformation because they can quickly adapt to changes in production and supply chains rather than extensive and more formally structured organisations. 
[bookmark: _Toc179139341]Influence of Influencer-driven Fashion Trends
Influencers’ contribution to the sphere has grown more important recently, and, therefore, respondents were asked whether advocates enhance the speed, which small brands need to create and launch new products. 
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[bookmark: _Toc179139300]Figure 15: Influence of Influencer-Driven Trends on Product Development Speed for Small/Local Brands
The bar chart above shows that 58% (29) Partially agree while 24% (12) Partially strongly agree to the statement that Influencers are pushing for faster product development. Another 10%, or five respondents, are in the middle that is neutral, with eight percent or four respondents who disagree. From these results, it is clear that influencers are exerting a large amount of pressure onto small brands regarding the rate at which they work in order to make products that cater directly to the needs of consumers as expressed by influential personalities on social media apps.
[bookmark: _Toc179139342]Correlation Analysis
As a result of the need to examine the nature of the relationships between the major variables that formed the study’s hypotheses more deeply, correlation tests based on Spearman’s rho were carried out. In specific, Spearman’s rho correlation was done, this is a non-parametric research approach which is used to determine the strength and direction of relationship between two ranking variables. Two primary correlations were examined: the correlation between technological effect and speed of product lifecycle, and the correlation between sustainability and influence of ethical fashion.

[bookmark: _Toc179139343]Correlation Between Technological Impact and Product Lifecycle Speed
Variables
· Q3: "Do you believe that technologies like 3D printing and AI have positively impacted product development for small/local brands?"
· Q8: "Do you agree that product lifecycle processes are accelerating due to technological advancements?"
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[bookmark: _Toc179139301]Figure 16: Correlation between Technological Impact and Product Lifecycle Speed
The value of 0.732 also suggest a very high positive correlation between the perceived positive impact of technology in product development as captured by Q3 and the, perceived increase in the speed of product cycle processes as reflected in Q8. 
While respondents show the emerging consensus regarding the role of technology (such as 3D, AI) in influencing the positive change in new product development, more respondents indicate the willingness to admit that the processes of product lifecycles are being expedited. In practice, this implies that individuals operating in the capacity of fashion professionals feel that technology impacts the duration of the processes that are intrinsic in getting a certain product to market, from concept to design to manufacturing and ultimately sales.
The correlation coefficient has been found to be statistically significant at 0.01 levels which give less than one percent chance that the correlation coefficient is not related to chance. This supports your reliability of your conclusion that firstly, technology is correlated tightly with the improved product lifecycle processes. 
The significant positive relationship, therefore, indicates that technology is instrumental in enabling the speedy and efficient development of products for most emerging small and local brands. It may be because tools such as AI assist in design choices to some degree by either being implemented or automated or because 3D printing manages to speed up the process of prototyping and manufacturing. Therefore, the entire duration between the invention and marketing of a product is condensed thus being able to produce faster in response to trends or consumers demands.
[bookmark: _Toc179139344]Correlation Between Sustainability and Ethical Fashion Influences
Variables
· Q6: "Do you agree that small/local fashion brands are more attentive to adopting sustainability policies compared to larger brands?"
· Q7: "Do you agree that ethical fashion is influencing product lifecycle strategies and supply chain management in small/local fashion brands?"
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[bookmark: _Toc179139302]Figure 17: Correlation Between Sustainability and Ethical Fashion Influences
It suggests that 0.528 is quite decent positive association of the consolidated respondents’ views concerning the adoption of sustainability policies by small/local brands (Q6) with ethical fashion influencing their product life cycle (Q7). The respondents that perceive that the small brands have a high level of sustainability are also likely to support the notion that ethical fashion impacts the product life cycle and supply chain. In other words, there is a positive correlation between the attitude to small/local brands’ ethical stand about sustainability on the one hand and the notion of these ethical considerations as engaging in the formulation of these brands’ strategies and processes of product development, manufacturing and delivery on the other.
The correlation is positive and is equal to 0.5, which is significant at the 0.05 level, indicating less probability that results from this research are due to chance. This can go some way towards proving that there is a certain amount of substance to the relationship shared between these two variables. They provided evidence that when small or local brands are especially concerned with sustainability, such brands are likely to incorporate ethical activities in the product life cycle and supply chain. There are many issues that might be important for a company at a given period including the use of environmentally friendly material or in production to reducing wastage or practicing fair labour when getting their products out. The moderate positive correlation suggests that the more a brand is keen on sustainability, the more they are likely to consider ethical issues as part of a broader business strategy.
[bookmark: _Toc179139345]Practical Implications of the Correlation Analysis
· Technological Integration: Small brands must go on embracing and adopting such innovative technologies as AI and 3D printing because they deal not only with productivity but also with constant market evolution (Wang et al., 2021). They help brands to come up with easier designs, minimize on costs and the manufacturing process to meet consumers demands.
· Ethical Practices and Sustainability: Sustainability must be made part of the fundamental values of small / local brands and help consumers and small brands to create a positive influence on their operations. Sourcing, fair labor practices, delivery and packaging are also an ideal area where designs can differentiate from the rest where sustainability is fast becoming paramount among conscientious customers (Peters and Simaens, 2020). 
The correlation results of both analyses also underscore the need for strategic choices in technology and ethics in today’s fashion industry.
[bookmark: _Toc179139346]Summary
The findings of the study summarise the expert opinions on how technological advancements, sustainable fashion and ethical fashion influence the sector. The exploratory descriptive statistics showcasing elevate that sharing product lifecycle processes and shortened trend life cycle dazing, as well as that reveals the advancing presentation of e-commerce. The correlation tests reinforce the strong correlations between technological effects and the speed of the lifecycle, along with the links between sustainability and aspects of ethical fashion. These findings lay down a good basis for the subsequent chapter whereby the results will be allied with existing research and the Repercussions for small and local fashion brand explored.


[bookmark: _Toc179139347]Chapter 5 – Discussion
The discussion chapter is the central chapter of this study as it ties the results of the analysis to the research questions and demonstrates how such findings fit into the context of the fashion industry. Through this analysis, we aim to answer the four key research questions: the description of the major stages of the clothing product life cycle, the marketing and production tactics that may be employed at these stages, the various issues that apparel firms encounter at these phases, and the importance of managing the apparel product life cycle successfully in the apparel industry. The present discussion will also look at if the findings conformed to the literature review, if there were unseen findings, and what confining influences might have affected the study.
[bookmark: _Toc179139348]Stages of the Product Lifecycle in the Clothing Industry
The results of the survey freed information about how the fashion industry elaborate the existing product life-cycle stages within the context of a high-level competition environment. A high percentage of respondents composed their answers to the statement that the fashion industry is experiencing rapid change for the speed of product lifecycles. In particular, 34% of the respondents strongly agreed with the statement, and 56% somewhat agreed with the statement that fashion brands are transforming faster. This alone should be enough evidence to support the notion that in today’s world, the stages in a product’s cycle – introduction, growth, maturity, decline are shorter, thus executives must adapt at a faster pace, no matter the field. 
Traditionally, the product lifecycle includes five stages: new, growth, expansion, maturity, shake-out, and decline. But the auspices of fast fashion changed this transit. The high percentage of respondents approving the faster transformation indicates that both the introduction and the growth stages are being Construed, and product saturation and decline come in a very close order. This fits with the contemporary fashion system that has the switching cycle of the new designs nearer to the ground since clients’ preferences are always shifting (Almquist et al., 2020).
This acceleration is also obvious in the answers to the question on the fast cycle time of fashion products, in particular 32% of the respondents strongly agreed and 42% agreed with the statement that trends are moving faster through the product cycles. The increase in product life cycle velocities and the short product life cycle further suggest a new model that is driven by external factors including technology, customers and markets. 
In this new structure, brand are being pressured to constantly launch new products and the time which it takes for a newly introduced product to start declining is much shorter. Thus, brands find themselves in a situation where they are caught between sustaining innovation as a process and at the same time serving customers’ demand as growth rather cheap and new products. This dynamic explains why there is an accelerated frequency with which products transition from one phase of their lifecycle to another (Claxton and Kent, 2020). 
The correlational analysis of the technological effect and the speed of the product life cycle (Q3, Q8) supports this consideration as well. The level of association revealed in the research is rather high (ρ =.369, p <.01) – respondents do acknowledge direct dependence of technology like AI or 3D printing on efficient management and acceleration of processes related to product lifecycle. Such aspects as AI design tools and auto-making production line tools have thus become convenient tools that help firms to speed up in the offering and making of new brands especially for the emerging brands.
[bookmark: _Toc179139349]Marketing and Production Strategies at Different Stages of the Product Lifecycle
A change in marketing and production procedures within various stages has also been caused by a shift towards making lifecycle processes faster. The field survey also showed that firms are employing a more vicious marketing approach right from the introduction and growth stages of the product lifecycle. The respondents were measured to gauge the extent of this shift where 42% agreed and 24% strongly agreed that ‘due to e-commerce, products, particularly those by small or local brands, now require faster development’.
In the introduction stage, which small and local brands are more likely to be involved in, e-commerce allow these producers to access additional customers without requisite fixed costs of e-stores. Marketing communication is progressively targeting the use of the online platforms that already encompass influencers, social media platforms, and other publicity tools aimed at creating hasty awareness and demand. This was also confirmed in the answers as 58% of respondents stated that through influencer marketing, trends are contributing to increasing the pace at which small local brands need to innovate and launch new products. Currently, brands are heavily investing in using social media influencers in creating awareness of their products, the growth stage of the product life cycle (Elf et al., 2022). 
Concerning the production strategies, it has become apparent that those small brands who have adopted the newer technologies as 3D printing and application of Artificial Intelligence in product development exhibit a tendency of carrying out modifications with more efficiency. When provoked to respond to the impact of 3D printing and AI on the product development aspects, 58 percent of the respondents shared their views on the positive impression of the technologies on the product development stages. Not only do these technologies cut down the time taken to produce a prototype but they also allow brands to give consumers their desired products even where production is not large scale. The importance of this relationship between technology and faster product lifecycle processes was established by the correlation results, as this identified how these tools affected time delays that were associated with product development and delivery. 
Additionally, the adoption of environmentally and sustainably responsible measures in different life cycle phases particularly manufacturing has been observed to increase. This trend was as documented in the correlation analysis between the sustainability policies and the ethical fashion factors (Q6 and Q7). As indicated by the foregoing coefficient (ρ =.327, p <.05), the findings confirm that sustainability initiatives, especially by the small brands, have become mainstream as part of the brands’ strategic agendas, including production processes and supply chain management. Consumers expect brands to act in an ethical and sustainable manner and brands are adapting cultural values for their marketing efforts with the use of ethical perceptions making them distinguish themselves from the rest of the brands in the market (Fung et al., 2021).
[bookmark: _Toc179139350]Challenges Faced by Clothing Companies in the Product Lifecycle
While some of the implications of an accelerated product lifecycle are beneficial, often the different stages of production and marketing are problematic. The survey identified one of the major issues which is the fact that more localized and smaller brands must constantly change to meet the needs and expectations of consumers: 42% of respondents concurred with the argument that more localized brands are more adaptive to change while 18% were neutral or disagreed with the statement which may well indicate that being able to adapt is actually a struggle for such brands. 
Unfortunately, one of the key challenges regarded appropriate speed vs quality control. The great frequency of the turnover of trends and the market pressure set by requiring quick development of product collections, leaves small brand to sacrifice quality and sustainability. This is even harder for those brands that are still beginning with sustainable production since, in most cases, the ethical and environmentally friendly solutions are even more time and investment-consuming than the traditional ones. This became one of the issues where brands are facing the challenge of providing the quality products especially the sustainable products while at the same time catering for the market which is moving at a higher speed (Singh et al., 2019).
Other important issues are supply chain management. Such conditions of increasing the speed of production put lot of pressure on supply chain networks to operate faster. The survey revealed that 24% of the respondents strongly agreed and 50% agreed that ethical fashion is gradually becoming a considering factor in the product lifecycle decisions and the supply chain management of products. This implies that while the market continues to address the need for change towards a sustainable supply chain several challenges come with this change which acts as a bottleneck in adoption of the change for organisations especially the small brands.
The next difficulty is related to the impact of e-commerce and the world economy. E-business helps brands target new consumers but at the same time puts pressure on brands as consumers’ choice becomes diversified. It can be a real challenge for small brands because, in many cases, they cannot overcome the competition of similar, well-developed brands that have more resources in terms of marketing, production, and logistic (Gazzola et al., 2020). 
This has also brought in new challenges in that influencer driven trends in fashion are now a thing. Some of the benefits of working with influencers include increasing the brand’s legitimacy and reach but using the platforms may be problematic due to the fast-changing trends. Small brands however can fall short of providing adequate capital investment and skilled workforce to meet new development and shorter time intervals needed to adapt to the ever demanding and competitive market.
[bookmark: _Toc179139351]Role of Successful Product Lifecycle Management in the Apparel Industry
Product lifecycle is crucial as far as fashion brands are concerned due to the pressures arising from factors such as speed, innovation and sustainability that are prevailing in the fashion market. The state of PLM challenges also reflects in the survey results – the following year is expected to show that small and local brands become more adaptive to the management techniques and tools, including the increased use of innovations and the focus on environmentally friendly production solutions (Goworek et al., 2020). 
The correlation between technological impact and the lifecycle speed of the product (Q3 and Q8) proves the necessity to implement technologies such as AI and 3D printing into the PLM environment. These technologies let brands shorten their time to market, improve efficiency and deliver products with specific differentiation, which the mass market requires. By implementing these tools, small brands are not only able to work faster and increase the resulting product quality and product novelty, which, in turn, increases competitive advantages and business performance. 
It is also suggested that sustainability and ethical factors are among the factors most critical for proper PLM implementation. The existence of a strong relationship between sustainability policies and ethical fashion preferences (Q6 and Q7) shows that more brands understand the significance of including these values into their lifecycle. People are paying attention to the social and ecological costs that accompany their consumption, the firms that are willing to show their environmental responsibility will attract more customers and make a higher revenue. 
However, to be more precise, PLM, as the management of product attributes, must be aligned with consumer demand and the ability to adjust to shifting preferences rapidly. By analyzing the survey responses, it is clear that small brands are accepted with more leniency and flexibility as compared to large brands and they are also more able to adapt to consumer needs which plays a big role in an ever-changing market. But it should be remembered that this lack of structure need not imply that there is no planning and appropriate long-term vision in the process (Jia et al., 2020). As has been postulated, those brands that are able to engage with both short cycles of trends and have a good capacity for longer term strategic thinking about sustainability and environmental impact have the best prospects for success in the contemporary fashion system. 
In conclusion, the findings of the survey as presented throw light at the centrality carried out efficient PLM in the growth of the apparel industry. Superimposed on a fast-paced product development cycle, it is imperative for brand leaders to be able to adapt within these environments, address new technologies, incorporate sustainable measures, and quickly change within evolving consumer trends. However, the obstacles of PLM implementation, mainly feasible for small and local labels, should not be overlooked. It is essential to bear it in mind that every brand needs a constant innovation owing to the increased competition; therefore those companies that shall continually manage their product life cycle processes shall only stand the best chance in fashion industry (Luján-Ornelas et al., 2020).
[bookmark: _Toc179139352]Consistency with Theories and Literature
The results of the current study support hypotheses and models explored in the literature analysis section to a great extent. The rate of change of product life cycle formed by fast fashion and extravagant promotion corresponds to previous studies that described the fashion lifecycle to be getting faster. Likewise, the incorporation of sustainability for the product lifecycle management strategies reflects current trends in the fashion sector where organisations are on the receiving end for their environmental management strategies (Peters and Simaens, 2020). 
The study also gives credence to the belief that technology especially the use of AI and 3D printing is revolutionising the product development process (Silva et al., 2019). This finding is in line with the current literature that posits that these technologies are transforming how brands develop, create and communicate with their brands. 
However, one surprising discovery was a considerable pressure exerted by the phenomenon of influencers (Q10). The literature reveals that social media plays a role on fashion trends within the populace but the frequency within which these trends require products to be designed, produced and marketed was not foreseen. This indicates that a culture of influencer marketing is exerting deeper influence over PLM than anticipated, especially on emerging brands (Thorisdottir and Johannsdottir, 2019).
[bookmark: _Toc179139353]Limitations of the Study
However, there are some concerns that the study had that might have affected the results despite its contribution to fashion industry’s product life cycle. First, a convenience sample of 50 respondents sufficiently powers the analysis in the current exploratory research study but restricts external validity. If you used a greater number of subjects and a greater range of subjects, you would get a broader look at the industry in question. Finally, it was cross-sectional survey, therefore, the use of self-reported measure might have posed a bias in that one might overemphasize or underestimate given factors due to experience (de Aguiar Hugo, et al., 2021). 
Furthermore, actual research was conducted on small and local brands, which can exuberate the fact that large and international brands face different problems, and adopt different approaches. The study may be further extended to sample more firms, including the niche brands and mega firms to cover a broader area within the industry. 
Finally, concerning the discussion of the technology and sustainability in PLM life cycle, the study did not focus much on other aspects that can also be influential in PLM including the consumer behaviour and competition, financial limitations among others (Jia et al., 2020). Future research could incorporate these variables into the model to give a more enriched perspective of the factors which might impact on successful product life cycle management in the fashion context.
Therefore, this discussion has offered an elaborate analysis of the data gathered in this study to respond to the four research questions in addressing the product lifecycle in the fashion industry. It is seen that the industry has rapidly evolved over the recent years through the effects of technology, sustainability, and activities of digital marketing and social media. However, small and local brands struggle with fast product life-cycle changes and increased demand for sustainable products and the influence of key opinion leaders. Product lifecycle management is therefore the cornerstone for success of apparel brands and that the firms that adapt technology, sustainability and market responsiveness, are likely to be sustainable in the ever dynamic fashion industry.


[bookmark: _Toc179139355]Chapter 6 - Conclusion
The nature and management of product lifecycle was reviewed in this research with the emphasis on  Fabrika clothing company that is one of the small/ local clothing companies. Due to continuous development and a faster rate of change in the industry, the survey with 50 respondents will reveal how these brands respond to the current and future cycles in the fashion industry. This research built on four main research questions that served as pointers to key ideas and questions concerning product lifecycle management. The following sections of the paper shall provide a breakdown of each research question, findings that have been made, the further practical implications, the future recommendations, and conclusions that could be made based on the analysis.
[bookmark: _Toc179139356]Key Findings
Key Stages of the Product Lifecycle in the Clothing Industry
The breakdown of the concentration also proved that though the conventional phases of the product life cycle to include introduction, growth, maturity, saturation and decline are still valid, the time span involved has shorten tremendously in the clothing industry (Niinimäki et al., 2020). Another interesting observation from the survey was a general feeling that change is accelerating and is bending the needle on how brands start planning for product launches. 
Based on the findings of the current study and compared to the earlier studies, the current flow of the life-cycle, especially to growth from the introduction stage has been considerably compressed and the phases sometimes overlap. The maturity and saturation stages are also compressed giving the disastrous state where products gain their mature status in a short time frame and quickly get into their decline. This calls for constant and dynamic changes in the market as brands need to keep up with the change to consumers’ preferences. 
Further, the development of e-Commerce and social media platforms has changed the value lifecycle because brands can experiment with options and improve their products and services at an incredible pace. This landscape increases pressure on brands to deliver at speed while not sacrificing quality as the pace and cycle time in getting consumers to pay attention and then consistently engage are critical business imperatives (Singh et al., 2019).
Marketing and Production Strategies
The findings of the analysed marketing and production strategies indicate significant changes in the behaviour of clothing brands on the market. The respondents stressed that digital marketing and social media were the most significant promotion strategies in their promotional mix during the product introduction and growth phases of the product life cycle. Influencer marketing has come out as one of the most effective strategies that are used in the marketing of products with the aim of creating awareness for new products. 
SMEs and regional brands have taken advantage of these digital channels to create awareness of their products without requiring vast amounts of money to spend on conventional promotion media. The survey also showed how these brands have also benefited by extending their operations through e-commerce and the reach that this type of business requires in the current market. 
Specifically, in the broadcasting procedure and productivity plan, the research found out that brands have more and more relied on the innovative technology like the Artificial Intelligence, 3D Printing and automation. Computer-aided design allows for quicker prototyping, shortens product development cycles which is vital for satisfying consumer’s desire for more individualized products (Wang et al., 2021). 
Moreover, if the strategy of sustainable development has become a popular trend in the clothing industry, the same idea is changing production concepts. There has been increase use of environmentally friendly materials and practices including pressure from consumers and laws. The survey analysis of correlation results highlights a positive association between the effectiveness of the sustainability practices and the proportion of positive consumer perception which stresses the importance of embracing ethical right the considerations to be as follows: sustainability practices when undertaking production processes.
Difficulties Faced by Clothing Companies
However, as implied by the research, the opportunities of change present a number of challenges for small and local brands at one stage or another of the product life cycle. The first and probably one of the most well-known challenges is the speed/quality challenge. This pressure has forced brands to launch products very fast since trends are fast changing which results in compromising with the quality needed with reference to sustainability.
Of all the factors, supply chain management became a critical issue among brands during the outbreak, including those smaller brands that may have inadequate capital to address the changing supply chain issues. Survey results also revealed challenges in finding sustainable inputs and the challenge of correct labour practices; such factors are important to uphold brand reputation in a market where consumers demand accountability (Singh et al., 2019).
Another challenge connected with competition in e-commerce is inherent in the listed competitive environment; the more brands, the higher a level of competition people face. As the appeal of social media as a medium increase, so does the amount of competition within a market which makes it much harder to stand out. In the survey it was observed that many small brands are still struggling to stand out from the competitions especially when conducting their influencer marketing as the trends change quickly and it is very hard to know what consumers will prefer. 
Last but not the least, due to the increasing pressure to employ sustainability in brands, there are increased challenges. Although everybody agrees today with the need for sustainability, the economical and pragmatic part of it looks like a Herculean task for smaller players or organisations that may not necessarily have large margins or access to corporate profit pools to finance such changes (de Aguiar Hugo et al., 2021).
Role of Successful Product Lifecycle Management
It is especially critical for existing clothing brands to agree upon an effective PLM definition in today’s competitive and quickly evolving world. The research data thus support the proposition that firms who incorporate flexibility and innovation to their PLM strategies are more apt to succeed. Effective management of PLM also depends not only on proper treatment of the identified stages but also on the constant and steadfast progress, as well as improvement of the process. 
The relationship between technological impact and product life cycle speed proves a central message that technology is a strategic asset that enables brands reduce time to market. Technologies that include AI and 3D printing allow brands to adapt to changes in market demands more efficiently, bring down lead times and overall costs of production (Silva et al., 2019). Such agility is especially helpful in a competitive environment to counter the established giant players by small brands.
Second, sustainability is becoming more imperative to PLM than ever before, which is part of what makes it so critical an element of the discipline. Consumers are not only getting what they want in terms of ethical and sustainability from brands, but those brands are also forming better customer relationships and having better images in the eyes of the consumers. This means that companies that have sustainability strategies are seen to do better in the long run in the apparels and retailers’ industry since more and more people want to support brands that reflect their values. 
In fact, it can be safely stated that basic consumer psychology and market trends are equally important prerequisites of PLM. As it has been seen from the survey outcomes, growing fashion brands which are more flexible and adaptable to the concerns of the customers seem to manage through the dynamics of the fashion industry more competently. Nevertheless, it is important to mention that this sort of flexibility requires clear planning and constant investments in the market research to be able to predict fluctuations in customers’ preferences (Ahmad et al., 2020).
[bookmark: _Toc179139357]Implications for Industry Practice
Discussed findings of this research hold practical implications for practitioners and specifically for the clothing industry’s small and local brands. Thus, there is a pronounced need for brands to embrace new technologies and different ways of marketing in this industry.
1. Investment in Technology: Brand should therefore focus major resources in technology investment that could improve on their manufacturing and promoting capabilities. The tools like AI and automation must be adopted not only to make the business more efficient, that itself means that it will be able to provide a response to the market and consumers’ demands faster (Wang et al., 2021).
2. Sustainability as a Core Strategy: Sustainability should become an inherent part of the central business model of clothing brands (Claxton and Kent, 2020). Hence, by implementing the green solutions brands can act in compliance with the legislation standards and at the same time satisfy the buying public that looks forward to environmentally responsible production.
3. Enhancing Supply Chain Management: It is crucial for small brands to establish proper SCM policies to optimise operations in relation to sourcing and manufacturing. Partnering with ethical suppliers can help in products’ legitimization as well as building up clients’ trust to a company.
4. Effective Use of Digital Marketing: Brands should make the best use of the digital marketing to ensure that they have established themselves so that they can reach out to the customers efficiently. By properly branding your products, you can either incorporate partnerships with influencers or effectively use social media to reach your consumers (Ahmad et al., 2020).
5. Continuous Consumer Engagement: It is therefore important for businesses to continually engage their consumers in conversations in order to know their expectations with a view of aligning their continued production to meet the consumer expectations. This is because those brands involved in asking their consumers opinion and engaging with the consumer are in a better position to adapt to change.
[bookmark: _Toc179139358]Recommendations for Future Research
The findings of this study have some implications although this study has made some contribution towards the advancement of knowledge, there are some areas that should further improve the understanding of the product lifecycle management in the clothing industry.
1. Longitudinal Studies: Further research may use longitudinal research designs to analyse the changes in the approaches to managing product lifecycles within industries. This would give a better understanding of how brands evolve to fit the ever changing market environment.
2. Comparative Analysis: Comparing Small and Large fashion brands may bring more light in the how they employ PLM and issues facing each category (Luján-Ornelas et al., 2020). Open strategies of large brands might be useful to know for new competitors.
3. Impact of Social Media Trends: Exploring the effects of social media on trend cycles and consumer behaviour might help to gain a greater understanding of how exactly trends might be used as a promotional tool on social media.
4. Exploration of Global Supply Chains: The research may be expanded in the future to consider the consequences of global networks and sourcing on sustainability and ethics in the garment business (Fung et al., 2021). This paper aims at analysing how brands manage these issues and the findings will help in improving on supply chain management.
5. Consumer Behaviour Studies: Some researches should concern consumer perception of sustainability and ethical fashion to provide useful information on how brands can meet the expectations of consumers.
[bookmark: _Toc179139359]Final Thoughts
In conclusion, this research highlights the complexities and challenges of product lifecycle management in the clothing industry: Fabrika, particularly for small and local brands. While these brands face unique hurdles, they also have significant opportunities to leverage technology, sustainability, and consumer engagement to thrive in a rapidly evolving market. By adopting effective PLM strategies, prioritizing sustainability, and utilizing innovative marketing approaches, small and local fashion brands can not only navigate the challenges of the modern fashion landscape but also build a foundation for long-term success.
Through ongoing adaptation and responsiveness to consumer preferences, these brands can emerge as leaders in the industry, championing ethical practices and driving positive change in the fashion ecosystem. The journey toward successful product lifecycle management is continuous, requiring brands to remain vigilant, innovative, and committed to meeting the evolving needs of consumers and the planet.
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Appendix 1.
1. What is your role within the fashion industry?  
Designer
Marketer
Product Manager
Supply chain specialist
Other
2. How many years of experience do you have in the field?
1-3 years
4-6 years
7-10 years
11 years or more
3. Do you agree that fashion brands are rapidly transforming faster product lifecycle processes?
Strongly agree
Agree
Neutral
Disagree
Strongly disagree
4. Do you agree that the lifespan of trend’s have shortened within the industry? 
Strongly agree
Agree
Neutral
Disagree
Strongly disagree
5. What is your degree of favourability towards the accelerated need for rapid product launches for small/local fashion brands due to the emergence of e-commerce?
Strongly agree
Agree
Neutral
Disagree
Strongly disagree
6. Do you believe that small/local brands are more attentive towards adoption of prominent sustainability policies in product lifecycles as compared to larger brands? 
Strongly agree
Agree
Neutral
Disagree
Strongly disagree
7. Do you agree that ethical and eco-friendly fashion is influencing product lifecycle strategies as well as supply chain management for local/small fashion brands?
Strongly agree
Agree
Neutral
Disagree
Strongly disagree
8. In your experience, do you agree that the newer technologies such as 3D printing software and AI have a positive impact on product development stage of small/local brands?
Strongly agree
Agree
Neutral
Disagree
Strongly disagree
9. Do you agree that small fashion brands are more flexible to the changing demands of the consumer and trends as introduced in the market?
Strongly agree
Agree
Neutral
Disagree
Strongly disagree
10. Do you agree that the rise of influencer-driven fashion trends have enhanced the speed at which local/small brands must develop and release new products?
Strongly agree
Agree
Neutral
Disagree
Strongly disagree


Appendix 2: Participation Consent Form           

 University of Wales Trinity Saint David (c
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	Participant Identification Number:
	

	PARTICIPATION CONSENT FORM
(for researcher to fill)

	Project Title: 

	Name of Researcher: Vaishali Vaishali
	Name of Supervisor: Mr. Amare Desta 

	Email of Researcher: 2313217@student.uwtsd.ac.uk

	Aim of Research: Evaluating of the Trends of the Product Lifecycle Process Within the Clothing Industry.



	(for participant to fill)
	YES
	NO

	1
	I confirm that I have read and understood the information sheet dated _________ for the above study. 
	
	

	2
	I understand there are no material benefits for participating.
	
	

	2
	I have had the opportunity to consider the information, ask questions and have had these answered satisfactorily.
	
	

	3
	I understand that my participation is voluntary and that I am free to withdraw at any time, without giving any reason.
	
	

	4
	I understand that any information given by me may be used in future reports, articles or presentations by the researcher.
	
	

	5
	I consent for my name and title to be used within this study.
	
	

	
	Where applicable, I understand that my details will not be anonymous.
	
	

	6
	I agree to be recorded (audio and/or audio-visual video).
	
	

	7
	I agree to take part in the above study.
	
	

	Researcher’s Name (Print)
	
	Signature
	
	Date
	

	Participant’s Name (Print)

	
	Signature
	
	Date
	



	You may decline to participate in this study. You may end your participation in this study at any time. All data generated from this or any interview will remain confidential. For more information, please view the university’s Research and Data Management Policy.

When completed please email a copy to the below address to be kept on the file of the researcher and retain a copy for yourself.

Subject Title: [NAME OF PARTICIPANT] – Participant Consent Form
Email: _________@student.uwtsd.ac.uk
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