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Abstract
This research has been characterised by the research question of sustainability in the luxury market. For the effective conduction of the research, Sarah Haran, a designer handbag producer and seller has been taken into consideration. The entire research has been segmented into six chapters with each following their unique set of structured patterns. Overall the research, aims to develop and identify the attributes associated with the organisation for the identification of sustainability in the market. A three themed bases literature review has been associated with the research with a five structured question for the conduction of the quantitative analysis. Based on the research, a total of six outcomes have been identified. Some of them includes inclusion of customer needs to plan and understand sustainability.
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[bookmark: _Toc14410140]Chapter 1: Introduction
Introduction
Sustainability in terms of luxury products are observed on four major criterions. People purchase expensive luxury items considering the practicality, durability, likeability and utility of the products (Yang et al., 2018). Luxury brands develop their products that are intended for the target customer section considering these four factors that would help them to achieve sales and profits. Sustainability is a major factor that customers consider when investing in making a purchase from a designer luxury brand. It is essential for the product a customer invests in to provide with effective durability and value for money. The following study is conducted on the sustainability of handbags designed and sold by Sarah Haran in the high street fashion market of UK. 
1.1 What is the issue?
The development of global issues and environmental concern of the customers, it has become necessary for luxury fashion brands to adjust their business practices as per the market demands. The need to develop products that are cost effective, profitable and sustainable in the environment as well as for the customer enables the fashion brands to gain competitive advantage in the market scenario. The growth of sustainable options for customers in the fashion industry for expensive yet impractical and unsustainable products have increased the competition for luxury brands to design better products that are as per the target’s desires (Lo and Ha-Brookshire, 2018). 
1.2 Why is the issue?
The issue of sustainability for luxury brands exist due to the constant changing desires of the customers in the fashion industry and the growing competition from alternate brands. The luxury brands need to develop their products in order to achieve necessary competitive advantage in the market scenario of high street fashion. Since the high-end brands selling luxury products already possess a limited customer group due to the expensive nature of their pricing strategy, the brands need to consider the sustainability of their products in order to retain their restricted consumer group (Winston, 2016). The economic crisis and need for sustainable business practices within the fashion industry require the brands to integrate sustainability within their operations.
1.3 Why is the issue now?
The growing financial crisis and customers’ decision for value for money require the luxury brands to consider the option about creating products that enhance the financial, personal, functional and social value perceived by customers regarding the luxury brands. As opined by Bhardwaj and Bedford (2017), luxury brands need to re-establish their brand identity in the market due to the increasing competition from cheaper alternatives. The rising threat of duplication of branded luxury products also increase the need for brands to reconsider their target segment’s choice and purchasing behaviour. Developing their businesses considering the sustainability of the product for the brand and the customer would allow luxury brands to achieve success against competition in the fashion industry.

1.4 Research Findings
After collecting, integrating and analysing of the qualitative data which was in the form of interviews of 3 store managers of Sarah Haran and also data gathered from the quantitative data from the research survey, the research reached the major findings
 Finding 1: The researcher discovered that  “Luxury designer bag brands like Sarah Haran are sustainable” but sustainability and durability is not the only reason  why their customers patronise them, customers of luxury designer brand bags like Sarah Haran patronise them, (Q6, page 11) to look trendy, social class differentiation and to feel good in themselves. Other findings in this research on sustainability of luxury designer brands like Sarah Haran are listed and explained below. (Research and interpretation of results page 978, page 80 and page 83)
 Findings 2:  Males and females patronise luxury designer brand bags the number for the females in this research percentage is 60% and 40% for their male customers. (results interpretation page 68)
Findings 3: The researcher also found that the age group which patronise luxury designer brand bags of Sarah Haran  more are young people between the ages of 26-32years which is 45% of the respondents and this age group in the UK falls into the working class age group, what the research did not show is if this group comprises more of males or females compared to the other age groups that patronise luxury designer brands.( results and interpretation page 72)

Findings 4: The major costumers targeted by luxury designer brand bags like Sarah Haran bags are rich people, teenagers and youths, this was shown from the number of respondents which this age and social class which was 40%. Demography (people living around the store area) was not a factor in targeting their customers. (result and interpretations page 74)

Findings 5: Durability and damage proof is another very important reason why customers of luxury designer brands of Sarah Haran patronise it also. (result and interpretation page 76)
 
Findings 6: The researcher in this research based on answers from respondent from the survey questionnaire  discovered that customers felt that their relationship with the brands was more important to them than the employee and employer relationship, customers of Sarah Haran luxury designer handbags want their brands to pay more attention to their relationship(brand and customer relationship).    (results and interpretation page 78)                             

Findings 7: Customers of Sarah Haran luxury designer brand bags believe that employee and employers’ relationship of the company was very important for them to accomplish sustainability and maintain profitability in the business. (see result and interpretation on page 80)

Findings 8: Respondents in the research believe that luxury designer handbag brands like Sarah Haran will face competition and stiff rivalry from other brands to maintain sustainability due to factors such as technology, international trading, e-commerce people can shop from anywhere these days in the world. (results and interpretation page 80)
Findings 9: The researcher discovered that respondents believe that constant improvement is needed in the business to improve sustainability and excellence for brands like Saran Haran luxury designer bags. (results and interpretation page 83)

Findings 10: The researcher also discovered that customers of luxury designer brand bags of Sarah Haran believe that the brand needs to focus more on executing CSR operations to achieve greater benefit of sustainability. (see result and interpretation page 85)














Chapter 2:
2.1 Research aim
It is essential for luxury fashion brands selling handbags and accessories to identify new ways of attracting consumers in order to reduce the threat from competitive entities. The need for understanding the factors that would attract new customers to luxury brands requires the management to develop their business practice considering the needs and desires of target segments. 
The main aim of the study is to analyse the sustainability provided by designer bags to their consumers belonging to different demographic identities. Completion of the study would provide detailed understanding of the popularity of luxury brands and their sustainability in the fashion industry.
[bookmark: _GoBack]2.1 Research Objectives
The researcher through the following objectives would fulfil the aim designed for the research. It is essential for the researcher to continue the progress of the study by achieving these objectives as these will provide the study with a direction and process for achieving the aim and completing the study. The primary objectives decided for the study are identified as follows:
· To identify the type of sustainability that designer luxury brands provide to their customers
· To establish the strengths and elements of brand identity and recognition of designer brands regarding the sale of luxury bags
· To evaluate the significance of luxury bags from designer brands and their popularity among consumers
 Research questions
The researcher would be able to achieve primary objectives determined for the study through seeking answers for the following questions. The completion of the study would enable the research to develop answers for the research questions framed for the study. Collection of primary and secondary data relevant for the study would provide the research with answers to the following question:
· How sustainable are luxury designer brand bags?

2.2: Research Hypothesis
	Hypothesis 
	Statement 

	
	H0: There is relationship with buying of luxury designer brands and age.
H1: There are some relationship with buying luxury brand and age.

	Hypothesis 2
	H0: Sustainability activity is important to people who purchase luxury brand bags.
H2: Sustainability matters to people who purchase designer luxury bags.

	Hypothesis 3
	H0: Luxury designer brands face less competition
H3: Luxury designer brand bags have few rivals.

	Hypothesis 4
	H0: Rich clients are those targeted by luxury designer bag brands 
H4: Only rich people can afford luxury designer brands.


Table 1: Hypothesis table
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Figure 1: Conceptual framework in overall thesis
Structure of the dissertation
The study is sectioned to five major chapters that provide the reader detailed information regarding the progress of the dissertation. The first chapter is the introduction to the dissertation that relays information about the aim, objectives and the research questions that would be answered through the completion of the study. The second chapter is the review of academic and literary sources related to the topic of the study. A detailed conceptual framework for the study would be provided in the section as well. The third chapter discusses the research methods that are applied in achieving the objectives for the study. This section discusses the philosophy, design, approach, data collection, analysis techniques, sampling technique and the size that were considered for the study. 
The fourth chapter of the dissertation is the main section of the study where the collected data is analysed and outcomes are identified from the analysis for determining the answers to the research questions. The final and the fifth chapter is the concluding section of the dissertation that provides recommendations and develops overall outcomes of the study. An abstract and acknowledgements are added in the study along with a comprehensive reference list stating the academic sources and various other literary sources that were consulted for completion of the study.
Conclusion
The section provides comprehensive knowledge of the topic relevant to the study as well as provides brief idea about the structure of the dissertation. The aim of the study as well as the objectives and the research questions that would help in development of the study is portrayed in the section effectively. The rationale of conducting the study and its relevance in the academic scenario is presented in the section as well.
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Introduction
The concept of sustainability in the market has been a long-discussed topic among corporate managers as well as academic researchers. The reason for this has been the increasing demand of a sustainable approach in the conduction of business. Additionally, the concept of sustainability and customer service has been in the business approaches undertaken by multiple organisations over the years. In the segment of fashion and designer handbags, the sustainability exists in both the customer as well as the organisation.
The aim of this section lies in the critical evaluation of the existing research on the concept of sustainability in the fashion market. Additionally, segmented focus would be incorporated in on the designer handbag segment. A three themed analysis would be associated in this section. Each of the themes would be based on the identified objective of the research.
3.1: Theme 1: Types of sustainability that fashion organisations provide to customers
According to Dyllick and Muff, (2016), there has been a stark disconnect among the sustainability approaches undertaken by multinational firms and the ground reality of approach. The authors argued that during multiple case analysis conducted on the health of the planet, the claimed impact of sustainable development is excessively absent from reality.
Based on the above research this shows a big disconnect, as in the research survey people choose to buy designer luxury bags to look better and trendy over durability. Dyllick et al (2016), identified that the difference between the perceived result and the actual result is due to the “big disconnect between company activities and the global state of the environment and society”. The authors concluded projected a three-phased concluding statement for identification of the reasons for this difference and developing a link between the sustainable business practices as well as actual results relative to the planet.
[image: ]
Figure 2: Typology associated with business sustainability
(Source: Dyllick and Muff, 2016)
Additionally, from the above figure, the authors identified the typology of a sustainable business and the parameters that an organisation would include to enhance and maintain sustainability.
Hence, from the mentioned approach undertaken by the researchers as well the conclusions drawn would lead to two conclusions. First, it could be said that the researchers extensively concentrated with the economic and environmental segment of sustainability. This would be due to two reasons. Initially, the researches incorporated economic concerns in a normal business. These types of business are concentrated with more with generation of profits and sustainability. Hence, organisations of these types adhere to the economic sustainability. Economic sustainability is associated with the idea that for an organisation to be effectively sustainable, it must be in a regular profitable state. Similarly, the second reason relative to environmental approach would include the fact that the authors segmented sustainable development through use of triple bottom line, it projected that the authors included the concept of environment in analysis of sustainable performance. The concept of triple bottom lines provides an organisation to consider the environmental and the social aspects of sustainable development than only focusing on the economic factors.
Second, in the domain of organisation link, it could be inferred that the research would enable the potential sustainability that has been incorporated by the organisation. Based on the conclusions drawn by the authors, it could be deduced that the brand Sarah Haran essentially projects an economic sustainability. This would be because, the organisation sources the finest quality leather from multiple suppliers for the development their designer bags. Additionally, it could be deduced that adherence to extensive ethical considerations has enable the organisation to cater to environmental restrictions and commitment to sustainability. 
According to Pedersenet al., (2018), innovation associated within a business enable the organisation to harness and manage multiple features of corporate sustainability. The authors included a segmented approach to link the financial performance of an organisation to the sustainability practices in its operations and serviceability. The methodology undertaken by the authors included a primary research with 492 managers associated with the Swedish fashion industry. The authors argued that the fashion industry has seen multiple changes over the years. This includes changing dependency on local and artistic tailors to development of “global corporations, spread over different departments, locations, countries, and continents, while the manufacturing process has largely remained the same”. The authors additionally argued that a fashion organisation should focus on the overall market sustainability than on the segmented sustainability of social and environment.
Hence, from the mentioned research and the outcomes provided by the authors, two conclusions could be taken into consideration. First, it could be inferred that the authors preferred an integrated sustainable approach for the fashion sector. This would be because; the authors concluded that the values associated with an organisation modulate the innovation mechanism. This affects the quantum of sustainable performance that an organisation would be associated. Second, it could be understood that the very concept of sustainability in an organisation is dependent on the social status and impact that it has on the market. This would be because, for a fashion organisation in the current highly competitive market, the social acceptance of the products sold including the conditions of production modulates the sales volume and perception of the product.
For the undertaken organisation, social sustainability would be associated with the perception of the products being sold by the organisation. The designer bags are claimed by the organisation to be made up of the finest leather in the market with each bag being tested for six months prior to going for sell in the market. Hence, social sustainability in this case would include ethical sourcing of leather and ethical treatment of employees of the organisation in terms of working hours and legislative hours. Additionally, social sustainability for the organisation would include an integrated approach like in the approval of all the employees as well as the customers for development of the bags. 
According to DiVito and Bohnsack (2017), sustainability orientation of an organisation is directly proportional to the sustainability decision making of the organisation. The authors conducted a mixed method study involving 24 fashion firms. Additionally, the mechanism of collection involved a structured survey along with extensive interviews. The authors concluded that the there are three sustainability profiles in the domain of singular, holistic and flexible. The authors additionally argued that fashion industry has seen multiple outsourcing and fragmentation in the business operations.  
Hence, based on the above method and observation conducted by the authors, two conclusions could be taken into consideration. First, it could be agreed that the authors considered the economic sustainability in their research. However, this sustainability would be limited to the policies undertaken by an organisation in the micro-foundation segment. This would be because; the research has been based on organisational entrepreneurship in the fashion segment. Second, it could be that the authors have been limited in their approach in the collection of effective data for the conduction of a quantitative analysis. This would be because of two reasons. First, the entire research has been devoid of any graphical presentation that is a characteristic feature of any quantitative analysis. This would render the structured survey conducted by the researchers useless in most aspects. Second, the research has been characterised with a theme-based approach in their conduction. This has limited the segment of the research by not taking into the potential recommendations that might have been provided by the individuals interviewed.
Relative to the organisation, the mentioned article could be linked in a passive format. This would be because of two reasons. First, since Sarah Haran is an organisation involved in the production of designer bags, sustainability orientation of an organisation would include the identification of the areas in which it could improve the sustainability factor. Hence, areas other than eco conscious and ethical values would be undertaken for consideration. In the end, the research would enable the organisation to identify dynamic areas and types of sustainability that it could incorporate to improve services and market share in a global scale.
According to Jiaet al. (2015), in the recent tenures, sustainability associated with the fashion industry has been the norm due to multiple factors. Some of the factors are associated with the characteristics of the fashion industry includes extensive harm to the environment. For the conduction of their research, the authors additionally included Triple Bottom Line technique to understand sustainability in the fashion segment. The research enabled the identification of managerial implication and duties in the development and maintenance of sustainability for an organisation. 
Hence, based on the mentioned article, two reasoning could be taken into consideration. First, in the segment of negative impacts of fashion industry on the environment, it could be said that such negative impact would be based on the raw materials used for production of such fashionable items. For the mentioned organisation, the negative impact and limitation would be in the killing of animals for sourcing of leather and use of dye for colouring of the same. This would be because, to maintain the standard of the leather, in most cases, ostrich leather is used that are obtained in usually unethical manner. Second, in the segment of type of sustainability, it could be agreed that the authors included all the types of sustainability. This would be because of the use of Triple Bottom Approach undertaken by the authors is associated with inclusion of the social and environmental types of sustainability during assessment of the sustainable practices of an organisation.
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Figure 3: Evaluation of sustainable suppliers
(Source: Jiaet al., 2015)
From the above figure, it could be claimed that the authors included the aspect of sustainable suppliers as an aspect of sustainable practices in the fashion world. Hence, relative to the undertaken organisation, it could be deduced that maintaining sustainability in all levels in a supply chain would lead to the development of the effective sustainable performance for the organisation. 
Sustainability as a concept is associated with the development of the extensive waste management. According to Cimatti et al., (2017), sustainability in the fashion market is associated with rapid changing dynamics in taste and effective waste management. The authors argued that the organisations involved in the development of the fashion’s items like bags as well as other accessories generate huge quantum of waste. This is due to the rapid changing styles and trends in the fashion industry. The authors argued that the type of sustainability in such cases could be identified based on the segment of recycling. This is characterised by the reuse of the materials obtained from the unsold goods. Additionally, the authors argued that materials such as fabric scraps as well as leather used to develop such bags could be reused to set trends and ensure sustainable use of raw materials in the long end. For the conduction of the research, “Life Cycle Assessment of a traditional product of the company is also presented to enhance the significant aspects of sustainability in Fashion”.  Based on the research, the authors concluded that sustainability in the segment of luxury fashion is based on the exclusivity and the perception of the customers for whom the factor of price is a secondary consideration.
Hence, from the above data from the mentioned article, two conclusions could be taken into consideration. First, in the domain of concept of sustainability, it could be agreed that authors included a basic concept of optimisation of inventories for an organisation. This would be because the authors have essentially conducted a critical comparison of luxury fashion as well as sustainability. Relative to the organisation, this article would present a negative type of sustainability that would be characterised by flash sale of the bags provided by Sarah Haran. This would be because; the organisation essentially takes six months for development of each of its bags. This in the long end would create a large inventory that might lead to poor sustainability for the organisation.
3.2: Theme 2: Strengths and elements of brand identity
According to Black and Veloutsou, (2017), brand identity is a core concept associated with marketing. Additionally, brand identity is complemented with consumer identity. For the conduction of the research, the authors included a three-domain approach for the identification of relationship of brand identity and sales of luxury products. The three domains included “The brand, the individual consumer, and the brand community”. For the conduction of the research, the authors essentially included a primary based approach by extensive use of digital technology. The authors concluded that products having symbolic presentations like status symbols could be used to create brand identity. 
Based on the above-mentioned research, two conclusions can be taken into consideration. First, in the domain of development of identity of brands, it could be claimed that the major strength associated with it would be the positive perception of the customers. In the long end, this essentially boosts sales figures of an organisation by tapping into the brand image created within the mind of the customers. Second, it could be argued that integrating the symbolic potential of a product into the identity of the receiver would increase in the sales volume of the product in the short term. This would be because; luxury products would be associated with the high price range and in most cases would project a status symbol for the owner.
Additionally, it could be said that such integration would be associated with developing the brand identity of the organisation in the long end. This identity would be associated with the development of sales figures in the short end as customers would be associated with uniqueness satiation as well as fashion statements among the immediate social class.
According to Ambrose and Harris, (2017), brand identity is associated with effective packaging and design of the product. The authors argued that packaging improves the brand image of an organisation in immediate customer interactions. For the development of the research, the author essentially took the concept of packaging and external design as a first point of contact for the customers. 
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Figure 4: Potential area of influence of a brand
(Source: Ambrose and Harris, 2017)
From the above figure, the authors identified the difference of packaging for the local market and for the international market. The authors additionally argued that a brand identity is required to present the messages that a product or a brand communicates to its customers. 
Hence, two conclusions could be obtained from the research and the inferences developed by the mentioned authors. First, in the domain of strength of brand identity, it could be argued that packaging and design would enable effective communication of the quality of the product to a potential customer. For a brand like Sarah Haran that optimises the designer handbags in the domain of functionality and fashion, it could be argued that the design of the bags attracts customers and creates potential and loyal customer base for conduction of word of mouth marketing. Second, in the domain of recognition of designer brands, it could be said that outer packaging and the design increases the recognition of such brands. Additionally, high prices associated with each unit of such product increases the potential to consider the same as a branded one. For an organisation that deals with designer bags, recognition of the features of the bag as well as identification of the embossed brand name. In the long end, this would enable the organisation to develop the quantum of sales. This would be because, of the increase in brand image and adherence to sustainable sourcing and manufacturing process.
According to Balmer and Wang, (2016), developing brand image of an organisation is directly proportional to the development of the strategic decisions and meeting of the same. The authors include the concept of corporate branding in the organisation and the development of communication and serviceability to increase the brand image. For the conduction of the research, the authors essentially undertook a primary based approach where the method of data collection includes a qualitative data collection.  The authors essentially conducted 37 in-depth interviews with deans associated with multiple business schools.
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Figure 5: Branding distribution
(Source: Balmer and Wang, 2016)
The above figure represents the summarised findings by the authors. Based on the above figure, the authors have segmented the branding of any product in six segments.
Hence, two reasons could be taken into consideration. First, it could be that elements of brand identity include strategic management, service, leadership, communication, stakeholder management and commitment. This would be because of two reasons. Initially, the mentioned elements would develop the brand identity of the organisation. As a result, strengths of the individual elements would be in identification of the areas through which brand image could be improved or even developed. Second, it could be that every element so mentioned would improve the brand recognition as well as improve sales figures. For an organisation that deals in designer bags, the organisation elements like service and strategic management enables the development of sales volume. This would be because; maintaining cordial relationship with the customers through effective service would result in the development of the sales volume in the long end. 
According to Helal and Ozuem, (2018), element of brand identity is associated with social identity in a demographic setup. The authors argued that brand identity is influenced in the online presence of fashion brands. This is because; the online presence enables an organisation to expand the customer reaching on a large scale. The authors essentially argued that the online presence of fashion brands results in the development of effective customer relationship management as well as increasing the social identity of the product. For the conduction of the research, the authors included the social identity theory. This inclusion has further been segmented into the understanding of the social media and the impact of it on brand perception. Additionally, the authors concluded that brand perception is a product of brand image and it led to the increase of sales in the targeted market.
Based on the research, two reasons could be taken into consideration. First, it could be inferred that the element of brand perception would project two strengths to an organisation. This would include potential increase the acceptance of the product and the possibility of word of mouth marketing. Second, it could be said that brand perception increases the aspect of brand recognition. This would be because; perception modulates the will of a customer to search about the brand in a store. In the long end, this would additionally provide extensive guide to the development of the sales as multiple marketing strategies could then be incorporated for sales push and projecting the sustainability of the product to the target market.
According to Mindrut et al., (2015), development of brand identity is directly proportional to the development of previous positive experience by the customer for a similar brand. The authors argued that elements of brand identity include great product as well as a strong segment of identification. The results associated with the research provided a positive relationship with the elements like signage, apparels, products, Logo and others. This positive relationship includes dynamic impact on the purchase decision undertaken by the customers for such brands. For the development of their research, the authors used the brand of Nescafe. The outcomes also provided identification of the element of emotional connection in brand identity.
Hence, from the above research undertaken by the organisation, it could be argued that the strength of the mentioned elements of product identification as well as emotional connection would be in high positive manner. As a result, these elements would positively affect the sales of the product. This would be because of two reasons. First, the element of product identification would enable the customer to understand the multiple information levels associated with the product. Second, it would enable a potential customer to differentiate between the actual and counterfeit products. As a result, it would improve the brand identity of the product as well increase the quantum of sales in the long end. Additionally, it could be  that the mentioned elements would result in the recognition of the designer bags by a potential customer. This would be because, developing an emotional connect to the designer bags would enable the development of brand image of the organisation. Hence, for an organisation like Sarah Haran, the emotional connect for the quality and the functionality of the bags would increase sales. 
Overall, for the mentioned article, it could be agreed that the authors essentially considered the development of brand identity through an element-based approach. The potential reason for the same would include regular building of the brand through multiple business attributes like management, economic information system, the local economy as well as the international affairs.
According to Boccardi et al., (2016), elements associated with brand identity include the heritage and the authenticity of associated with a particular brand. For the conduction of the research, the authors included high end fashion brands like Gucci, Lous Vuitton. The authors additionally included the concept of ‘Mythopoesis’ as a methodological approach for the conduction of the research.
[image: ]
Figure 6: Authenticity determinates
(Source: Boccardi et al, 2016)
The above figure has been developed by the authors to present the relationship between hypothesis of brand identity and the myth associated with the same. Additionally, the above figure represents the heritage and the mythopoesis determinants thorough multiple aspect so brand identity and brand recognition.
Hence, from the mentioned research, it could be agreed that heritage is one the major elements of brand identity. The strength associated with the same however would be poor in nature as heritage for luxury brands would essentially have to be developed through multiple years of operations and manufacture or even through generations. This would be because of two reasons. First, the heritage would additionally require the aspect of keeping the base design or concept same with minor modification in the newer products. Hence, innovation would be limited and brand recognition would dip in the long end. Second, keeping the heritage tag for a product would require waste of resources to market the tag in a new market. As a result, the resources required to conduct sales would reduce and result in poorer degree of sales.
However, relative to the mentioned organisation, it could be said that the concept of heritage would reduce the aspect of brand recognition. This would be because, the authors linked heritage with myth and multiple hypothesis and customer willing to buy the handset at 15X the production cost would be interest in the statistical approach to sales and durability than hypothetical style statements and results.
3.3: Theme 3: Luxury designer brands are very significant and popular among customers who patronise them.
According to Shaikhet al., (2017), luxury brands signify the independent orientations of the customers willing to buy such products. The authors argued that ownership of luxury brand by a customer projects the social status of the individual as well as the uniqueness of the organisation. For the conduction of the research, the authors essentially used a paper-based survey approach in a south Asian nation. Additionally, the authors used the method of structural equation modelling for the completion of the research. Based on the primary research, the authors concluded the consumption of luxury goods is directly proportional to the personality trait of individual customers. 
 Based on the above-mentioned theme and hypothesis, three conclusions could be taken into consideration. First, in the segment of data collection and use of modelling technique, it could be said that the authors essentially faltered on the use of technology for the conduction. This would be because, for a medium sample size of 400 individuals, the researchers could have used Google forms. This would have reduced the quantum of expenditure associate with the research significantly. Second, it could be that luxury brands essentially would result in the development of the popularity among the customers. This would be because; ownership of luxurious item is directly proportional to the social status in a demographic area. Additionally, in the event that the luxurious products are associated with a particular brand, the customer would essentially project the uniqueness of the product.
Third, it could be due to its popularity among the customers would be directly proportional to individual personality traits. This would be because of two reasons. First, individual personality enables an individual to project the will for owing a luxury and branded products. In the long end, this would signify the relationship between ownership of such products and social standing in the immediate society.
According to Young and Combs, (2016), purchase intentions are associated with luxury brands through multiple attributes like “demographic, personal value perceptions; social influence and functional value perception”. For the effective conduction of the mentioned research, the authors essentially included the aspect of four factors of purchase intention as well as repurchase intention. The authors based their research on multiple factors like hedonism, the perception relative to price and quality, the uniqueness of the value as well as social status. Post the conduction of the study, the authors concluded that a positive relationship exists between the functional value perceptions associated with a product and the social influence towards purchase and repurchase intention of an existing consumer as well as a potential customer.
Hence, from the mentioned research, it could be said that the authors attempted to develop a relationship between customer popularity for a brand with a particular intention of the same in the immediate market. This would because of two reasons. First, the authors include the social factor as well as the demographic factor. Both the mentioned factors are essentially associated with a closed area. Additionally, the authors included the factor of price quality perception. Since each unit of branded luxury, brands are sold for an average of 12X the production cost, the balance of the quality and the price would improve the popularity of the product for a set of customers.
Additionally, it could be that the luxury and branded products signifies the product perception an individual in all respects as well as the extent of durability of the same in the long end. This would be because of two reasons. First, this would be because of the relationship between social influence and functional value of the products. Presence of brand in the social media through customer service as well as marketing increases the reach of an organisation to its customers. This would increase the popularity of the brand among the customers, as social presence would enable customised product offering. Second, this would be because, for an organisation like Sarah Haran, it would enable the organisation to develop products based on pre orders and reduce overheads and wastage of materials.
According to Díaz-Bustamante al., (2016), the luxury market has been one the least effected sectors in the current recession and the increasing inflation rate of the organisation. The authors argued that popularity among the customers for branded and luxury products are associated with style and personality carried by a customer. For the conduction of the research, the authors included the complexity associated with the luxury market in which the middle section of individuals strives to lead the lifestyle of the upper class. Through a method of qualitative data analysis, the authors identified multiple classes of attributes associated while developing relationship between customer popularity and the significance of luxury brands. The authors concluded that the organisation included the luxury and branded products signifies brand personality and the usability of the product for a longer tenure of time.
Hence, based on the above research, it could be identified that the concerned authors essentially focused their research into the complex relationship that exist among the customers of a luxury brand and its products. This would be due to two reasons. First, the authors essentially included the aspect of style and personality associated with ownership of such products. Since all these are essentially are social traits that gets influenced the demographic area of operations and use, the relationship among the customers and the brand would be essentially a complex one. Second, the authors concluded that brand personality affects the popularity of the product among the customers. Hence, in the long end this would signify the dynamic relationship that branded product share with the popularity among the customers.
Additionally, it could be concluded that such attributes modulate the sustainability of such brands in a competitive market. This would be because of two reasons. First, the increase in the number of upper-class individuals and the easy affordable buying option provided by the banks has reduced the great gap in the affordability of luxury products for an individual. In the long end, the significance of the same would include the development of popularity among an increased segment of customers due to the adherence and identification to the brand personality associated with an organisation.
According to Berg (2018) (page 379-388) popularity of customers against a particular brand is associated with the informal marketing conducted by youth and individuals through the “selfie effect”. The authors argued that “by their frequent sharing of selfies on social media, perhaps displaying their cool new fashions or newly acquired tattoos, young people—unintentionally—help providers to promote their products and services, and thereby contribute to the commercial pressure”. For the conduction of the research, the authors essentially conducted a research; the authors essentially incorporated the primary research with a sample size of 1707 individuals within the age bracket of 16-60. The authors concluded that popularity among the customers against a particular product is stemmed from the regular posting of selfies by individuals as well as following of popular fashion bloggers. The authors additionally identified areas in which the commercial pressure for an organisation originates.
Hence, from the above-mentioned research, it could be identified that the concerned authors essentially focused on the concept of popularity associated with brands a third party induced abstract. This would be because of two reasons. First, selfie effect is essentially a third-party marketing technique in which the popularity of the organisation is developed through informal marketing. The significance associated with the same includes the identification of the thin difference between luxury products such as bags with designer brands.  Second, this would be because, consumer perception and buying intention is dynamically related to the statements made by the fashion bloggers and the customer perception of such individuals.
Additionally, it could be said that the popularity among the customers for the designer and luxury products is dependent on the perception about the product. For an organisation such as Sarah Haran, the research could be used by the organisation to identify the potential marketing schemes available and the extent of brand image formed within the potential customers.
According to Yanti et al. (2019), purchasing of handbags among women is dependent on multiple social, materialistic and individual factors. The authors argued that popularity of luxury bags among the consumers is additionally influenced by the self-concept of the buyer in terms of ownership of luxury items and the significance associated with the same. The authors argued ownership of luxury brands are signified by the identification of the influence on major life cycle segments includes lifestyle, personality and even self-presentation and net worth of an individual in the market. For the conduction of the research, the authors essentially included the method of proportional random sampling technique. Additionally, for effective analysis so the collected primary data, the authors included the data analysis method of structural equation modelling which has been “based on component or variance, namely PLS (Partial Least Square)”. The results obtained by the authors project a high degree and significant effect on the purchase intention of an existing customer as well as a potential customer.
Based on the mentioned research, it could be said that the authors focused on the customers only and not on potential sales executives that are in the front end of a luxury sales business. The major advantage of the same would include the identification of significance of luxury brands and its impact regarding the popularity of the customers. The limitation however of the same would include limited understanding of the passive significance generated through the sales executive as benefits and features of a luxury product or the sales executive would explain bag. In the long end, this would generate popularity of the product or the brand among the customers.
Additionally, it could be that mentioned variables would increase the popularity of a branded product in the long end. This would be because of two reasons. First, social and individual attributes would influence the personal purchase intention of the individual. As a result, the luxury items would signify the aspect of social acceptance for an individual in the long end. Based on the article, it would additionally signify the reflection of the customer based on the likes and dislikes one would have for a particular product. Second, the materialistic factor would signify the popularity of the customers relative to the social factors. Some of the social factors include normative vulnerability as well as information sharing relative to multiple domains. For example, in the segment of designer leather bags, normative vulnerability includes ethical sourcing of leather from multiple suppliers and relative to the recommendations provided by animal protection organisations like PETA and others.
3.4: Detailed conceptual framework
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                                                   Testing of Hypothesis
3.5:  The researcher will test to see if there is any relationship with age and buying luxury designer bags and if sustainability, competition and price is important factor for people who buy luxury designer bags. 
Srinivasan et al (2014) in their research, they claimed that age, gender, religion, education etc influence the reason why people buy luxury designer brands. In the survey taken on age of people who buy luxury designer brand like that of Sarah Haran, the researcher will be able to answer this question. check results interpretation on (page 73)
Based on the second hypothesis if sustainability is a reason why people purchase luxury designer bags a survey was carried out on customers and managers of Sarah Haran store to answer this question, check result and interpretation on (page 81-82)
According to the research survey done on if there is less competition faced by luxury designer brand companies such as Sarah Haran, the research will test this hypothesis to see if is true Check results and interpretation on (page84-85)
According to Shaikhet et al, (2017) luxury brands signify the independent orientations of the customers willing to buy such products, people who have the money to spend (page 51) In the research survey done on class of people who usually buy luxury designer bag brands check (page 77-78).
 Using dependant and independent variables (research survey and interview) on past literatures and on survey and interviews done with customers and store managers of Sarah Haran designer bag brands the researcher will attempt to answer the four hypotheses.
Variable – A variable is an idea, feeling, time period or any category you try to measure, there are two types of variables. McLeod, S, A. (2019)
Dependant Variable – dependant variable depends on other factors such as a test factor, a result from a survey. McLeod, S.A. (2019)
Independent Variable – Independent variable is a variable that represents a quantity that is manipulated in a research. McLeod, S.A. (2019)
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                                            Summary of Testing of Hypothesis
	Hypothesis
	Test Used
	Significance Value
	Status of Hypothesis
	Comment

	1. There is a relationship with buying luxury designer brands and age,
	Survey
	40%
	Accepted
	There is a relationship between age of people who buy luxury designer bags (Page 73)

	2. Sustainability matters more to people who purchase designer luxury brand bags
	Survey
	40%
	Rejected
	Most people who buy luxury designer bags are more concerned about trendiness of the bags and how it makes them feel than they care about sustainability. (page 81-82)

	3. Luxury designer brands face less competition from rivals.
	Survey
	35%
	Rejected
	Luxury designer brands face a lot of rivalry from other brands (page 84-85)

	4. Rich customers are those targeted by luxury designer brands.
	Survey
	40%
	Accepted
	Most people targeted by luxury designer bags are rich and young people. (page 77-78)





3.6: Literature gap
Relative to the identified and discussed articles, three gaps could be identified in the research. First, in the segment of areas of under discussion, it could be deduced that most of the articles concentrated on the perception associated with luxury brands among the customers and not on the overall sustainability of luxury brands. This would be because of two reasons. First, all the articles focused on select groups or organisation for effective execution of their respective research. This limited the scope of generalising the sustainability associated with luxury brands in the long end. Second, in most of the articles, the authors conducted a primary research either on the customers or on the service providers. As a result, an overall analysis about the sustainability could not be identified nor reviewed. 
Second in the segment of areas of absence, it could be identified that all the methods and arguments provided by the articles is essentially not up to the current standards used in the modern business. Hence, gap in the mentioned segment includes poor consideration of modern business aspects and sustainability factors like environmental sustainability and customer sustainability in the long end. Additionally, there has been poor quantum of information regarding sustainability in the designer bags segment. This has limited the quantum of research in the segment of designer bags. 
Overall, gap in the literature includes poor use of modern approach and high data handling techniques that is the norm in projecting the sustainability of the designer bags in the market. The major segment of gap includes the conflicting relationship among the sustainability of the bags provided to a customer and the business sustainability in the long end in terms of sales.
Conclusion
Based on the mentioned section, two sectional conclusions could be drawn. First, it could be concluded that a critical evaluation has been conducted on most of the articles taken for consideration. This has led to the identification of the gaps present in the current literature and the potential areas in which further research could be conducted for identification of the sustainability of a designer product in the current market for the consumer as well as the organisation.
Second, it could be concluded that though the overall research did not include concept of sustainability directly, the sustainability could be identified in the event multiple variables are integrated. This would be due to two reasons. First, variables such as social standing, luxury and multiple segments would result in the identification of sustainability associated with multiple luxury brands relative to the customers. This would complement the analysis of the sustainability for potential international markets for the undertaken organisation. Secondly, brand perception and brand identity would result in the identification of the sustainability for an organisation as such perception modulates sales volume and business sustainability.
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Introduction
For effective conduction of this analysis, a structured methodological module has been undertaken for consideration. The sole aim of this section has been to develop a proper methodological approach that would aid in the effective conduction of research in the long end. This section would be characterised by the identification of the methods used as well as the reasons for choosing the mentioned methods for this research.
4.1: Research philosophy
Two research philosophy is used for this dissertation Interpretivism philosophy and Positivism philosophy, (mixed method approach) the interpretivism philosophy view believes that reality is multiple and relative. (Eisenhardt,1989). Interpretivism avoids rigid structural frameworks for a more flexible research structure (Carson et al, 2001).
	ONTOLOGY
	INTERPRETIVISM

	Nature of being/nature of the world
Reality
	There is no direct link to what is happening in the world.
No single external reality

	EPISTEMOLOGY
	

	Grounds of knowledge/ relationship between reality and research.
	· Learned by perceived knowledge.
· This research is more direct and detailed
· Direct and straight to the point.

	METHODOLOGY
Focus of research


Role Of the researcher









Techniques Used by Researcher
	
· It is focused on understanding and interpretation

· Researchers want to be more involved with what they are studying
· Allow feeling and reason to govern actions
· Partially creates what is studied
· Use of pre-understanding is important
· Distinction between facts and value judgements less clear
· Accept influence from both science and personal experience.

Primarily non-quantitative


                                                                 Adapted from Black, I. 2006

While the Positivism philosophy is defined as the view in research that is characterised by the consideration of the factual knowledge that is obtained through the mechanism of observation that includes measurement (Antwi and Hamza, 2015). Such a view is trustworthy and is additionally characterised by the limitation of the researcher in the collection of data and its interpretations in an objective manner. 
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Figure 8: Approach associated with positivism
(Source: Bowen et al., 2017
The five main principles behind positive approach include the following:
· In the segment of inquiry across science, there are essentially no difference in the logic of the same
· The research incorporating a positivism philosophy should be able to predict as well as explain 
· Positivism philosophy inclusion in a research should be empirically observable through human senses. It should be additionally characterised by inductive reasoning.
· Common sense should be kept aside during the conduction of data analysis as well as research as common sense is not the same at science.
· Science should be associated with logic only with reduction in the concept of value freeness (Saunders et al., 2015).
Three research philosophy had been considered prior to taking positivism and interpretivism philosophy. This is because, all the mentioned philosophies complement quantitative analysis of data as well as gradual inclination from general to specific organisation.
For the conduction of this research, positivism and interpretivism philosophy has been undertaken for this analysis. This is because of two rationale. First, since both quantitative coupled with qualitative data has been taken into consideration, the highly structured character of the positivism and realism has helped in the conduction of research in a segmented format (Antwi and Hamza, 2015). Second, the mentioned philosophies have aided in the analysis of the mentioned data in a quantitative format as well as in a qualitative form (Hughes and Sharrock, 2016). The benefits of the same include integration and comparison of numerical based analysis with the comments provide by expert researchers as well as the interviews of managers of Sarah Haran. This has resulted in the identification of the richness of the research with expert opinions from the fashion industry. Similarly, as per Saunders et al. (2015), positivism essentially sometimes the objective of a study and develops multiple subjective contributions to a research.
4.2: Research Design
For the conduction of this research, a co-relational design has been taken into effect. A co-relational design is associated with the identification of the relationship between two or more variables (Ceci and Kumar, 2016). The mentioned design is additionally characterised by the identification of the type of relationship between two variables-directly proportional, inversely proportional. This is associated with two rationales. As multiple variables have been considered for the development of the report, the mentioned design enabled the development of comparative analysis associated with the data that has is sourced. Additionally, a descriptive co-relational design has been undertaken into this study. Second, the mentioned designed has mitigated the limitations associated with non-introduction of the experimental approach. Additionally, this has enabled the effective use of primary data in both the segment of quantitative and qualitative data due to the inherent characteristic of exploration of relationship among variables (Zhao et al., 2019). 
Additionally, under the probability sampling technique, a simple random sampling with survey questions has been undertaken for the research. Since, the quantitative sample includes both customers and employees, the undertaken technique would enable effective data gathering (Etikan et al., 2016). This is because; data from the employees would be obtained through the Sarah Haran Management. However, data from the customers could be gathered based on solely the interest of the customers. This is because; participation of the customers is associated with some sort of return gift to them, which generates interest. Benefits of the mentioned sampling method include:
· Use of small and medium size of sample
· It could be collected using Google forms and interpreted as with basic tools such as Excel
4:3 Research approach
A semi-structured interview will be used in collecting data for the qualitative part of this research, store managers of Sarah Haran luxury brand designer bags will be asked pre-determined opened structured questions that will prompt discussions on sustainability and differentiation of their brand. Also, deductive approach is used, this is defined as an approach in which a relationship is essentially established and analysed. Researcher has decided to use the deductive approach for both surveys as well as interview process. Deductive approach assists to narrow down a vast tunnel of information to make an authentic short conclusion of the entire project. In this project, researcher has been using questionnaire for survey respondents and interview questions for managers. Therefore, deductive approach can help in developing hypotheses relied upon existing theories and information and then making design of research strategy for testing the hypotheses (Pearl, 2014). This relationship is associated with the concept that in the event that all premises are true, the conclusions so drawn would be eventually true (Zalaghi and Khazaei, 2016).
However, other approaches like inductive and abductive would not be included in this research.
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Figure 9: Difference and similarities between multiple approaches
(Source: Arnold and Lane, 2016)
For the development associated with this research, the deductive approach has been developed for research execution. This is due to two reasons. First, the approach has complemented the effective specific analysis of the topic and gradual conversion from a generalised form of analysis to specific analysis based on Sarah Haran organisation. Additionally, this has resulted in complementing the positivism philosophy associated with execution of research. Second, this deductive approach has enabled the development and effective critical analysis against the collected and obtained data. In the long end, this deductive approach has complemented the development of the recommendations based on the findings and the outcomes identified. Hence, major advantages associated with the deductive approach undertaken include the effective use of the collected data to assess the research questions as well as the presented topic. Additional reason includes the characteristics associated with deductive approach in the segment of premises and conclusions or deductions (Grangel-González et al., 2016).
4.5: Research Methods
For the conduction of the study, primary coupled with secondary modes of data collection have been taken into consideration. In the primary segment, both quantitative and qualitative analysis is considered for the execution of task. 
Data collection is defined as the process undertaken for the effective collection of relevant information across multiple sources to aid the answering of research questions. It additionally includes testing of the hypothesis as well as evaluation of multiple theories or themes associated with a research (Palinkas et al., 2015). However, the researcher has been using mixed method approach to collect trustable and authentic data from multiple reliable sources. Mixed method approach includes both primary and secondary research methods and allows collecting relevant and appropriate data from both raw and online sources (Franco and Matos, 2015). In primary research, the researcher has been using both survey and interview for collecting data and accurate information from both customer unit and managerial authorities of the specified brand named, Sarah Haran. From quantitative data, the overall idea of customer perception over the brand, and what they think regarding the brand has been evaluated. On the other hand, managerial data or qualitative data could be impactful in terms of understanding the role of sustainability in brand Sarah Haran from the view point of managerial authorities of the same.      
A qualitative analysis is characterised by the identification of the constituents associated with a group. This additionally includes derivation of multiple explanations relative to a particular phenomenon or hypothesis (Almalki, 2016). A quantitative analysis is characterised by the development of mathematical based analysis. It additionally includes the graphical presentations during conduction of analysis with use of analytical tools like MS Excel, MS Access and others.
For effective analysis, a two-segment approach has been taken into consideration for the development of the report. In the secondary segment, theme-based literature review has been conducted for the identification of existing research. Relative to the mentioned literature review and the below mentioned data analysis, a structured approach to collection has been taken into consideration. The reason for the same include the complete collection of data with employees of Sarah Haran, its customers as well as opinions of researchers that has studied the sustainability in the luxury bags and accessories segment. In the segment of quantitative sample, a sample size of 20 individuals has been taken into consideration. Collection of it would be executed with survey questions provided to the customers and the employees of the organisation through Google forms. This would be because of effective use of technology and available resources to conduct the research. Additionally, secondary data would be collected from multiple research journals.
4.6: Sampling technique
For the execution of the research, probability-sampling technique has been undertaken. 
Probability sampling technique is defined as a method used in the collection of data from a large population sample base (Saunders et al., 2015). It is additionally characterised by the choosing of the participants in a random mechanism. Additionally, probability-sampling technique is associated with four types of sampling. This includes the following:
· Simple random:  Characterised by inclusion of all the members in a certain population 
· Stratified random: Characterised by the classification of potential participants into logic-based groups
· Systematic random: Characterised by arithmetic progression in which the interval is kept constant
· Cluster random: Characterised by sampling in closed group and extensively defined group and boundaries
Additionally, under the probability sampling technique, a simple random sampling with survey questions has been undertaken for the research. Since, the quantitative sample includes both customers and employees, the undertaken technique would enable effective data gathering (Etikan et al., 2016). This is because; data from the employees would be obtained through the Sarah Haran Management. However, data from the customers could be gathered based on solely the interest of the customers. This is because; participation of the customers is associated with some sort of return gift to them, which generates interest.
4.7: Sample size
For the effective execution of this research, two segments of sample size have been undertaken for execution of research. In the segment of quantitative sample, a sample size of 20 individuals has been taken into consideration. This has been further characterised by inclusion of both employees and customers associated with Sarah Haran. In the segment of qualitative collection, three managers have been taken into the consideration. All the three individuals hold different managerial position in the organisation. The reason for choosing a mix of employees and customers in the quantitative segment lies in the acquisition of rich set of data that is unbiased across all segments. The rationale for choosing 20 individuals is due to two reasons. First, a medium sample size would enable the reduction in the variation of responses and complement the conduction of the research. Second, the mixture of the employees with the customers would enable the meeting of the research objectives and answering of the research question. Similarly, the individuality of the responses would be identified with Google forms, as every set of response would be associated with unique email Ids of the participants.
4:8 Data analysis
For the conduction of the research, both quantitative and qualitative method is taken into execution. Additionally, regression analysis method has been undertaken research development. Additionally, characteristics include the extensive inclusion of graphs and charts for the presentation of the collected data in a structured manner. The reasons for choosing both the qualitative and quantitative analysis includes the probability of integrating the hypothesis along with the mathematical data obtained.
4.9: Quantitative Data 
The researcher used the quantitative method to collect raw relevant data from authentic and reliable sources. Researcher prepared a questionnaire to be used in the research in collecting data However, 20 respondents have been invited to participation in the questionnaire survey program and provided their valuable opinions over different questions over the research topic. All the respondents selected for the survey are customers and employees of Sarah Haran, the luxury brags’ brand. Questionnaire has been designed with numerous relevant questions to gather accurate and required information from the respondents. Additionally, questionnaire is sent to participants through email or any other online methods so that data can be accessed and gathered in a simple manner. Additional reasons include the possibility of identification of recommendations that could meet the sustainable requirement of a luxury business operating out of UK as well in a global market.

4.10: Qualitative Data
Qualitative data was gathered using the Spiggle (1994) conceptual framework, interviews were conducted on three store managers from Sarah Haran stores by the researcher in other to provide a more detailed understanding of the social phenomena faced by customers buying Sarah Haran bags in deciding if luxury brands are sustainable, after conducting the interviews the researcher has to then transcribe, interpret, compare the answers given by the three store managers  to the questions asked and categorise them based on their importance and relevance , these will now be described and explained by the research in interpreting the outcome of the research conducted. Qualitative data such as conducting an interview is process oriented and validity is critical and rich.
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                                                    Adapted from Spiggle 1994


4.11: Ethical considerations
For the conduction of the research, two set of ethics has been considered. First, in the segment of the secondary data collection, extensive care and alertness has been maintained for the identification and analysis of scholarly articles. Additionally, statements associated with the research articles has been taken and referenced as per the ideas presented by the authors. Second, during collection of quantitative data, recommendations of the GDPR framework have been taken into consideration. Additionally, multiple sections of the Data Protection Act of 2018 have been taken into consideration (Itgovernance.co.uk, 2019). The reason for the inclusion of the mentioned frameworks and the acts is the inclusion of the demographic details in the survey questions provided to the customers and the employees of the organisation through Google forms.
4.12: Reliability
Reliability is considered as the measure of the consistency of method or system. Researchers use different types of reliability measurement processes to measure the effectiveness and reliability of the research project and provided data in the project as well. Among all the types of techniques to measure reliability, the researcher has decided to use internal consistency reliability method (Csikszentmihalyi and Larson, 2014). This reliability measurement method is the most common method and used by most of the researchers due to its high effectiveness and multiple benefits altogether. However, this process of reliability measuring only requires a sample data set for estimating the internal consistency reliability. This technique of measurement is efficient in terms of measuring how consistently participants respond to one set of items. For greater increase in internal consistency reliability, researcher has been deciding to add items to questionnaire. However, having a huge sample size assists offset the loss in reliability.       
4.13: Validity
Validity is regarded as the extent to which the scores from a measure represent the variable they are intended to. Researchers face critical issues in terms of finding and judging the validity of a research project and how long the research data could be used. There are multiple validity measurement techniques are used like face validity, content validity, criterion validity, discriminant validity and others (Darawsheh and Stanley, 2014). 
In this context, the researcher has used the criterion validity method in order to make sure the validity level of the research. The measurement of research validity is based on the people’s responses in the questionnaires answered by customers of Saran Haran stores online. But in the case of the Interview of the store managers the validity can be subjective based on the researcher interpretation of the collected data during interview. Moreover, it has been stated that the people’s responses are measured by correlating with other variables. In this case, the researcher has examined both positive and negative responses of the people for ensuring the validity of research.
4.14: Limitation
The researcher has used both primary and secondary research methods, the mixed method approach of research, the researcher has also taken into consideration both qualitative and quantitative methods of primary research to gather the most authentic and reliable data and information on research topic. Secondary research is valuable for this research project as it can add extra data and statistics over the topic, which will increase the authenticity level of the research project and provided data together. In secondary research, different online and offline sources are used to collect required data and information over the topic. Therefore, through making use of both secondary and primary research methods, the research would be able to complete the project in more efficient manner. Using only primary research method instead of mixed method must be considered as a limitation of this project. 
Moreover, the research topic is over brand sustainability so that the research is limited to the concept and aspects related to sustainability of the mentioned brand. It is impossible to understand the revenue and marketing approach of the mentioned company through this research project. The research is limited under the sustainability and related aspects in context of Sarah Haran.   
4.15: Conclusion
Relative to the undertaken research, it could be concluded that the methodology has enabled a structured analysis of the total research. The mentioned domains of methodology have enabled the development of the research in line with professional standards. Additionally, it could be concluded that the section has provided an analytical framework for the development of the research and align itself with the processes mentioned in proposal.


[bookmark: _Toc14410143]Chapter 5: Results interpretation and analysis
Introduction
Collection of data is an important part of research project. Most of the researchers focus on collecting required data and information on research topic to produce an acceptable conclusion. In this portion, research data will be collected and analysed for making a satisfying conclusion of the entire research project. Both primary and secondary data collection methods will be taken into consideration. The secondary data collection process has been conducted in the literature review section. Apart from this, in qualitative data collection method, 20 respondents will take active part in the survey, where respective managers of the selected organization will complete the quantitative data collection method. Survey questions will be sent and received through Google form. 
5.1: Quantitative data collection and analysis (Google form//10questions//20people)
Q1. Specify your gender.
	Options
	Respondents’ Number
	Percentage (%)
	Total

	Male
	08
	40
	20

	Female
	12
	60
	20

	Other
	00
	00
	20


Table 1: Gender specification of survey respondents
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Figure 8: Gender specification of survey respondents
Analysis: In the above section, graph has been provided over recorded data and information, collected during survey. Survey respondents were both customers and employees of the luxury bag manufacturing company, named “Sarah Haran”. Customers can provide their review regarding any brand and their products. On the other hand, employees are responsible for conducting most of the important business activities within the organizational premises of “Sarah Haran” so that they must know the brand closer and in detail manner. Therefore, both these respondents were invited in the survey program for taking active participation and providing their valuable feedbacks over different survey questions and statements. Questions were set aligning with research objectives in such manner that it can find and gather required answers from the survey respondents.  
From the above-represented graph, it is clear that both of male and female respondents (customers and employees of “Sarah Haran”) have played active role in survey program and they both provided feedbacks according to the survey questions. However, respondents of other category were not presented in the survey program and they were less interested in being the part of the project. In the survey, eight respondents were male and 12 respondents were female. These eight male respondents are accounted for 40% of the exhaustive respondents, where 12 female respondents are accounted for 60% of the total respondents. The luxury brand, named “Sarah Haran” deals with luxury bags with different designs and styles, mostly to attract female customers. Therefore, majority of the female respondents were interested in taking part in the survey program and making feedbacks on their used brand. However, due to high number of female respondents in the survey program, feedbacks provided in course of the survey program must be female perspective centric. 
Across the UK premises, it has been observed that majority of the female customers are likely to purchase luxury branded bags rather than male customers. From the gathered secondary data and information, it is also can be observed that the number of luxury bag users is huge and this number is increasing spontaneously. Market demand of these luxury bags has been rising day by day. Female customers are the backbone of this industry and considered as the vital customer group. Recorded data states that female customers are purchasing luxury bags and increasing the demand of the product simultaneously. Due to this nature of female customers, they must be more familiar with brands and their products and must be able to provide authentic and required information. Hence, the researcher has taken the data and information of female respondents into consideration and used the collected data for making an appropriate conclusion of the project. However, the researcher has also used the feedbacks of the male respondents. Most of the male respondents were the employees of “Sarah Haran” so that they could provide accurate information over the brand. 
This important information was recorded in course of the survey program and could be used in analysis and determination of appropriate conclusion of the project. Apart from this, from participation of both male and female respondents, it is also clear that the researcher has conducted the entire survey program without any discrimination and always maintained the ethical standard during the project.   
Q2. Mention your age group.
	Options
	Respondents’ Number
	Percentage (%)
	Total

	20-25 years
	6
	30
	20

	26-32 years
	9
	45
	20

	33-40 years
	5
	25
	20

	40 years and above
	00
	00
	20


Table 2: Recognition of age group of survey respondents
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Figure 9: Recognition of age group of survey respondents
Analysis: In the above section, graphical presentation of collected data over age group recognition of survey respondents has been provided for better consideration of the gathered data. From above presentation, it is clear that respondents of multiple age groups were asked for participating in survey program. However, there were four age group options including 20-25 years, 26-32 years, 33-40 years and 40 years and above in the Google form that was sent to respondents. From above graph, it is clear that there were no respondents of 40 years and above age group so that any respondent did not fill it. Apart from the option, there were three other age groups; 20-25 years, 26-32 years, and 33-40 years six respondents, 9 respondents and five respondents voted those accordingly. However, these six respondents of 20-25 years age group are accounted for 30% of the total respondents and eight respondents of 26-32 years age group are accounted for 45% of total survey respondents. Lastly, five respondents of 33-40 years age group are accounted for 25% of the total respondents. 
Senior respondents can provide information that is more authentic over the topic and survey questions. From graph, it is clear that majority of the survey respondents were mature and enough capable to answer all the survey questions in appropriate manner. Engagement of high number of senior respondents those have enough experience and knowledge over the band, eventually increases the authenticity standard of the collected data and information. Therefore, due to maximum senior survey respondents in the research, it is also expected that their provided data must be authentic and useful as well for making an appropriate conclusion of the entire project. However, there were also junior respondents those were mainly customers of “Sarah Haran” provided their valuable opinions and feedbacks on survey questions. From participation of both junior and senior respondents in the survey, it is clear that both age groups have equal interest in purchasing and using luxury bags. Across the UK territory, customers of all age groups are highly interested in using branded bags as well as they have adequate experience and knowledge. Hence, the researcher has taken all the feedbacks of respondents of different age groups into consideration for making an appropriate and acceptable conclusion of the entire research project. The researcher has used the concepts and aspects of respondents of different age groups in order to complete the research project successfully and in authentic manner.     
Furthermore, the majority of the respondents were belonging from 26-32 years age group, which is clearly indicating that this age group has the highest interest in using and providing feedbacks on branded luxury bags. In this age, people mostly focus on their career and personality development and in this process, there are likely to use multiple branded products including luxury bags. Hence, they must have enough experience and adequate knowledge on topic, which can be used to improve the clarity of this research project. Due to the highest engagement of this age group respondent in survey, it is also expected that it must increase the authenticity level of the provided data and information of this research project.          
Q3. What will be the need for owing a designer bag?
	Options
	Respondents’ Number
	Percentage (%)
	Total

	To improve style
	2
	10
	20

	To look better and trendy
	8
	40
	20

	To show high status
	3
	15
	20

	Luxury designer bags are Great piece of art
	1
	5
	20

	Impressive quality and Longevity of product
	6
	30
	20


Table 3: Different needs of owning a luxury designer bag
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Figure 10: Different needs of owning a luxury designer bag
Analysis: In recent market, luxury branded bags has great demand and customers of different age groups are likely to use these luxury bags in their various purposes. From the secondary data analysis, it has also been expected that the market size of the luxury bags will be increased to more than $41billion within 2023. It has become a great profit generating industry, which has high scope and development opportunities in current and upcoming days. Therefore, the luxury bag manufacturing companies must meet some of the requirements of the customers and offer effective solutions through their products. From the above-represented graph, it is clear that customers have different needs of owning a luxury branded bag such as to improve style, to look better and trendy, to show high status and others. All these needs influence the customers to purchase luxury bags from branded companies like “Sarah Haran”. 
According to the recorded data and information in course of the project, there are mostly five reasons of owning a luxury branded bag. First reason or option was to improve style that was voted by two respondents, accounted for 10% of the total respondents. Second reason of owning a luxury branded bag is to look better and trends in this rapid fashion-changing world and almost eight respondents voted this option, which is accounted for 40% of the total respondents. People of modern era invest huge amount of capital in improving their current style and looking better and trendy as well. Across the UK premises, customers, mostly rich youths, and adults are likely to use the luxury bags so that most of the successful companies like “Sarah Haran” have tried to implement all those requirements in their branded products and to meet the expectations of the customers in an effective manner. They use mainly costly materials and equipment’s, which alternatively increases the cost of the product. However, UK is a developed country and due to high GDP rate, UK citizens are interested in using this type of costly products to show their high status. This is the third reason of owning luxury bags sent to survey respondents through Google form. Third option was voted by 15% of the total respondents, as they were familiar with the option. Apart from this, according to modern researchers, luxury designer bags are made with great piece of art and design that can easily gather attention of customers. Therefore, customers, mostly that love artwork must own a designer branded bag to use. In the survey, there was single customer, accounted for 5% of the total respondents who had great interest in artwork and voted this option. Impressive quality and longevity of the product is another important consideration in this context. The researcher has put this option into the survey question and almost 30% of the total respondents were voted this option, as they are likely to purchase and use impressive quality of products. In UK, due to high GDP rate and developed economic condition, majority of the respondents are capable of buying and using branded products. Branded products are made with more quality materials and equipment’s that automatically increase the longevity and life cycle of the product so that customers can use the product in long term without carrying about damage issues. 
However, from the overall graphical presentation and analysis of the recorded data, it can be clearly stated that maximum respondents were interested in purchasing luxury bags for looking better and trendy in this modern fast fashion world. UK citizens invest largely on improving their style and look trendy. Apart from this, they are likely to use reputed, branded, and long-lasting products, instead of using low valued products. Hence, from the survey, the researcher has advised the luxury brands like “Sarah Haran” to work and modify their products in such manner that it can assist the customer to look better and trendy. Additionally, these branded luxury bag-manufacturing companies must focus on accelerating the quality and longevity of the product to offer customers a better experience of using branded bags and to meet their expectations in a precise manner. It will increase the market demand and sustainability of the branded luxury bag manufacturing companies like “Sarah Haran” in different regions across the globe.        
Q4. What will be major consumers that would be targeted by Sarah Haran?
	Options
	Respondents’ Number
	Percentage (%)
	Total

	Rich teenagers and youths 
	8
	40
	20

	Customers those are likely to show status 
	7
	35
	20

	Demographic customers 
	1
	5
	20

	Loyal customer group  
	4
	20
	20


Table 4: Recognition of Sarah Haran’s major consumers in their business industry
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Figure 11: Recognition of Sarah Haran’s major consumers in their business industry
Analysis: Every business foundation always has their targeted customers and through selling products to those special customers, companies generate revenue in business. Companies conduct market research and then determine the appropriate customer base according to business situation. Luxury brands like Sarah Haran always provide focus on gathering accurate market research data and identifying the most suitable customers to whom the company can sell their maximum numbers of products. From the above presented graph, it is clear that the company, named Sarah Haran has multiple options to select their actual target customers. UK has developed economy and high GDP rate and due to this reason, UK citizens use high quality branded products. Rich teenagers and youths are more likely to use branded luxury bags to improve their style and personality. According to the recoded statistics, almost 13% of the total UK population is accounted for youths and teenagers those have high intention of purchasing costly branded products so that brands like Sarah Haran can easily meet their sales target through capturing the customer base in UK territory. 
Respondents were aware of the fact so that majority of the respondents, almost 40% of the total respondents voted this option. Most of the UK citizens belong from high status and likely to show their status through using branded and costly products in their daily routine. As a result, keeping this on mind, 35% of the total respondents suggested to target customers those are likely to show status. Demographic customer selection is another important consideration. Few of the most common consumer demographics for business include geographical location, sex, gender, age and others. Luxury brands like Sarah Haran always focus on understanding the important elements of customer demographics. Very few of the survey respondents were familiar with the topic and due to this reason, only one respondent voted this demographic customer option that is accounted for 5% of the total respondents. Company like Sarah Haran also need loyal customer base for accelerating their sales revenue and sustainability in current competitive market place. However, due to any reason, none of the respondents did not consider this option and did not vote the option as well in course of the survey program.  
In modern business world, brands are stumbling to sustain in market. Especially, luxury brands like Sarah Haran are focusing on understanding the actual target customer base to effectively accelerate the sales performance and profitability of the company. As the company named, Sarah Haran only deals with luxury branded bags, the company must have appropriate target customers to sell their manufactured branded products. After analysis of the collected data and information, the researcher has suggested considering the rich teenagers and youths as their most effective target customers, those can assist the company to accelerate their organizational profitability and overall sustainability of the brand. Rich teenagers of UK territory must be appropriate target customers for luxury brands like Sarah Haran.        
Q5. What basic need of customers is targeted to meet by Sarah Haran, the luxury designer bag brand through their products?
	Options
	Respondents’ Number
	Percentage (%)
	Total

	Quality over quantity 
	5
	25
	20

	Durable and almost damage proof 
	10
	50
	20

	Trendy fashion needs 
	5
	25
	20

	Water proof leather technology 
	00
	00
	20


Table 5: Range of basic needs of customers targeted to be met by Sarah Haran
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Figure 12: Range of basic needs of customers targeted to be met by Sarah Haran
Analysis: As per graphical illustration given in above section, it is obtained that 25% of consumers prefer quality to quantity. Around 50% of them need durable and damaged-proof products from seller. Additionally, 25% of consumers focus on trendy fashion products. No customer has selected waterproof leather technology as one of the needs that people may consider while buying bags. The number of respondents selecting quality and trendy fashion need is same. Half of customers have chosen durable and damaged-proof products as one of the basic needs that is being considered while purchasing bags. Out of 20, 10 numbers of respondents have considered durability as the major parameter. Durability of a product determines its longevity, which makes customers to think about the brand repetitively. Customers do not require buying a particular product repetitively, as they get assurance that purchased product will last long. A durable product can be used for longer period with less maintenance. Thus, durability also ensures cost-effectiveness of products. If the firm focuses on durability of bags during their manufacturing, it can meet need of many customers. Durability and damaged-free products can provide the firm with good profit, revenue, and reputation in current competitive market place. 
Luxury brands are aimed at solving customer issues and making their lives easier through their quality products. Along with that, they are also focused at improving the style and personality simultaneously to look better in society. All the brands like Sarah Haran, target basic needs of customers to be fulfilled through their products. For instance, Sarah Haran deals with the high-quality luxury bags to improve customer style, personality and status altogether. Most of the modern customers show high interest in purchasing the branded products due to their durability and long-lasting nature. Customers prefer products those can be used in long term, especially branded products. According to the survey report, majority of the respondents were agreed with the statement so that almost half of the entire respondents voted this customer need to be fulfilled by luxury bag manufacturing company Sarah Haran to meet their customer expectation standard effectively. This will influence brand sustainability as well. 
Quality is one of the major factors that directly influence customers to purchase products, especially branded products. Branded products must be made with quality materials and equipment’s to create difference compared to any other affordable products in market. Keeping this on mind, almost 25% of the total respondents suggested Sarah Haran to focus on improving their product quality instead of manufacturing in large number. Quality improves customer engagement and allows creating positive brand reputation in market. Apart from this, trendy fashion needs is another important consideration in context of brand management that must be taken into consideration by Sarah Haran to achieve their set business milestones in a precise manner. Additionally, modern brands are looking for adopting the waterproof technology to be used in their upcoming products to ensure customers from any sort of water damage. However, not all the respondents responded positively to the option in course of survey. In order to improve the brand effectiveness and meet customer expectations, brands as if Sarah Haran must need to work on waterproof technology. In upcoming days, this can assist the brand to create a difference in market than competitors.    
Q6. Which of the following sustainability related activities are most important to brands like “Sarah Haran” in terms of continuing business in long run?
	Options
	Respondents’ Number
	Percentage (%)
	Total

	Conducting CSR activities 
	8
	40
	20

	Building healthy and trustworthy relationship with customers 
	5
	25
	20

	Concentrate on product quality improvement 
	3
	15
	20

	Fast customer service 
	2
	10
	20

	Healthy employee-employer relation
	2
	10
	20


Table 6: Important sustainability related activities for brands like Sarah Haran
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Figure 13: Important sustainability related activities for brands like Sarah Haran
Analysis: Sustainability is one of the most important considerations in business and almost every brand is developing their business performance and activities to achieve sustainable competitive advantage in market. Brands like Sarah Haran conduct a range of sustainability related activities in terms of continuing business in long run. From the above graphical presentation, it can be stated that customers or respondents those attended the survey program were familiar with the importance of conducting different CSR activities so that almost 40% of the total respondents voted the CSR activities at the best option to improve sustainability in market. Apart from this, customers are valuable element of business so that brands must build and maintain healthy relations with customer base. This option was voted by 25% participants. Fast customer service and continuous improvement of products and implementing all those needs of customers in products are important in terms of continuing business in long run. Survey respondents were aware of the fact and due to this reason, 10% of the survey participants voted each option accordingly. Overall, brands must need to focus on CSR activities and maintaining healthy relation with customers in order to achieve sustainability in this competitive market place.  
Q7. How far do you believe that high employee engagement and healthy employee-employer relations is important for brands like “Sarah Haran” in terms of accomplishing sustainability and maintain profitability in business. 
	Options
	Respondents’ Number
	Percentage (%)
	Total

	Agree 
	9
	45
	20

	Strongly agree
	7
	35
	20

	Neutral
	1
	5
	20

	Disagree
	2
	10
	20

	Strongly disagree  
	1
	5
	20


Table 7: Opinions of respondents

Figure 14: Opinions of respondents
Analysis: Employees are regarded as the most important assets of a brand those contribute their numerous efforts towards accomplishment of business milestones. In this context, building and maintaining a healthy relation between employer and employees in necessary. Healthy employer-employee relation allows solving organizational issues in an effective manner without hampering business productivity and profitability. All the successful brands are aimed at meeting employee satisfaction level and maintaining positive relation with employer. Survey respondents knew the significance of high employee engagement in brand success. They were aware that healthy employee-employer relation accelerates production rate and revenue in business and due to this reason majority of the survey participants agreed with the statement that high employee engagement is essential for brands like Sarah Haran in terms of achieving sustainability. They have suggested Sarah Haran and the owner to assist employees and meet their expectations so that they would perform in better manner, which would alternatively improve the overall profitability of firm. Apart from this, many of the brands have already failed to keep healthy relations with employees. Thus, rest of the 15% of the total respondents voted against the statement.          
Q8. What are challenges faced by brands like “Sarah Haran” to maintain the brand reputation and market popularity in global market premises? 
	Options
	Respondents’ Number
	Percentage (%)
	Total

	Numerous new competitors 
	7
	35
	20

	Availability of brands 
	3
	15
	20

	International policies and regulation  
	4
	20
	20

	Less managerial efficiency 
	2
	10
	20

	Cross cultural difficulty 
	4
	20
	20


Table 8: Critical challenges faced by brands such as Sarah Haran for maintaining brand reputation

Figure 15: Critical challenges faced by brands such as Sarah Haran for maintaining brand reputation
Analysis: Apart from the positive sides of brand sustainability, there are also some other negative sides of the same. In modern market, maintaining brand popularity and image in market is one of the greater challenges. Successful and established brands are also facing loss in recent days due to numerous entrances of new competitors. New market rivals are offering same products to customers, which results in high availability of branded products in market. Due to high availability of branded products, customers have the highest bargaining power during purchasing the product, which results in decreased profitability in business. 15% of survey participants voted this challenge as the major one compared to other options. Additionally, respondents were aware of high market competition due to numerous entrances of new market rivals. Thus, 35% respondents voted these numerous rivals and increasing market competition as the most crucial challenge to Sarah Haran. Less managerial performance and less efficiency to manage cross cultural diversity in the firm are other important considerations. To global brands, cross cultural diversity is common as they have to continue business in different international locations. Thus, due to lack of cross-cultural managerial efficiency, brands can be abolished from market. Hence, 20% respondents voted cross cultural diversity as one of the major challenges to Sarah Haran.         
Q9. What are the ways to improve sustainability and business excellence of brands like “Sarah Haran” together? 
	Options
	Respondents’ Number
	Percentage (%)
	Total

	Focus on CSR activities 
	4
	20
	20

	Communicate sustainability goals with workforce unit
	3
	15
	20

	Continuous product and service improvement 
	7
	35
	20

	Focus on recruitment and selection of the most eligible candidates 
	2
	10
	20

	Rapid innovation adoption 
	4
	20
	20


Table 9: Different ways to improve sustainability

Figure 16: Different ways to improve sustainability
Analysis: In order to sustain in this highly competitive market, brands are bound to follow sustainability policies and improve their sustainability related activities as well. Brands like Sarah Haran use a range of techniques to achieve sustainable competitive advantage in market. 20% respondents suggested Sarah Haran to focus on conducting more CSR activities, where 15% of the total participants advised to communicate sustainability goals with entire workforce unit so that they can better understand the importance of sustainability and can provide better efforts towards their targets. However, majority of the respondents knew that customers like new products that can meet their expectations so that brands modify their products accordingly. 35% of the survey respondents voted this option as the best one to improve sustainability performance in market. Apart from this, innovation and rapid adoption of technology is another important consideration that allows brands to be more productivity and generate high revenue in business simultaneously. Thus, 20% participants suggested Sarah Haran to adopt advanced modern technologies and numerous innovations within their organization to improve sustainability. Overall, sustainability is crucial thing in business and all the brands are adopting new strategies to achieve sustainability in their industry.      
Q10. How far do you believe that “Sarah Haran” needs to focus more on executing CSR operations in terms of achieving greater benefits of sustainability?
	Options
	Respondents’ Number
	Percentage (%)
	Total

	Agree 
	9
	45
	20

	Strongly agree 
	6
	30
	20

	Neutral 
	1
	5
	20

	Disagree 
	3
	15
	20

	Strongly disagree     
	1
	5
	20


Table 10: Opinions of respondents

Figure 17: Opinions of respondents
Analysis: CSR activities are impactful and beneficial to brands. It improves brand image and market reputation, which results in greater customer engagement and high sales volume. CSR activities allow brands to build and maintain healthy relation with customers. It assists in better brand recognition and positive business reputation. Customer loyalty also increases due to CSR activities. Respondents were aware of the fact and due to this reason majority of the survey respondents almost 75% of the total survey unit agreed with the statement and advised Sarah Haran to conduct more numbers of CSR activities in terms of achieving sustainability and their business milestones in a precise manner. However, brand sustainability is associated with multiple challenges and because of those critical challenges, rest of the survey participants voted against the statement.     
5.2: Qualitative data collection and analysis (2 interview questions 3 managers)
QUESTION 1. How far do you believe “Sustainability is important for your business”?
Using the Spiggle (1994) framework this is the summarised interpretation of the answers given by the three store managers of Sarah Haran luxury designer bag store.
[image: ]
Store Managers:  Answers to question 1: 
· The store managers all agreed that sustainability is important for the business as modern business are highly competitive these days, and that brands such as them need time to establish their reputation and sustainability leads to effectiveness.
· Also, the practice of sustainability will help brands like them to be more reliable and be able to produce high quality products for their customers thereby generating high profits for the business in the long term.
· They also agreed that sustainability helps brands to develop strategies that fosters brand longevity.
· Sustainability also helps their business to manage competitions.
· They also mentioned their company is also involved in employee sustainability and business practice sustainability as doing these will help their company to grow more.
QUESTION 2: State importance of brand differentiation in an organization such as yourself that deals in designer bags 
Answers: Given by Store Managers to question 2, summarised and interpreted by researcher. 
· The different store manages agrees that differentiation is used by their organisation Sarah Haran luxury designer bags to influence customers purchase of their products, that it shows customers the basic differences of their materials, equipment’s, style and other factors compared to that of their competitors.
· Differentiation of their brand is reflected in their quality bags, their prices and their products.
· One of the managers mentioned also that successful brands always differentiate their products from other brands.
· All the managers agreed that less brand reputation can affect sale negatively.
· Differentiation is important as it gives brands a competitive advantage.
5.3: Outcomes identified 
In order to make an appropriate conclusion of this entire research project, the researcher has focused on completing the primary data collection method effectively. The researcher has used both qualitative and quantitative methods to collect the most authentic and reliable data and information on the research topic. During quantitative data collection, the researcher invited 20 respondents to be the part of survey and to provide their feedbacks according to the survey questions and statements. Apart from this, managers were interviewed as well and from the managers, important data have been collected that can be used to make a perfect conclusion of the project.    
In quantitative data collection process, researcher always make survey questionnaire according to the research objectives to be asked to the respondents. The survey questionnaire was made with some important questions that were aligned with the research objectives. The questions were set in such manner that it can gather required information and complete the requirements of the project as well. From the first survey question, it has been understood that female customers, rather than male customers mainly use branded luxurious bags. Across the UK territory, due to high GDP rate and developed economy, most of the female customers purchase branded luxurious bags to improve their style and personality, where male customers are less interested in investing so much money on branded bags. Due to this, most of the respondents in survey were female and they provided their valuable feedbacks over their used brand. As the female respondents have used the brand, therefore, they must have quality information, experience and knowledge over the brand and their products as well. Second question allows understanding the age group of customers those show interest in purchasing branded luxurious bags. As per the survey reports, almost all types age group of customers starting from 20-25 years to 33-40years age are interested in purchasing branded luxurious bags. 
However, in this context, economic condition of the country as well as the customer base is one of the important factors that directly affects the sales and revenue of the brand. As the UK has developed economic condition, most of the citizens are likely to maintain their high status and they invest a huge amount of money on their personal care and status maintenance. Hence, brands as Sarah Haran have the opportunity of grabbing the UK market and potential customer base to sell their branded luxuries bags. As UK, market has great demand of this sort of designer luxurious branded bags; therefore, brands such as Sarah Haran must be able to sell high number of bags to the UK customers and accelerate their sales excellence effectively. Next, the researcher has pointed out some of the needs of owning a designed bag. It is undeniable that customers must have some needs and expectations, to fulfil those needs, and expectations customers generally purchase these luxurious branded bags. 
Luxurious bag manufacturing brands like Sarah Haran are required to analyse and determine the needs of the customer first so that they can modify their products according to the needs and expectations of the potential customers. According to the survey reports, respondents voted different needs for owning luxurious bags. Some of the basic needs of owning a branded luxurious bag are improving style, looking better, increasing personality, showing status and others. In modern era, people are likely to be look more pretty, trendy and attractive. In recent days, using branded products has become a trend and most of the trendy looking personnel are likely to use branded luxurious products. Modern customers also love the style, art and design of the branded luxurious bags, which differentiate branded products from any other ordinary affordable products. Apart from this, longevity and impressive quality of the product materials also attract customers and influences them to purchase. Respondents were aware of the fact and survey reports are representing the needs of the luxury branded bags customer, who can be used by Sarah Haran or any other brands to improve their market sustainability, brand reputation and better meet the expectations of the customers.       
Furthermore, brands always must have target customers to sell their maximum products. The process of selection of target customer is lengthy, complex and divided in different important steps. Most of the successful brands use different but effective tactics and strategies for effectively selecting their target customers and influence them to purchase products from the particular organization. Rich teenagers and youths must have high interest in purchasing this type of designed branded luxurious bags. They are interested in increasing their style and as nowadays, using luxury branded bags has become a trend in modern world, youths and rich teenagers must be considered as potential customers of this industry. Customers those are belonging from high status and likely to maintain their status in every aspect of their life is also likely to buy and use this type of products. UK market can provide this kind of customer base, where brands like Sarah Haran would be able to capture more potential customers. Across UK, number of rich teenagers and youths is high, which is well and good for Sarah Haran to improve their sales performance. Compare to any other customer type, these potential customers can bring radical increment to Sarah Haran in revenue generation. 
Apart from this, brands like Sarah Haran always find some basic needs of the customers to be fulfilled through their branded and quality luxurious product. According to the survey reports, customers are likely to use durable luxurious product. Damage proof quality attracts customers and allows meeting basic needs of customers. In modern business world, companies seek customer need and try to modify their products in such manner that it can meet the needs of the customers. It increases market sustainability of a brand in current competitive market place. Keeping a great relation with customers and understanding as well as meeting their needs through their quality products are one of the key considerations in order to continue business in modern global market place. However, in the qualitative data collection method, operational manager, HR manager and marketing manager of the same brand were interviewed to gather vital data and information over the research topic. All three managers were experienced and they provide advice to Sarah Haran from their knowledge and experience to effectively maintain the brand differentiation and brand reputation in market in order to achieve greater market sustainability and to accomplish their business targets in a precise manner. Embracing sustainability practices and improving sustainability strategies are the core business considerations of modern brands like Sarah Haran. 
5.4: Conclusion 
From the above description, it is possible to conclude that authentic data collection and analysis of the collected data and information in appropriate manner is one of the most important steps in research project. Researchers collect reliable data from authentic sources to make an appropriate conclusion of the entire project. In this project, the researcher has used both primary and secondary data collection methods. Primary data collection and analysis portion has been mentioned in the above section, where secondary data analysis has been conducted in the literature review section. In primary both qualitative and quantitative methods have been taken into consideration for preparing an acceptable conclusion of the research project.     


[bookmark: _Toc14410144]Chapter 6: Conclusion and recommendations
Conclusion
Based on the research as well the outcomes identified, three concluding statements could be taken into consideration. 
First, it could be concluded that the luxury brands would be sustainable for an organisation. However, this would be based on multiple conditions. These conditions include economic condition of the nation, perception of products among the customers. Additionally, it includes aspect of requirement by customers in terms of durability and value for money for the customers. This conclusion would be because of the affordability index of the customers and the perceived social status for the products. Since, UK is one of the developed nations; the GDP is on the higher end. As a result, customers could afford the designer and the luxurious bags sold by Sarah Haran. Hence, the business would be sustainable in UK in the short and long end. However, the major limitation in the business sustainability includes the variation of the degree of sustainability for the business in international market. This would be because; the international market would be associated with high customs rates on luxury products as well as affordability index of concerned nations.
Second, it could be concluded that individuals buy designer handbags from luxury brands due to two reasons. This includes creating a style statement in front of the social gathering. This is because ownership of an expensive item projects financial stability and influencing identity of an individual. Additional reason includes the use of such a product that would be durable and viable for use in everyday life and tasks. In such cases, sustainability for the designer handbags associated with Sarah Haran would be associated with the optimum balance between functionality and social statement. However, in the negative segment, reason of demand of designer handbags includes passive marketing by the fashion bloggers and youths under the selfie effect. In the long end, such expenditure projects as a bad investment for the individual and is associated with poor brand image for the product. In such cases, the luxury brands become unsustainable in the market.
Third, it could be concluded that sustainability of luxury brands are associated with identification of the needs of the customers in short and long end. This would be because, the industry of fashion and specially luxury designs are highly dynamic in nature. As a result, this would lead to the increase in inventories for the organisation that might project the same as unsustainable process to the market as well as the customers. However, this increase in inventory sometimes enables the increase in sales of the product in a flash sales mechanism. This would make the business sustainable by conducting of extensive sales volume of the old designs.
6.1: Recommendations 
Based on the responses provided by the employees of Sarah Haran as well the customers of the organisation, three recommendations could be provided to the organisation to make it sustainable. These are in the following order:
· First, it could be recommended that the organisation should reduce the six months timeline undertaken for testing of the bags. This would be due to two reasons. First, it would help the organisation to mitigate the probability of competition in the fashion segment as well as the luxury bag segment. Second, this reduction in period would enable the organisation to reduce inventory and include a pull- supply chain design. In the event that the organisation adheres to this recommendation, this would enable the development of the business reach of the organisation and increase the customer base.
· Second, it could be recommended that the organisation should diverge into the male wallet segment in line with the women designer handbags. This would enable the organisation to expand in the international market as well as cater to the male division of customers. In the long end, this would increase the sustainability of the organisation in terms of economy, business development and market capitalisation. This would be because, the using the leftover leather in the male wallets would enable the optimised use of the resources and the skills available of the organisation.


[bookmark: _Toc14410145]Chapter 7: Reflection
During the conduction of the research, I have faced multiple limitations and challenges the segment of data collection, data analysis and projecting of recommendation for the organisation. In the segment of data collection, I had to segment the literature review into multiple elements associated with luxury brands and sustainability. Similarly, in the segment of data analysis, I had faced the issues in the conduction of analysis of the quantitative data. This included poor use of analytical software for the conduction of the analysis. In the segment of recommendation, I had faced limitation in the segment of identification of the poor attributes of the organisation and the areas in which it could improve in the long end.
I overcame the first limitation by identification of the themes and answering the hypothesis based on which the literature review was conducted. This enabled me to search and include only relevant articles associated with sustainability; luxury brands the impact to such brands on the popularity and demand among potential customers. Similarly, I overcame the second limitation by the effective use of MS Excel instead of SAS for the conduction of the quantitative analysis, I also used the Spiggle (1994) conceptual framework to collect my data for the interview of Sarah Haran Store managers and these framework guided me in this regard. Additionally, this enabled me to include graphical presentations for the development of the research. I overcame the third limitation by adhering extensively to the outcomes obtained from the research. This enabled me to introduce the segmental recommendation for the organisation in the UK market as well as the international market.
I also faced the challenge of having two previous research supervisors who had to leave due to unforeseen circumstance after already spending 5weeks with them going through my work, but at the end I was given another supervisor who led me in the right direction in terms of my research and taught me some areas in research methods I was not very familiar with and this helped to improve my knowledge and my work.
Overall, I think that post this research; there would be a scope in the identification of sustainability relative to the employees in the blue collar. In the end, this would enrich the current and the potential research and identity those attributes that might hinder the sustainability of such an industry in the time of inflation and globalisation.
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Appendix 1: (Interview Notes taken from Managers of Sarah Haran Stores)
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Appendix 2

The link of the Question Form is provided below
 https://docs.google.com/forms/d/1DV9iC3yJ19oyXx5BDrD1KkrF04O6oI9AUpDVSsVjAvQ/edit   
This is the Question form 
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Appendix 4


                                                         PARTICIPANT CONSENT FORM
RESEARCH PROJECT: ARE LUXURY BRANDS SUSTAINABLE? A STUDY OF SARAH HARAN BAGS

RESEARCHERS NAME: Mary Mena Dore-Okuoimose

RESEARCH TEAM/ SUPERVISORS:

· I have read the participant information sheet and the nature and purpose of the research project has been explained to me. I understand and agree to take part.

· I understand the purpose of the research project and my involvement in it.

· I understand that I may withdraw from the research project at any time during the data collection phase. Upon conclusion of the field work, the research will notify all participants via email that the study has come to an end. Participants will have a period of 24hours from the time the email is sent to withdraw their data, after which point it will not be possible to withdraw the collected data. Please note: all data collected will be coded and once analysed, will be made anonymous. Please provide an email address for this purpose here.

………………………………………………………………………………………………………………………………………………
· I understand that while information gained during the study may be published, I will not be identified and my personal results will remain confidential.
· I understand that I will be audio recorded during the interview.
· I understand that data will be stored by the researcher in a locked and secured cabinet. Any audio recording for audit and checking purposes only. If any further access is required, the researcher will contact the participant in writing.
· I understand that I may contact the researcher or supervisory team if I required further information about the research. I may also contact the educational institution, if I wish to make further enquiry relating to my involvement in the research.

Signed……………………………………………………………………………………………………… (Research Participant)
Print name……………………………………………………………………………………………….Date………………………….
Contact details:
Research team/supervisors :( name and email)
Please return form to: (email)









[image: ]

[image: ]



Opinions of respondents 
Percentage (%)	
Agree 	Strongly agree	Neutral	Disagree	Strongly disagree  	45	35	5	10	5	

Critical challenges faced by brands such as Sarah Haran for maintaining brand reputation
Percentage (%)	
Numerous new competitors 	Availability of brands 	International policies and regulation  	Less managerial efficiency 	Cross cultural difficulty 	35	15	20	10	20	

Different ways to improve sustainability  
Percentage (%)	
Focus on CSR activities 	Communicate sustainability goals with workforce unit	Continuous product and service improvement 	Focus on recruitment and selection of the most eligible candidates 	Rapid innovation adoption 	20	15	35	10	20	

Opinions of respondents 
Percentage (%)	
Agree 	Strongly agree 	Neutral 	Disagree 	Strongly disagree     	45	30	5	15	5	

37
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